





WASH A LOAD...WHILE YOU DRY A LOAD! 
Sell APEX continuous, double-load laundering 
convenience! Promote shortest washdays... 
double your sales . . . increase your profits! 











WASH+AsMATIC SPIRAL TUB AGITATOR... 


has the world’s largest washing surface. Pro- 
vides thorough cleansing of worst soiled 
clothes—gently, safely cleanses the most deli 
Made of Apex-Molded Fibre 


it cant rust, chip or discolor! 


cate synthetics! 


Glass 


ABE X peaters wave No COMPETITION! 


EVERY Apex appliance has special convenience features that prove... 


“WE DON’T BELIEVE IN 


APEX WASH-A-MATIC AUTOMATIC CLOTHES WASHER 
.»-leads them all with sales-closing features like these: 


@ Highest Washability 
Sater for ALL fabrics! 


@ Uses Less Hot Water 
Saves on Detergents! 


@ Gentler Washing Action 
Longer Fabric Life! 


@ Operates On Any Floor 
No Bolting Down! 


@ Shortest Complete Washing Cycle 


Only 27% minutes! 


@ Exclusive Fluffing Cycle! 


ew 
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APEX SPIRAL DASHER WASHER... 
Spiral 
washing efficiency! Fabric-Saver Dial means 
automatically-cimed washing! Auto 
many more sales 





APEX DISH+AsMATIC ROLL*AsWAY... 


Dasher gives top-to-bottom of tub Only mobile dishwasher with built-in heater 


tank! Heats water to 190°! Gives lowest cost 


Apex automatic dishwashing—no plumbing, no in 


matic-Safety wringet stallation! Does complete service for 6! 


VING APPLIANC 


sure features! 


APEX HOUR-SA 





APEX GIANT SUN-GLOW DRYING ELEMENT... 
Sanitizes as it dries clothes with purifying 
infra-red rays. Leaves them fluffy, wrinkle-free 
and sweet-smelling! Sell its safer, overhead 
radiation and automatic, thermostatic control! 
WORK FOR WOMEN!” 
& 
APEX AUTOMATIC CLOTHES DRYER 
... with new matching style has all these superior sales points: (ELECTRIC or GAS MODELS) 
@ 100% Automatic Operation @ Vacuum Drying Principle! 
Just Set the Dial! . ° 
@ Highest Evaporation Rate! 
; ' 
@ Lower, Safer Operating Temperatures! @ Thermostatic 
@ Most Economical Operating Rate! Temperature Control! 


the complete line | 


of Apex Hour-Saving 


Appliances in action 


AT THE 


MERCHANDISE MART 
ROOM 1472 


Let comparison show you 
why Apex leads the field! 





APEX STRATO-CLEANER... 
World's most powerful home cleaner! Twice 
the power ON the rug twice the cleaning 
ABOVE the floor! Complete set 
of highest quality cleaning tools 


ES 


convenience 


THE APEX ELECTRICAL MANUFACTURING CO. 
CLEVELAND 10, OHIO 
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This Summer All Trails Lead to 
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Any day now sales prospects will be stampedin’ down the trade-in trail ‘ 
straight to their nearest Westinghouse retailer's! Yep, looking for that 
cash bounty offered on every maverick appliance traded in for a new, 
"53 Westinghouse replacement. 

This “trade now” drive is spurred on by all-out, national advertising 
to make it a rootin’ tootin’ success. And to make the big roundup com- 
plete, Westinghouse distributors will gladly help every retailer outfit his 
store as a “trading post” with all the trimmings ... during this summer- 
time promotion! 


WESTINGHOUSE ELECTRIC CORPORATION 
Electric Appliance Division + Mansfield, Ohio 
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The greatest, most consistent advertising 
and sales promotion campaign in the in- 
dustry makes Permaglas the most wanted 
water heater. 


‘ 
More than 2,000,000 A. O. Smith glass- 
lined water heaters in American homes 
prove that Permaglas leads in consumer 
acceptance! The glass-surfaced steel tank 


theres only one FeYMAg 


AUTOMATIC WATER 









A. 0. Smith also manu- 
factures Warm Air Fur- 








1S and it 


HEATER 


, © AO Smith 


can’t rust because glass can’t rust! 


Get the big share of water heater sales in 
your community. Sell Permag/as, the water 
heater your prospects want. Costs no more 
than ordinary water heaters! 


For complete information write: A. O. 
Smith Corp., Dept. EM-653, Kankakee, III. 


§ made by 


PERMAGLAS-HEATING DIVISION 





PAGE 


naces, Gas Conversion 

Burners, Home-heating KANKAKEE, ILLINOIS 

Boilers and Commercial @ SALES: Atlanta * Chicago 4 * Dallas 2 * Denver 2 * Detroit 21 * Houston 2 

Water Heaters r 4 Los Angles 22 * Midland 5, Texas * Milwaukee 8 * Minneapolis * New York 17 
QT Philadelphia 3 * Pittsburgh 19 * San Francisco 4 * Seattle 1 * Springfield, Mass. 


Tulsa 3 * Washington 6, D. C. 
SERVICE: Chicago 17 * Dallas 1 * Oakland 21 * Union, N. J. 
International Division: Milwaukee 1 
Licensee in Canada: John Inglis Co., Ltd. 
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The National Apolance-Radio-T¥ Picture 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


The East 








By ROBERT W. ARMSTRONG 





List price holdouts grow fewer 
and fewer, but new discounters 
have new lessons to learn 
Air conditioners take off early, 
as predicted, although overall 
April sales set no records 


CY by one the holdouts for list 
price seem to be succumbing 


0 the pressures of economics and 
Price-cutting, like a 
vord which starts out as unacceptable 
‘lang and eventually ends up in the 
lictionary, is becoming the accepted 


‘ t lning 
Vay OF doimg 


ompetition 


business by an 
growing proportion of dealers I'wo 
months Westchester County 
N. Y.) dealer with an unsurpassed 
reputation for customer 
who had long been 


ever 


ago a 


and 
in island of list 
price in a sea of discounting opera 
tions admitted without a trace of ran 
or that the dikes had been broken 
ind that in order to make any sales 
it all they had to give 10 off on 1 
frigerators, 20 on gas ranges, dishwash 
ers and other items. And last month 
1 New Jersey dealer who has been a 
consistent holdout and a bitter criti 


SCTV 1CK 


vf pr cutting conceded that h 
could no longer afford a simon pur 
tatu id had found ways to cut 
down lhiis operating expens« that 
he could give up to 25 percent off 
if pushed) and still show a profit 


Change in Temperature. Even 
more tmportant perhaps than the fact 
that tl two dealers have joined the 
rank t the enemy is the fact that 
others, have ceased 
price-cutting devil. In 


hey, like many 
to rail at the 
deed, they now sav thev were luck 
to get with list price for 
long and they have philosophical 


iway 
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cepted what appears to them to be 
inevitable, turning their energies to- 
ward finding ways to both live with 
and profit from the new situation. 
The merchant who six months ago 
got hot under the collar and swore 
that it was impossible to cut his 
prices and stay alive now is saying 
that there must be a way and is cooly 
going about finding it. 


New Lessons. Mere acceptance of 
a situation, however, does not guaran- 
tee the know-how to cope with it— 
as some dealers have been discovering 
lhe old promotional methods, for 
example, don't always work, a fact 
given recognition by one Long Island, 
N. Y., retailer with, ““The lord god 
price is all-powerful in the appliance 
market today and that’s the only 
theme to use in any promotional 
work,” and illustrated by the experi 


ence of another dealer who finished 
i free trial dryer promotion with 
more than half of the units returned 


by “educated” consumers who then 
bought the appliances from discount 
houses 

he promotions that were work 
ing in April and early May were of 
i different nature. One merchant got 
good results by offering free flower: 
bulbs to garden-conscious prospects 
in return for watching a washer dem 
onstration. Another 
invitations to old customers for an 
evening of appliance “sightseeing” 
ind free refreshments. He called it 
in “appreciation night” to show shop- 
pers they could buy more efficiently 
it home than at New York City dis- 
count houses. Down in Washington, 
D. C., a big retailer took advantage 
of a song hit’s appeal with a window 
full of pedigreed dogs—the 
in the window’—which were given as 
prizes at a drawing. An important 
gimmick in the promotion was a pro 
viso that if winners purchased any 
of certain appliances during the con 
test they would hx funded double 
the purchase price 


sent engraved 


“doggie 
ah 


June in April. At this writing, earl 
in the season though it is (early May), 
lr conditioning secms to lead all 
ther appliances in dealer interest 
\nd with good reason. Eastern deal 
rs found April sales living up to all 
re-season expectation A Philadel 
»hia merchant, for that 
inits started to mov licr than I 
had anticipated.” One bie New Yor 
outlet, which few room 
units im April of 1952, went after th 
this year 
ind reports sales “in the hundreds,” 
despite the fact that most buyers take 
two weeks or more to make up their 
minds. A spokesman for the firm ad 


exampl 1\ 


sold vcr 


busine more aggressivel 
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mits to a satisfaction that air condi 
tioning is living up to its predicted 
boom and says that even with bad 
weather in June (and weather is still 
the most importast factor) sales will 
surpass last year. Additional evidence 
that the industry has struck gold 
comes from another New York firm 
which ran two half-page ads in April 
promising that a $20 deposit would 
hold a unit for June delivery. Over 
1,000 coupons were returned by early 
May and 9 out of 10 were said to have 
been converted into sales. On the 
basis of this they predict with under- 
standable optimism that New York 
City sales will probably double 1952's 
37,470 units. 

Sales “have been terrific” in Phila 
delphia, too. A distributor there says 
he is heavily back ordered and can not 
keep any inventory, despite fairly good 
deliverics from manufacturers 

Even merchants who never put 
much emphasis on air conditioners be- 
fore are biting happily into the boom. 
\ New Jersey dealer who sold none at 
all in April of 1952 sold eight or nine 
by the end of that month this yea 
ind he is 
heavily 


ordering, for him, quit 


A Bad ‘Taste. The big flaw im air 
conditioner sales is the same one that 
iffects everything else—price-cutting 
competition. A Philadelphia mer 
chant, saving that air conditioners fol 
low the T'V pattern more than the 
white goods pattern, declared in early 
May that “discount business is pretty 
much in operation.” 

A Long Island dealer says wistfully, 
“If I only had the nerve and the 
money I would scrape together a few 
hundred air conditioners and wait for 
that hot sun to start shining. By then 
the full list sale would be the accepted 
thing.””’ What he would like to do is 
being done, on a smaller scale, by an- 
other dealer who always pays cash for 
his merchandise. He's laving in a 
tock of units and will make no effort 
to promote them until hot weather 
weats out price resistance 
move them at list. 


ind he Can 


The Fourth Month. A sizable ma 
jority of eastern dealers found nothing 
in April’s business volume to get ex 
ited about. For most of them gross 
lid off a bit from March levels but 
held about even with or a little ahead 
of April of 1952—which several are 
careful to point out wasn't a 
good month, cither. 

I'V, of course, began its seasonal 
dropoff and freezers and gefrigerators 


very 


began their seasonal upswing. Wash« 
a 


ington, D. C. started to go after the 
od-freezer business with a bang in 
| campaign sponsored by the Electri: 


Institute and the Washington Post. 
The paper ran a 10-page special sec 
tion and the Institute is condusting a 
special school on food wrapping, prep- 
aration and freezing. ‘The importance 
of the food plans in freezer sales in 
the Washington area is emphasized 
by a survey by that city’s Evening Star 
which shows that 18 percent of the 
District’s freezer owners participate in 
food plans. 

The freezer is doing all right in 
Philadelphia, too, according to a-dis 
tributor there. He claims that the 
passing of most of the specialty opera 
tions (only two left now) has helped 
redeem the freezer’s reputation. “Le 
gitimate operators of food plans” Treg 
ular dealers), he says, “are starting to 
take hold and give the business. more 
respectability and create ‘more con 
sumer confidence.” 


The Midwest 





By TOM F. BLACKBURN 


Risks in selling low income 
groups .. . Window traffic get- 
ter . . . Unloading inventory 
gracefully . . . TV gold bricks 
... Who carries A. C. inventory 
risk? 


IGGEST new unsaturated market 
B in Kansas City, Mo., appears to 
be the negro section. Northern stores 
formerly did not understand colored 
psychology, passed up all time pay 
ment business to this group. One 
large renter of quarter-in-the-slot wash 
ers even pulled his machines whenever 
1 Negro family moved into an apart 
ment building. 

On the other hand, southern deal 
ers have been doing business« with 
Negroes for years, appear to know how 
to sell them on time, and pick good 
risks 


(Continued on Page 6) 
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PRE-SELLING FOR YOU 


LADIES HOME JOURNAL 
FAMILY CIRCLE 
WOMAN'S DAY 

HOUSEHOLD 
SMALL HOMES GUIDE 
FARM JOURNAL 
COUNTRY GENTLEMAN 


the new 


PARENTS’ 
AMERICAN HOME 
MODERN ROMANCES 
HOLLAND’S 
SUNSET 
PROGRESSIVE FARMER 
RURAL GRAVURE 


BOWL TUB 


and AGITATOR 


rerro 4% Qurtn 


For tr terature write to 


SPEED QUEEN CORP 
BRipon Wisconsin 


FF a 


principle 


WASHER 
AND DRYER 
MATCHED 
UNITS 


The Royal Family of Laundry Equipment 
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| of heads recently took place, 


| several in each block. 


| looking out the window 
| signed that,” thev said 





THE NATIONAL APPLIANCE-RADIO-TV PICTURE 





Ihe great danger lics in the fact 
that time sales to thi group means 
that northern dealers are exploring the 
lower income strata. Let there occur 
1 busine lump, and Mr. Inexperi 
enced Dealer will have a lot of revert 
on his hands, something thc appliance 
industry has not experienced since 
1933 
Albert Bell Carries On. In Kansa 
City a large castern department store 

ime whizzing on to the scene several 


| years ago, and announced it was going 


to do $28 million a year business, o1 
some such figure. The latest change 
partly 
because the big city experts failed to 
realize that you can’t chang« buying 
habits over night. 

On the other hand, Albert Bell, 
who has a couple of stores on ‘Troost 
Avenue, would agree that the thou 
sands of families he sold radio to 
when he was one of the nation’s 
leading radio retail salesmen, all come 
back to deal with him now he has 
his own store. Force of habit. Albert 
once drove a truck about Kansas City, 
loaded with radios, and dropped off 
Phe number 
of contacts he made was uncanny. 


Window Trafic Getter. A wheel of 
fortune in a display window is the 
newest method of attracting trafhc 
he window is full of small appliances, 
cach one numbered, and with a pric« 
At different intervals, the dealer en 
ters the window, and turns the whecl 
of fortune so that up comes the num 
ber of a different item. While the 
indicator of the wheel of fortune 
points to this appliance, it can be had 
for half price. It isn’t gambling, but 


| it certainly had men and women com 


ing back again and again to peep in 
the window and sce if the coftec 
maker or mixer they desired had come 
up as a bargain. 


Unloading Inventory Gracefully. Not 
so long ago a middle west utility 
found itself with four times its normal 
appliance inventory, some of it obso 
lete. Manufacturers and distributors 
wouldn’t take any back. “You weren't 

when you 
Rather than 
dump locally and upset the city’s 
dealers, the new manager shopped 
about and discovered there were sp« 
cialists in unloading inventory. These 
experts knew of stores which were 
always on the market for price bar 
gains, principally in large cities. Whil« 
the utility had to take a “bath,” it is 
to its credit that it got back to normal 
without disturbing a single dealer in 
its city. 

Methods of operating by these spe 
cialists can be used by dealers who 
have too large inventories. 

1. Swap or sell at cost what you 
can to friendly competitors, particu 
larly if they are out of town. 


2. Run 


classified advertisements, 


JUNE 
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designed to bring prospects to your 


warchouse. 

3. Sell merchandise 
distre 
1 lot of them 

+. Place excess merchandise in other 
tores on consignment, splitting the 
profit with them. 

5. Use surplus as plus valuc A 
roaster free with a 
and so forth. 

6. Sell it sight unseen as surpris« 
packages. ‘he public crowds the post 
office to purchase unknown packag: 


to firms, spt 
clalizing = in merchandis« 


Vhere are 


television et 


Public Wary of TV Gold Bricks. 
Don’t look, but the bad boys in tek 
vision are about to get their comeup 
pance through one of the laws of na 
ture Che airing that better busin 
bureaus have given TV has made th 
public cautious of gold bricks 

In three distinct areas the good 
dealers—the ones that had a reputa 
tion for excellent service—have been 
doing the most business. For example 
Jenkins Music Co., Kansas City and 
elsewhere, moved about 6,500 TV 
sets in 1952, and Ken Gillespie thinks 
thev will sell around 10,000 in 1953 
(at a minimum margin of 30 percent, 
too). In New Brunswick, N. J., the 
television town of research, one pat 
ticular store has forged to the front in 
'V volum« When South Bend, 
Ind., got a second UHF station and 
there was a flurryburrv of selling of 
converters and UHF sets, six dealers 
with good service—got the lion’ 
share of the business 


Freezer and the Utilities. A utilit 
merchandising executive, who grew up 
in the grocery business, says that the 
wav to enlist power company interest 
in freezers is to build promotions 
ound their convenience, in having 
a grocery store in the home. In his 
vouth he worked for grocery stores 
that sold food on credit 


losses boosted 


Their credit 
Along came 
the chains with spot cash sales and cut 
the ground out from the older 
Food plans today, 
igain selling groceries on 
credit and at a higher cost to citizens 

unless they process the food the 
The utility, he says, doesn’t 
think this sound economics, while it 
will go for the convenience stor 


p! ICCS. 


“charge it” store 
he says, are 


grow. 


Whose Risk? Air conditioning equip- 
ment has one lability to shake off 
which it inherits from the humble 
table fan. It is notorious that people 
do not buy fans until the weather 
suddenly gets hot, and then they come 
in a rush. No hot weather, no fan 
Irom this situation has sprung 
up a habit of delayed stocking on the 
part of the dealer until in many cases 
he has them consigned to him. It’s 
beginning to appear that the big 
movement of window type room cool 
ers takes place with the advent of the 
same hot weather, and if the industry 
Continued on page 8) 
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Heavy advertising 
helps Hoover 
Dealers set new 
records for 
Spring Sales 


And just look at the results: 


MARCH —the biggest month for cleaner sales in 45 years of 
Hoover History. 


APRIL—Hoover dealers top 1952 March sales by a big margin. 


MAY —the figures aren't in as this ad goes to press, but the 
spring clean-up promotion supported by the Garry Moore TV 
Show and Garroway’s “Today” is just getting into full swing. 
And we’re just getting warmed up for the rest of ’53. You can 
count on heavy Hoover advertising, appearing with consistent 
regularity, plus well-planned dealer promotions to continue to 
send sales your way ! 
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22 ads 


on Hoover Cleaners in these leading 
magazines in just 3 months 


MARCH Life, March 2 
Life, March 20 
Better Homes and Gardens 
Farm Journal 


Ladies’ Home Journal 
Living for Young Homemakers 


APRIL Life, April 20 


Better Homes and Gardens 
Ebony 

Good Housekeeping 
Ladies’ Home Journal 
True Story 


MAY Life, May 18 


Better Homes and Gardens 
Brides’ Magazine 

Ebony 

Farm Journal 

Good Housekeeping 

Ladies’ Home Journal 

Living for Young Homemakers 
Modern Bride 

True Story 


PLUS Regular advertising in 


Home Economics Magazines 


PLUS y, T0 


SHOWS 


Supporting The Big Spring Clean-Up 
Promotion for Hoover Dealers, April 13 to May 30 








The Garry Moore Show on CBS-TV Network 
Dave Garrowayon"Today,’”’ NBC-TV Network 


THE HOOVER COMPANY, North Canton, Ohio; Hamilton, Ontario, Canada; Perivale, England 
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OUTDOOR DINING ADS 
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aS 
WEST BEND HELPS PROMOTE your outdoor dining and picnic accessories with this 
full page, ful! color ad to appear in BETTER HOMES AND GARDENS and LIVING 


For Young Homemakers for July and full page, black and white in HOUSE AND 
GARDEN for June 
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PENGUIN SERVER 


The Penguin keeps ice cubes 
solid for 4 to 6 hours. They re 
insulated from warm weather 
This Server can be used for 
crap, cold salads or desserts, 
too, Holds 2 quarts. Chrome 
plated steel with stainless steel 
inset and solid walnut knob 


and handles. Retail, $6.95. 


ELECTRIC BEAN POT 


This glistening appliance bakes 
delicious beans with about a 
penny's worth of electricity and 
serves ‘em piping hot. You can 
cook and serve hoc dogs in it, 
too. 2 quart capacity. Genuine 
old colonial stoneware pot with 
metal cover and separate ( for 
easy cleaning) 95-watt base. 


Retail, $6.95. 


WEST BEND ALUMINUM CO. 


WEST BEND, WISCONSIN 


DEPT. 186 
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isn’t careful, it’s going to run into th 
same expectancy of consignment. 


Minneapolis Warning. With electri 
cal contractors and other people in 
Minneapolis getting stuck for fines 
of $42,500 and costs on restraint of 
trade charges, it is a warning that the 
government is again on the prowl to 
strike at anything that seems to raise 
prices by cooperative action. Copy 
is going to be checked rather carefully 
in this respect by association attor 
neys in the future. You can’t even 
publish a list of “ethical dealer: 


Guess on TV-Radio.  Tlere is one 
firm’s estimate of how ‘I'V and radio 
les will run in 1953 by distributor 


Home 
Quarter Sets Portables CarRadios TV 
Ist 22% 16% 20% 30% 
2nd 19% 28% 40% 15% 
3rd 24% 27% 25% 20% 
4th 35% 29% 15% 35% 


The Great Lakes 


By FRANK A. MUTH 


Air Conditioning sales start 
to go ... Inventory good . .. 
Second quarter sales improve 
... TV. fades . ._. Cut-price 


answers 


[ KALER moods and _ opinions 

change rapidly. Evidence of this 
was seen in two visits made on a 
dealer in an East Cleveland suburb in 
late April and early May. 

In April, the dealer said busine 
had taken a sudden downturn. “I ran 
'V ads in the Cleveland papers on 
Thursday, Friday, and Sunday, last 
week, and didn’t get a nibble. ‘Th 
same ads three weeks igo would h iv¢ 
brought me $15,000 in business 

But when this writer went back 
early in May to see how things wer 
going, he reported: “Boy, business is 
sure good. T'V picked up a little, and 
we've gone to town on air condition 


ers. We've sold about 40 in the last 
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tew days. In fact, this evening I sold 
three.” 

Dealers in other cities on the first of 
May reported some increase in air con- 
ditioner activity. Columbus, Ohio 
says: “All appliance dealers are in the 
air conditioning business to varying 
degrees. However, some are rather 
weak.” In Pittsburgh there have been 
from 2 to 8 times as many dealers 
stocking air conditioning units. Louis 
ville reports about 5 times as many 
dealers. In Michigan, one dealer re 
ported, “Just a few are stocking ait 
conditioning units because of the lack 
of manpower to do specialized jobs 
here, which air conditioning certainh 
ic 


Inventory Good. Generally, distrib 
utors throughout the Great Lakes area 
reported sufficient inventory on every 
thing but air conditioners. A_ vic« 
president of a Pittsburgh distributo: 
sums up the consensus of opinion with 
this remark: “‘No item is acute. Ther 
is a sufficient stock of radio and ‘T'V 
Certain refrigerators and 
ranges are in short supply 

quantity.” 


electri 
Freeze 


No Trend. Although everybody 1 
ported a good first quarter, and the 
second seemed to be shaping up even 
better than last year, everyone this re 
porter queried said, “There is no 
particular trend for 1953 yet. How 
ever, there is some noticeable increas« 
in TV trade-ins, and a little interest 
in UHF because of several new, and 
several contemplated stations to be 
built in the coming months.” 

A Pittsburgh department — stor 
broke a big promotion in mid-April 
to establish themselves as UHF head 
quarters. All manufacturers displayed 
sets and converters, had representa 
tives on hand to thoroughly explain 
the difference in operation and recep 
tion. A new station is not expected 
until sometime in July, but they 
wanted to draw attention to it while 
IV sales 


pace ° 


seemcd to be going at a good 


TV Drops. ‘The normal seasonal 
slump didn't arrive until the latter part 
of April. One dealer was so surprised 
to see such activity that he was almost 
ready to go out on a limb and predict 
business right up into the summer 
Several dealers expected some activit 

] 


t f the Oueen’s 


because of televising 


ronation 


Korea Effect. A sales manager 
loledo reported that there was 
sood chance that sales would be eve 
better in the second quarter (com 
pared to the first quarter) with th 
good business being enjoyed in Apri 
ind early May. A dealer not far awa 
in southern Michigan reported sale 
very slow. “There was a fair start, but 
during the Korean and UN prison 
exchange, sales seemed to slump. No: 

Continued on page 12) 
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ELECTRICAL 


Sales Come Easier, 







Sales Come Quicker, 


— When You 


Whether it’s a window or console type air conditioning unit, chances 
are one or more of the following aluminum features can be used to 
strengthen your sales story. 


Aluminum evaporators and condensers assure rapid heat transfer. 
Aluminum fins and tubes facilitate faster, more economical cooling, 
more efficient operation—are light in weight, rustproof and give years 
of service, too. 


Aluminum louvers will not rust or stain, stay new looking, — 
fast, easy cleaning. 

Aluminum filters, such as the efficient, new aluminum foil filter, are 
a mark of quality in modern air conditioning units. 


Aluminum rotors, stator windings and housings of electric motors as 
well as aluminum wiring are features that help improve air condi- 
tioner quality and reduce cost, maintenance and weight. 


Aluminum finishes on cabinets, such as polychromatic finishes in 
either the hammer or wrinkle types, assure lasting beauty and pro- 
tection to the air conditioning unit. 


SEE ‘Mister Peepers’ Sundays, NBC-TV. HEAR 


Fibber Mc< 





Merchandise the Aluminum Advantages 
in Room Air Conditioners 
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Remember: 


Manufacturers are using more 
and more aluminum in all 


you 
made.Call your local Reynolds 
office or write Reynolds 
Metals Company, 2510 South 
Third St., Louisville 1, Ky. 


zee and Molly’ Tuesdays, NBC radio, Consult local listings for time and station 
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e South is Rural 








The Progressive Farmer is really five different 
magazines using the same front cover. Published 
monthly in five separate editions to serve the five 
distinct farming regions of the South, The 
Progressive Farmer is a local magazine to each 
of its 1,218,000 subscriber-families, with no wasted 
space in any edition on subjects foreign to local 


needs. Each edition is carefully edited for the ter- 


The SOUTH is a huge 16-state market, 
51.5% rural in population. (The rest of 
the country is only 28.9% rural.) The 
South has 49% of the nation’s farms and 
51% of the nation’s farm population. To 
sell the South, you must reach and influ- 
ence Southern rural families. 


Electricity brings comfort and convenience 
to this modern home built by Mr. and Mrs. 3. 
WV. M. Bicket, Indianola. Sunflower County. 
Vississippi, using plans obtained from The 


Progressive Farmer. 


299,000 





outh subseribes to... 


ritory it serves. This intensely-localized editorial 
service gives your advertising powerful local im- 
pact and influence. It makes you a good neighhor 
to your prosperous Scuthern rural customers. 


Editorial and Advertising Offices: Birmingham, 


Raleigh, Memphis, Dallas. Advertising Offices: 


New York, Chicago, San Francisco, Los Angeles. 
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if d 
Electricity now serves 4.796.000 U.S. farms. 2,239,000 or 47% 
of these electrified farms are in the 16 Southern states. There 
are 24 states in the U. S. with more than 100,000 electrified 
farms...12 of these are in the South. The three top states in 
the nation are Texas, North Carolina and Tennessee. Since 


1940, the South has gained 298% in electrified farms... gained 


324°% in farm income...and gained 12.1% in owner-operated 
farms. 


This all adds up to the faet that the rural South is the fastest- 
growing big market now available to manufacturers of elec- 
trical appliances and equipment. Another of the many import- 
ant reasons why The Progressive Farmer is The Nation’s No. 1 
Farm Magazine in Advertising Volume! 

The Progressive Farmer editors cooperate with appliance 
and equipment manufacturers and their 17,000 Southern deal- 
ers in making electricity mean better farming and better living 
to Southern farm families. Millions of readers of every issue 
are given stimulating articles on the use of electricity on the 
farm and in the farm home. 





en ed Bie Rint BR RRND AES ey 
> - te es 


arms 


The Progressive Farmer editors believe that the best way 
to raise the standard of living on the farm is to make people 
want things. More Southern farm families want electrical ap- 
pliances and equipment today than ever before in history, 
and they have the money to pay for what they want. 

During the last three years, Progressive Farmer subseriber- 
families bought 453,700 electric refrigerators. 367.000 washing 
machines, 314.000 electric ranges, 344.900 electric irons and 
216.000 vacuum cleaners. 

It will pay you to put the powerful influence of The 
Progressive Farmer to work for you! The Nation's No. 1 Farm 
Vagazine in Advertising Volume is your No. 1 Sales Oppor- 
tunity. You add the rural South to your market, when you 


place enough of your advertising in The Progressive Farmer! 
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At Long Last... 


SMART STYLING! PERFORMANCE PLUS! 
RUGGED CONSTRUCTION IN 


KLENZ-AIRE 


ELECTRONIC OZONE DEODORIZER 


Perhaps, like millions of consumers 
and thousands of tradesmen, you've 
never seen this type of product, 
employing the amazing ozone lamp. 
YOU WILL! For, it’s the new, mod- 
ern, the electronic method of banish- 
ing odors, stale smoke, mustiness. 
Major lamp manufacturers are 
doing a bang-up job in promoting 
electronic odor-banishing thru TV, 
radio, Life, Post, Better Homes & 
(jardens, American Home, New spapers. 


A NEW MARKET IS BEING OPENED 


WITH EXTRA PROFITS FOR YOU 


KLENZ-AIRE is the result of months of engineering re- 
search, consulting with stylists, searching for the finest 
materials. If you now handle a line, we suggest that you 
stage a side-by-side comparison with KLENZ-AIRE. Let 
your salespeople and customers judge. In the past few 
months many dealers have done exactly that . . . KLENZ- 
AIRE wins every time! . 


oreo 





a4 
* 
» 
> 
- 
os 
_ 
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- 
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ATTENTION KLENZ-AIRE is packed individually ina 
colorful “eye-catching” display carton. 
Distributors LIST PRICE: 
Some territories Model 101 Single Lamp $ 6.95 
open... Write, Model 102 Twin Lamp 9.95 
Wire or Phone Model 103 Three Lamp 12.95 








The ‘‘Insect Season”’ is Here! 


Sell FLY-BYE 


ELECTRIC INSECT VAPORIZER 


to commercial, industrial 


. service free... 


institutional, 
prospects. It’s automatic .. 





noiseless .. . odorless .. . kills flies, mos- 


Mice $095 
Complete 


FIVE COLORS FOR DECOR HARMONY 
(Silver - Green * Ivory * Blue * Maroon) 


quitoes . . . other flying insects. 


ATTRACTIVE DISCOUNTS! ... WRITE, WIRE OR PHONE 


GENERAL MANUFACTURING & DISTRIBUTING CO. 


100 West Taylor Street, Quincy, Michigan, U.S.A. 
Manufacturers of SPEED-O-MATIC Electric Water Heaters & Softeners 
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CONTINUED 


mal flow of floor traffic also was much 
slower.” 

One other change in recent months 
was on food freezer plans. A dealer 
who did an outstanding job in March 
was doubling his sales in April. Activity 
increased in Columbus, and Pitts 
burgh. Only Cleveland claimed a sad 
picture for food freezer and food plans 


Price Cut Answers. When a fel 
low walked into a McKeesport, Pa., 
store he asked the dealer if he had so 
ind-so .. . then stated that he wanted 
to get the best deal in town. The 
dealer told him he would give him th« 
best T'V set in town but the lousiest 
deal. He made the sale 

A salesman for a Columbus distribu 
tor recently told a dealer how one man 
had doctored his competition. 

“Continually,” the salesman said, 
‘the fellow across the street offered ex 
tremely high trade-in values for hi 
fought it 
long as he could, then one day 


ustomers Our dealer 





By AMASA B. WINDHAM 


Air conditioning boom is on, 
but refrigerator sales are also 
setting records Utilities 
push sales with promotional 
campaigns . . . Disposers gain 
150% in Miami 


‘d this writing, it’s not even 
i comfortably warm yet down 
South but to look at the mighty 
jump in sales of air-conditioning units, 
you'd think it was mid-summer. 

In Miami, for example, the sale of 
room air-conditioners was up an esti 
mated 75 percent over the first quar 
ter of 1952, which was a record vear 
for that city. Up in Chattanoogz, where 
dealers sold more than 
units last vear, a veteran wholesaler 
predicted the total unit sales for 1953 
would exceed 5.000. Sales in Mem- 
phis, Birmingham and Atlanta ranged 


from 5 percent to 12 percent over 


3.000 room 
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customer came in and said he wanted 
a trade-in price. When he asked what 
had been offered across the street (he 
offered $10) the man said, ‘I can get 
$75.’ Our dealer, sensing the oppor 
tunity to do something, told the pros- 
pect not to be hasty. ‘Hold out: The 
last fellow that came in here was of- 
fered $100, he'll do the same for you 
if you hold out longer.’ 

“After he did this several times, the 
high trade-in offers finally caught up 
with the competing dealer, and he was 
forced to close his doors,” the sales- 
man concluded. 


College Student Helps. In Toledo, 
1 dealer out near the Toledo Scales 
Co. plant has been making good in 
come on his freezer story by sending 
out a college student who gets $2 if 
he can just explain the food plan to a 
housewife. Then two days later, 
out to the home the 
ind gives the pitch fo 


salesman goes 
student called 


the ile 


last year, while New Orleans and 
Charlotte were on a par with or 
little above 1952 sales. 

But, as in television, the big volum« 
in air-conditioning sales was being 
rolled up in the small towns. Indeed 
the whole South seems to be aii 
conditioning conscious and despit 
the obvious careful planning of manu 
facturers, it may be _ probdematical 
whether there will be enough room 
units produced to supply the demand 
during the hot months of 1953 


Refrigerator Boom. <A real boom is 
developing in refrigerators. ‘The new 
1953 models seem to be the buving 
magnet, and refrigerator business is 
reported to be good from all quarters 
of the South. Reports from New 
Orleans dealers declared that first 
quarter sales were an estimated 30 
percent higher than in 1952, 
Crescent City dealers moved mor 
than 20,000 refrigerators. Florida sales 
were approximately 3,000 units ahead 
of last year, while in Birmingham 
Atlanta and Memphis sales were “con 
siderably ahead of last vear,”’ but no 
percentage figures were available 

Che Carolinas continued to show 
the way in sales of laundry equipment 
Charlotte distributors had no troubk 
it all in moving thousands of auto 
matic ind wringel type Wa hers Dy: 

] 


when 


1] 


ers and ironers were also reporte: 
ing at a very satisfactory clip 
Disposers Way Ahead. During April 
the sale of dishwashers was slightly 
under par in’ many key city areas, al 
though garbage disposal units wei 
on the upgrade sharply. In Miami, 
dishwasher sales were good, but gat 
bage disposal unit sales were running 
(Continued on page 14 
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vue Today’s fastest-selling 


clock radios... 
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feature 


SESSIONS 
TIMERS 


- +. are you selling them ? 





If you are, no one needs to tell you why Sessions-equipped and neither can customers! Combined with split-second 
clock radios and TV Receivers are America’s fastest-selling accuracy and kitten-quiet timer operation, the price, 
brands — you'll know! But if you don’t know — and haven't design and dependable quality of Sessions-equipped clock 


sold them... consider these important facts now. 
Consider price, first. Sessions Switch Timers cost less 
than other dependable makes. This means you sell 7 ket. It will pay you to investigate. 
Sessions-equipped clock radios at a price that auto- C€SsSions Ask your distributor for 
matically promotes rapid turnover. That's one ad- a complete details on the value 
vantage. leaders in clock-radios — the 
Advantage number’ two — design! Every Sessions brands equipped with Sessions 
Switch Timer— whether standard or custom-built— has Timers. The Sessions Clock 
a smooth, pleasing appearance that helps break down . Company, Timer Div., Forest- 
== 


sales resistance. You can’t help but like them... <& igen oe ville, Conn. 
Cae ~ , 


THE NAME TO WATCH FOR IN TIMED APPLIANCES 


radios have made them the 
most popular brands on the mar- 


/SWITCH TIMERS 
"and CLOCK MOVEMENTS 
| { 
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Motor Rebuilder 
Protects Warranties with 


KLIXON Protectors 


ST. LOUIS, MO.: Mr. Cecil M. Rouse, owner of the Electric 


Motor Service Company, repairs, rewinds and rebuilds all 





makes of electric motors. Here’s what he has to say about 
the motor “burnout” protection given by Klixon Inherent 


Overheat Protectors: 


“Klixon Inherent Overheat Protectors save us thousands 
of dollars per year by keeping our re-built motors from 


burning up during and beyond the warranty period.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 





The Klixon Protectors illustrated keep 


motors in electrical appliances and other 


¥m—y motor-driven equipment from overheating 
and burning out. Look for equipment with 
Klixon-Protected motors for trouble-free 
sr motor operation. 





SPENCER THERMOSTAT 
Division of Metals & Controls Corporation 
2506 FOREST ST., ATTLEBORO, MASS. 





K 
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whopping 150 percent ahead of last 
year. Atlanta and Charlotte also re- 
ported increased sales in the latter 
item, but declared that dishwashers 
were off slightly. 

Electric ranges held a steady sales 
course, ranging from “excellent” in 
most Florida cities to “improved” in 
New Orleans and “pretty good” in 
Birmingham. ‘The Gulf Coast con- 
tinued to be the best home freezer 
selling area. 

Television is still out of this world. 
With new UHF stations popping up 
almost overnight, sales continue high 
almost everywhere. Atlanta dealers 
were selling about 7,000 sets a month; 
Miami, about 5,000; Birmingham, 
around 8,000; and Charlotte, about 
1250. 


Utilities Go All Out. All of these 
continued high sales were undoubtedly 
due, in good measure, to various cam 
paigns staged by the leading utilities 
in each state. For example, the Flor- 
ida Power Corp., along with the 
Georgia Power and Light Co., teed 


The Far West 





By HOWARD J. EMERSON 


Heavy inventory and tight 
credit threaten California 
dealers . Rebirth of busi- 
ness and ethics in Los Angeles 
... New trend for freezer sales 
... Air coolers —first a boom 
then a bust? 


rT HE best description of the ap 
pliance-T'V business on the West 
Coast during April and May is “just 
fair.” In the trade this word “fair” 
means that while no one is going 
broke, business isn’t what everyone 
would like it to be. In other words, 
business out here is what was known 
pre-war as “seasonally normal.” ‘This 
seems to be the general condition, 
with a few exceptions to prove it. 
Inventories at dealer level have in 
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off a three-month electric water heate1 
sales campaign for dealers and plumb 
ers in north Florida and south Geo 
gia, which has already begun to show 
satisfying results. Carolina Powe: 
and Light Co., in iate April, began 
an electric range campaign to tie in 
with NEMA’s. Handsome _ prizes 
for leaders in dealer sales were prom- 
ised by Tom Smiley of Carolina Power 
& Light Co. 

Florida Power and Light Co., had 
1 $1,500,000 home laundry equip- 
ment sales campaign underway and 
Central Louisiana Electric Co. was 
getting fine results from its 1953 Elec 
tric Range Promotion. Bill Hall at 
Nashville Electric Service promised 
that city’s greatest electric show, with 
45 local dealers taking part. All of 
these promotions, and others lik 
them, contributed heavily to dealer 
sales and profits. 

Che first four months of 1953 have 
turned out to be pretty dazzling. Most 
dealers and distributors see no reason 
why the upward trend shouldn’t con- 
tinue right on throughout the vear 


reased considerably during the past 
six weeks, particularly in California 
where dealers had been holding out on 
buying their spring stock until after 
the state inventory tax. But ther 
seems to be no indication vet that 
reached the 
danger point, nor have they resulted in 
iny wave of dumping by dealers 
‘here is still the chance that a nor 
mal June business can bring the in 
ventories into line before the sum 
mer slump. 

Any worrying that may have been 
witnessed here results from this heavy 
inventory condition coming during a 
period of “tight money.” The lend 
ing institutions are “loaned out,” with 
more money out on commercial loans 
than ever before in their history while 
two conditions are taking place 
shortage of new money for the bank 
ind others to loan, a general slowdown 
by business in paying off existing 
loans 


these inventories have 


Cold shoulder. More than twice a 
many appliance dealers in northern 
California have moved into the 90 t 
120-day period on their flooring a 
counts as there were only 10 weeks 
igo. The dealer who wants to stock 
some new appliances while he still 
owes money on a sizeable inventory 
is getting a very cold shoulder. With 
a limited amount of money to lend, 
the institutions are taking the ver 
normal approach of balancing their 
portfolios on one hand and eliminat 
ing marginal borrowers on the othe: 

One financial expert in the bay 
area states that if it were not for the 
repurchase plans sponsored by appli 
ince manufacturers, hundreds of more 

(Continued on page 16) 
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FEATURES ARE 


TO STIMULATE CONSUMER INTEREST and INCREASE SALES 


One of the most outstanding advancements in Freezer Manu- 
facturing history is the new, revolutionary Hermetic Compres- 
sor Unit by Tecumseh... NO FAN NOISE... NO CONDENSER 
TO CLEAN .. . ENGINEERED FOR 
ADDED EFFICIENCY! 

This new Hermetic Compressor with 
5 year Warranty, combined with Revco 
engineered static type condenser sys- 
tem, highly efficient aluminum 
evaporator and aluminum food compartment, insulated by 
extra-thick non-settling insulation, all correctly engineered and 
balanced, result in extremely 
low cost operation and long 
life. Completely satisfied cus- 
tomers are your assurance of 
more sales. 

Revco Chill Chest 8, 15 and 
23 Cu. Ft. Models have mois- 
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ture-free cabinet and wall construction which eliminates mois- 
ture condensation on outside walls in humid weather . . . static 
type condenser engineered to give more 
efficient heat dissipation, no condenser 
cleaning is required. 


These, and many other engineering ad- 


; 


vancements and convenience features in 


+t 

t 

L. 

ae 

the Revco Freezer line for '53 gives assur- tue 


~. 





ance You sell the Very Best, When it's a 


\ 
freezer built by Revco! i: 
Join the fast growing family of Revco 


Freezer Dealers who are now enjoying greater success in 


freezer sales and more profits with the complete line of Revco 


| Reve 04 


Chill Chest Models “8”, “15"', ‘*23” 
and Revco Uprights 11" and “17”... 


Wire, write or phone for name of near- 


FREEZER 





est Revco Distributor. 


REVCO INC., Deerfield, Mich. 
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You can Judge 


NICHR 


by the manufacturers 


who use it / 
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MAKERS OF THE MOST COMPLETE LINE OF ELECTRIC HEATING, RESISTANCE AND ELECTRONIC ALLOYS IN THE WORLD. 
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KM FIN RADIATION HEATER — 
heats room up to 12’x 15’. Heat 
at fin is over 900° F. Three set 
tings. Silent Fan. 


pm - 


KM CHEFSTER — permits entire 
dinner to be prepared at buffet 
or dining table. Complete range 
of temperatures automatically 
controlled. 


Nichrome 


eS Driver - Harris Company 


HARRISON, 
BRANCHES: Chicago, Detroit, 


is produced only by 


Cleveland, Los Angeles, San Francisco 





Says Knapp-Monarch: 
**For over 25 years,we have used 


Nichrome almost exclusively 
for heating elements’’ 


The nationally known trademark KM represents 
outstanding appliances, built with a background of 
designing and manufacturing skills that assures fulfill- 
ment of the Knapp-Monarch motto: “Better Products 
for Better Living.” 


And Knapp-Monarch provides utmost dependability 
in its electrically heated items by employing heating 
elements made of Nichrome—the superlative heat- and 
corrosion-resistant alloy that has become the standard 
of quality thruout the world. 


Says KM’s engineering department: “Our long expe- 
rience with Nichrome wire has taught us to respect its 
conformance with the published data representing the 
characteristics. This, together with the uniformity of the 
wire in production lots, has resulted in successful field 
records of appliances manufactured by Knapp-Monarch 
Company for over 25 years—during which time we have 
used Nichrome almost exclusively.” 


Yes, Nichrome is a real plus value—assuring the 
top-level performance that wins consumer preference 
and retains customer satisfaction. You'll clinch many 
a sale by being able to tell prospects: “Heating elements 
are made of Nichrome—the world-famous alloy that’s 
the very heart of good appliances everywhere.” 


NEW JERSEY 





In Canada: The 8. GREENING WIRE COMPANY, Ltd., Hamilton, Ontario. 


*T. M. Reg. U. 8. Pat. Off. 
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dealers would be in a bad fix when 
trving to get flooring. 

Major credit problem comes up 
regularly as new areas open for tel 
vision. Dealers wishing to floor TV 
but who have appliance inventory 
using up the limit of their credit, face 
a serious problem. On many occa 
sions, however, the lending institu 
tions seem to be lenient, but it is 
strictly based on local branch mana 
gers” decisions, not on general policy 

The policies of manufacturers and 
distributors enter the dealers’ credit 
problems, too. At a recent dealer 
meeting at which the speaker was a 
banker, the most important question 
asked was, “We are supposed to tak« 
a certain quota of appliances—but how 
can we do it when we do not have 
enough credit to floor it?” 


Airing Air Conditioning. A check 
on the Far West's early markets for 
air cooling equipment indicates that 
the 1953 boom is well underway. One 
manufacturer, Westinghouse, reported 
on May 7 that its business in room 
coolers is “‘. . . off to such a fast start 
that it will far surpass the record sales 
peaks of sizzling 1952.” The com 
pany’s Pacific coast air conditioning 
manager, Frank W. Jordan, brought 
up the point that “all signs point to 
air conditioning becoming a year- 
round business with the peak season 
problem leveling out for both manu 
facturer and distributor. .. .”” 

But, in all booms there are glooms 

National attention was called in 
a recent NARDA newsletter to the 
importance of careful and intelligent 
selling of room coolers. With an ar- 
ticle on “Correct Installation Begins 
at the Store,” NARDA puts its finger 
on the fact that room coolers are not 
a plug-in package like a toaster. 

There’s trouble ahead in many sec 
tions of the country unless distributors 
and dealers see that room coolers ar 
sold with due consideration to the 
local high temperatures, the capacities 
of the coolers, and the manufacturers’ 
recommendations on power supply 

A study of the air cooler market in 
Phoenix during the recent air condi 
tioning and appliance show thereby 
this writer indicated these trends: 

e As more electrical contractors stock 
room coolers, there will be more difh 
culty in getting contractors to handle 
the house wiring changes necessary for 
most of the coolers sold by appliance 
retailers. 
e As the contractors cool on handling 
installations for dealers, the price of 
installations will go up just as it has 
in the historical pattern set by ranges, 
dishwashers, disposers and dryers. 
e There will be a need to police sales 
to such an extent that unapproved in 
stallations of room coolers by dealers 
and by customers without regard to 
the specifications of the manufactur 
ers and the requirements of the local 
clectrical codes will be held to a 
minimum. 

(Continued on page 22 
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uperflame’s 


VOLUME SALES JAMBOREE 






NEW DECORATOR COLORS 
ial 


ONLY SUPERFLAME gives dealers this new sensational 
sales advantage! A choice of four exclusive decorator colors 
to blend with any home furnishing color scheme . . . plus 
beautiful new cabinet styling that makes SUPERFLAME 
America’s most attractively styled home heater line! No 
wonder SUPERFLAME dealers are out in front of all com- 
petition. SUPERFLAME is the fastest selling, volume pro- 
ducing home heater line you’ve ever seen! 


, PLUS tHE BIGGEST PROFIT MAKING 


SALES PROMOTION EVER... 


ONLY SUPERFLAME has SUPERFAN the basis for the most 
successful sales promotions year after year! This year 
your SUPERFLAME promotion will be 1953’s biggest 
sales event! Better than ever before! More sales helps! 
Everything planned for you! Complete power-packed sales 
kit furnished! It’s as easy as “falling off a log’’ to get vol- 
ume sales with SUPERFLAME! 










AND ALL THESE 


EXTRA SALES ADVANTAGES 


@ ONLY SUPERFLAME has the “LIVE-DEMONSTRATOR” that proves how 
SUPERFLAME'S exclusive "FUEL-SAVER" reduces chimney temperature 
350 degrees . . . SAVES ONE-THIRD ON FUEL! 





PLUS SUPERFLAME ‘‘MAGIC LIGHTER’’ AT NO 
EXTRA COST! Only SUPERFLAME offers this 
sales clincher! 


@ ONLY SUPERFLAME has the "“Triple-Combustion” Burner. Low draft! 
Super efficient! Gives more heat from every penny's worth of fuel! 


@ ONLY SUPERFLAME has 12 new design improvements for greater-than- 
ever-efficiency. Heat circulation increased 33%! 


@ ONLY SUPERFLAME offers America’s most complete line. A model for 
every need! 


oon 


my meat? 






on ; ee eT ee ee ee 
‘OLUME | PROFIT MORE WITH A SUPERFLAME FRANCHISE! 
. SALES | 
wom: HEATER | TO: QUEEN STOVE WORKS INC. DEPT. EM 63 
° | ALBERT LEA, MINNESOTA 
‘ 1 Send FREE "29-Way” Book and details of big 1953 SUPERFLAME pro- 
| motion. Also name of my distributor. 
The Salet Winning | 
eros ve 1 Firm name 
ss . Ameri "s ost WM NMOMO. ce eee eee eee EEO EEO! 
Visit the Superflame Display Soammmttinn ¢ 
Space 1775—1776—1777 Heater Dealers. | AGRON oo c ceccccensiproncderereserveerereroccsorveseovanese 
American Furniture Mart MAIL COUPON! | ; 
Ge cao ccccccctccncscceseseeseoes GROG sc vnc 0ederesd-cenee 


QUEEN STOVE WORKS, INC., ALBERT LEA, MINNESOTA 
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DEEPFREEZE 


"Get two” every time with this red-hot 


ak 


/ HOME FREEZERS B 


Plenty of Deepfreeze Dealers will tell 
you that Deepfreeze Home Freezers 
are the “first out’’—they're the first to 
leave your floor and slide into the de- 
livery truck! 

Some say it’s because the Deepfreeze 
name is the best known in the industry 
and inspires the prospect's confidence 
the instant she sees it. Others say it’s 
because Deepfreeze Home Freezers are 


Get off the bench A) ) 
and into the game! 
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combination! 


- 


/ 
‘ 


years ahead in design, style, conven- 
ience and performance. 

For instance, take the brilliant new 
1953 Deepfreeze Home Freezers. They 
offer greater capacity, plus still more 
of those qualities just mentioned, at 
lower cost. And they're built in a com- 
plete line—upright and chest-type 
models ranging from 7 to 23 cu. ft.— 
so you can sell every customer! 








See Deepfreeze appliances during the Chicago 
Market, June 22 through July 3, Merchandise 
Mart, Room 1469 — Furniture Mart, Room 510B 





Y DEEPFREEZE 


Deepfreeze “Sweatproof” Exterior 


Because of the Deepfreeze Radiant Condenser, moisture 
will not accumulate on the exterior of the cabinet. No wip- 
ing or mopping, regardless of the humidity, heat or climate! 


Deepfreeze Color Styling 


The interior of the lid and the trim of Deepfreeze Home 
Freezers and Refrigerators are finished in gay “Bermuda 
Green" —a pleasing touch of modern color styling that 
blends with any decorating scheme. 


There's an opening for you on the pennant-winning Deepfreeze team, You'll have a real, live-wire 
organization behind you— plus the most powerful national advertising campaign and dealer promotion 
program ever staged by Deepfreeze. Contact your Deepfreeze Distributor or write us today! 


JUNE, 
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A “double play” —producing double 
profit—is easy when you sell the beau- 
tiful line of refrigerators also bearing 
the famous Deepfreeze name. 

Buyers of Deepfreeze Home Freezers 
are quick to appreciate Deepfreeze 
quality and are ideal prospects for 
Refrigerators by Deepfreeze. So are 
ordinary “refrigerator bargain hunt- 
ers,” because they can see that the ad- 


Deeptree 


























vanced design, extra convenience and 
higher quality add up to extra value. 
Electromatic Defrosting—and the 
two exclusive features described at 
right—are only a few of many advan- 
tages offered by Refrigerators by 
Deepfreeze. Complete line of seven 
models with capacities from 9.3 to 11.5 
cu. ft. There’s a Deepfreeze Refriger- 
ator for every purse and purpose! 


RADE MARK REG. U.S. PAT. 














Every Thursday Deepfreeze brings you 
Gabriel Heatter on radio and 
Garry Moore on TV 








REFRIGERATORS BY DEEPFREEZE 


Exclusive! Deepfreeze Freezer Compartment! 
Only Deepfreeze has the genuine Deepfreeze Freezer 
Compartment. It stores approximately 50 Ibs. of frozen 
foods and really keeps ice cream hard. Separate freezer 
shelf holds ice cube trays. 


Exclusive! “The Door That Stores More” 


Not just shelves, but features in the door! Outstanding are 
the Deepfreeze "Handy Jugs” for juices or water—and 
the “Handy Bin” for small greens, fruits or vegetables. 
No other refrigerator has them! 


ZE —ihe trade-name that built an prpederssdary 
Orr. 


Remember, only genuine Deepfreeze Home Freezers, Refrigerators, Electric Ranges and Water Heaters may bear our registered trade-name "Deepfreeze." 
They are made only by Deepfreeze Home Appliances, North Chicago, Illinois. © 1953. Deepfreeze Home Appliances are also sold by authorized dealers in Canada. 
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The profit “natural” @: 


REPLACEMENT 


You need only 4 units and 9 pans 

to be in business. Profitable because 
you don't have to invest heavily in stock 
(and over 50 range manufacturers now use 
TK Monotubes} as original equipment). 


MODERNIZATION 


This is the key to extra sales, extra 

profits. And you'll sell many a new 
range while promoting modernization of 
your customers’ old ranges. You'll find 
“Simplified Cooking” has tremendous 
appeal to women. Why not cash in on it 
in your area? 
tTrademarh Reg. U.S. Pat. OF. 





YERnO 


TUTTLE and KIFT, INC. 
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20 CONSUMER SELLING BOOKLETS 
COLORFUL WINDOW STREAMER 
EYE-CATCHING COUNTER DISPLAY 
SPECIAL SERVICE-CENTER DECAL” 


eo 


J .ee3 WOYS 


NEW RANGE SALES 

With or without the “Moderniza- 

tion” promotion, you'll find “Sim- 
plified Cooking” with TK Monotubes is 
your best bet for new range sales. Tell your 
prospects about Monotubes’ instant all-over 
heat at every cooking speed and up to 32.8% 
greater utensil contact. Show them, too, 
how Monotubes’ exclusive “swing-away”’ 
action makes them the easiest surface units 
in the world to clean. 





Take advantage of TK Monotubes’ exclusive 
3-way profit features by selling “Simplified 
Cooking” to your very next customer. 


* Must be installed by authorized TK representative. 


MAIL THIS COUPON TODAY! 


Tuttle and Kift, Inc. 
1865 North Monitor Ave. 
Chicago 39, Illinois 


Gentlemen: Please send me the new No. 6 Catalog 
giving complete details on TK Monotubes and “Sim- 


plified Cooking.” 


Please send methe free Monotube Promotion Package. 


NAME 


COMPANY 


STREET 


cITY STATE 
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APPLIANCE-RADIO-TV 
PICTURE 


ee CONTINUED FROM PAGE 16 Gememmmee 


@ Dealers and dealers salesmen will 
‘heed more schooling than they are 
getting now in the methods of esti- 
mating the size cooler needed for a 
specific room under local conditions. 
A case history was presented from the 
Phoenix show where a salesman said 
that his room cooler would be ade- 
quate for a room of 600 square feet. 
A check showed that he was using the 
manufacturer's figures for an average 
high temperature of 90 deg. whereas 
the Phoenix home would have four 
months of 110-deg. heat where the 
cooler would be able to handle only 
300 sq. ft. 

Following two weeks study of the 
Phoenix market, the first metropolitan 
market to open each year, it was the 
writer's conclusion that ignorance of 
these factors could within a short time 
bring the tremendous potential for 
room coolers to the same state of dis- 
repute that has ruined the food-freezer 
plans and made many successful 
freezer dealers advertise “No Food 
Plan”’. 


Hope for Los Angeles? One of the 
most encouraging signs on the West 
Coast is the change in the appli 
ance-I'V business atmosphere in Los 
Angeles and its metropolitan area 
This long-ill market shows encouw 
iging signs of recuperation. 

One industry observer Says that 

. . The appliance-T'V business here 
is really waking up. There is morc 
evidence of unity in meeting indus 
try problems than in more than 15 
years.” The fast-strengthening “Elec 
tric League of Los Angeles,” now well 
supported not only by the dealers, 
but also by the well-organized and in 
fluential electrical contractors, joined 
with the furniture dealers association 
early in May for a serious discussion of 
business conditions and _ practices 
Some 100 league members saw and 
heard a presentation on the economics 
of discount selling that should have 
straightened out the most tempted 
dealer. 

The industry observer sees in Los 
Angeles a trend toward mutual ef 
forts by distributors and dealers to 
build sales through selling—an ap 
proach that has been sidetracked for 
some time there. Recent distributor 
meetings like the very successful Hot- 
point meeting earmark this trend to 
ward selling techniques that revert to 
the fundamentals instead of the cur 
rent methods of emphasizing dis 
count, trade-in, and free everything. 

Another hope is seen in the unpub 
licized but known fact that some dis 
tributors are scrutinizing carefull, 
their dealer franchises with the idea of 
using them as big sticks in policing 
the methods of selling. The better 
dealers are welcoming such action, 
but they are prone to comment that 
many distributors would be more ef 
fective if they could conform to a 
known principle of law, that the ac 
cuser have clean hands. End 
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ATTIC FAN SALES INCREASE 
FOURTH STRAIGHT YEAR 


(Based on figures in ELECTRICAL MERCHANDISING Statistical and Marketing Issue) 


is Tehatelatel| 





Say NES Beer, 
ey y, 9 


HUNTER 


PACKAGE ATTIC FANS 





Write for new catalog 


P.-E. 
Winter HUNTER FAN & VENTILATING CO. 





398 S. Front St., Memphis 2, Tenn. 


HUNTER ALSO MAKES A COMPLETE LINE OF FANS AND *%.-TON ROOM AIR CONDITIONERS 


Window e Casement « Oscillating « Floor « Pedestal e Ceiling « Exhaust e Belt-Driven e Direct-Drive Industrial 
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‘ SPEC ly of Tide 


~ e,, , BIG supp 
At je ay ith the purchase © your new 
(2 “Hotpoint AUTOMATIC 


WASHER 





Special interior and window displays, plus newspaper ads, 
were used by Valley Appliance Sales to merchandise its bonus 
offer, Here, Geno Scheri sets up in-store display using the free 


promotion kit shipped with his Tide order. 


SMALL-TOWN DEALER DOUBLES WASHER 


SALES WITH TIDE 








Traffic increased 50% as a result of the bonus offer. Valley 
Appliance averaged 30 prospects a day as women found the 
combination of a brand-new Hotpoint washer, plus a big supply 


of Tide, too good to pass up. Women love Tide! 


PROMOTION PLAN 


BOOSTS HOTPOINT WASHER VOLUME 100% WITH 
TIE-IN SPARKED BY TIDE’S POPULARITY 


Big-city appliance stores can learn 
plenty from the merchandising tac- 
tics of the small-town dealer shown 
here. He’s Geno L. Scheri, owner of 
Valley Appliance Sales in Spring 
Valley, Illinois (pop. 4,961). Aware 


that a profitable washer promotion 





depends on the strongest possible 


consumer appeal, he points to the 


Geno L. Scheri 


Tide Plan as a proven sales builder. He knows that Tide 
is used by more women, in both conventional and auto- 
matic washers, than any other product on earth—and 
he’s turned that knowledge into sales. 

Taking advantage of Tide's special advertising allow- 
ance of $1.75 per case, Geno Scheri decided to use the 
Tide Plan for a bonus offer promotion—giving a year's 
supply of Tide away with each Hotpoint washer pur- 
chased, Today, Mr. Scheri continues using the Tide Plan 
because its overwhelming appeal to women has already 
resulted in a 100% gain in his Hotpoint washer sales. This 


is Geno Scheri’s story of success in Spring Valley, Illinois. 
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The initial order for Tide was sent in after Art Storrs, Distributor 
Representative from the General Electric Supply Co., described 
the success of the Tide Plan in other areas to Geno L. Scheri, 


owner of Valley Appliance Sales. 
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Demonstrations doubled! To impress prospects most, Geno 
Scheri demonstrated with Tide. He got the maximum perform- 
ance from his washers—the cleanest, whitest wash possible... 


with no soap film left in the washer. 








Another washer sold—and on its way with a case of Tide! 
With a 100% increase in Hotpoint washer sales already on bh 


books, Geno Scheri continues using the Tide Plan for even 
bigger results. He knows Tide is a sure sales-clincher! 





As a dealer, you, too, can take advantage of 
Tide's special advertising allowance of $1.75 
per case. (Your cost per case would be around 
$5.00 — almost % less than the retail price. ) 3 
And with youl Tide, you also get a colorful 
free display kit to tell the story of the washer 
promotion to your prospects. (The free display 
kit will be printed with the name of any washer 4 
brand you designate.) You can use your Tide 
order and the display kit to increase you 


washer sales these four tested ways: 


THIS IS THE TIDE PLAN... 
it Worked in Spring Valley, Illinois —It Could Work for You! 


2. Use Tide for bonus offers—as an “extra’ 
to swing more sales, offer a supply of Tide 


with each washer purchased. 


. Use Tide for demonstrations—get top 
performance from your washers. Tide gives 
you the cleanest wash possible ae leaves 
no soap film. Laboratory tests prove it! 


. Use Tide for displays—promote your offers 
with Tide and the special colorful display 
kit that’s tailored for you. 





WASHDAY MIRACLE 
’ FOR THE 









1. Use Tide to build traffic—offer a box to 
each woman who will come in to watch a 


washer demonstration. 


Like Geno Scheri in Spring Valley, Illinois, 
you'll find that Tide is your best tie-in. It’s 
smart business — good business —to let the Tide 


Plan make dollars for you at a cost of pennies. 











A Product of 








I, “te 
IS YOUR BEST TIE-IN 


because ... 


TIDE 15 USED IN MORE 
WASHING MACHINES THAN 


ANY OTHER PRODUCT ON EARTH! 
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Procter & Gamble sain 
CLIP COUPON BELOW— ORDER YOUR TIDE TODAY! 


Here are the terms: You can get Tide at the regular Procter & Gamble Sales 
Department prices* less a special advertising allowance of $1.75 per case (net 
cost to you approximately $5.00 per case —minimum order 5 cases). In return, 
you agree to use all of the Tide you order in any or all of the following ways: 
(a) offer a supply of Tide with the purchase of a washer (minimum offer % of 
case per washer sold); (b) offer a box of Tide to each prospect who comes into 
your store to see a washer demonstration; (c) for washer demonstrations. You 
also agree to feature the Tide merchandise offers in your advertising and to 
display Tide packages with your washers, 


*Prices subject to change without notice. Shipped C.O.D., freight prepaid 


Box A 

Tide Home Laundering Bureau 
1429 Enquirer Building 
Cincinnati 2, Ohio 


Please ship us cases of Tide (minimum order 5 cases). We agree to use all 
the Tide on this order in accordance with the terms of the Tide Promotion Plan described 


above. 


Store Name _. 





Street Address 


City ssesitiattiilenisg ti nial ca el 


Ordered by —__ 
( Please check boxes below for promotion material desired. ) 

( ) Please send us at no cost, a washer promotion display kit containing wall posters, 
wind¢w streamers, and counter cards bearing the name of washer, 
Also include at no cost, the following new spaper mats for the purpose of idvertis 


ing our washer promotion. 


( ) 2 cols. x 3” ( )2 cols. x 6” ( )8 cols. x 5” ( ) 3 cols. x 10” 













AN 


4 


"Pet what eould thie be 2” 


He'll pay for that remark! But it is different when prospects ask you about the 


steel in products you sell. If they are made of Armco Special-Purpose Steels, it 


will help clinch the sale if you can tell what plus-values they add to a product 


Take Armco AtuMINiIzED Steel. You'll find it in many of the appliances you sell 


—in reflectors and other parts of room heaters, in toasters, waffle irons, roast- 


ers, coffee makers, ranges, trash burners and picnic grills. Here are questions your 


customers may ask 


Q. 
A. 


and the right answers: 


Is this metal solid aluminum? 


No. It is steel coated with aluminum by a patented method. It is actually 


dipped in molten aluminum 


. What are its advantages? 


The steel core provides the strength—the two metals together resist a 


combination of heat and corrosion better than either metal alone 


What about heat reflection? 


Armco ALUuMINIzED Steel has a high degree of heat reflex tivity. It will turn 
back approximately 80 per cent of the radiant heat thrown against it— 


an important reason for using ALUMINIZED in room heaters and range parts. 


Make a note of these selling points of Armco ALuMINiIzED Steel. They will help 


you sell appliances that have parts made of this Armco Special-Purpose Steel. 


ARMCO STEEL CORPORATION YRMES 


3243 CURTIS STREET, 





} 


MIDDLETOWN, OHIO 


EXPORT: THE ARMCO INTERNATIONAL CORPORATION 
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Production Is Outrunning Sales 


By the McGraw-Hill Dept. of Economics 


YRODUCTION of appliances has 
greatly outrun sales. The effect of 
this situation, which was foreseen in 
these columns in the February issue, 
will probably not be sharply felt by 
retail dealers for a few more months. 
Nevertheless, it cautions the dealer to 
sell hard and stock carefully. 


CONSUMER DURABLE GOODS BOOM 


The rise in business conditions 
which began last fall is substantially 
a consumer durable goods boom, 
largely financed by installment credit. 
Sales of appliances and automobiles 
have increased considerably, but not 
nearly so fast as production. The per- 
cent increase in production compared 
to sales between March, 1953, and a 
year earlier is shown below. Since 
March, sales have continued to rise 
slowly and spottily. Production has 
slacked off slightly. But by and large 
these figures show accurately the 
wide difference between sales and pro- 
duction. 


Percent Increase 


Sales Production 
Automobiles 25 42 
Appliance and Furniture. 15 
Appliance — 34 
Radio a 66 
TV — 59 
Non-durable goods 12 6 


While all industrial production in 
creased by only 10 per cent in the 
past year, automobile and appliance 
production increases ranged va 34 
percent to 66 percent. These facts 
reveal how very heavily the present 
prosperity rests on production of con- 
sumer hard goods. 

By contrast, other industries have 


made small gains in production over 
the past year. Such key industries as 
food, lumber, petroleum, chemicals, 
paper, and mining have had produc- 
tion increases of less than 10 percent. 
Clearly then, the continuance of the 
present business pace depends upon 
closing the gap between sales and pro- 
duction in appliances and automobiles. 

Consumer non-durable industries 
are in a much more favorable position 
than the appliances and automobile 
industries. As the table shows, these 
industries—representing food, cloth- 
ing, etc.—have had an increase in sales 
that outstrips their gain in production. 
Sales of non-durables are up 12% 
while production has increased only 
6%. 

It makes a great difference whether 
sales and production are brought into 
line by raising sales or by cutting pro- 
duction. If appliance and auto sales 
can be increased, profits will rise. If 
sales cannot be increased, then pro- 
duction will have to be cut back to 
prevent a piling up of inventory. ‘This 
will lower employment, income, and 
profits. 

Sales of appliances and automobiles 
are closely tied to consumer income 
and installment credit. Rapid in 
creases in income in the 
near future seem rather remote. There 
is very little slack in the economy in 
unemployment or idle resources which 
could be put to use and cause a new 
spurt of income. Hence any increase 
in income is likely to be obtained by 
greater efficiency through better ma- 
chines. As the output per worker is 
stepped up by more efficient machines, 

(Continued on Page 30) 
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“ETHEL CALLED—SAYS HER ELECTRICITY’S 
BEEN OFF ALL MORNING” 
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Nowhean 


electric blankets 


offir YOU. 


Year after year Northern is gaining greater recog- 
nition as “the line that builds greater jobber-dealer 
profits”—offers dealers these five additional im- 
portant advantages: 


Northern produced its first electric blanket in 1912 and today 


continues as one of the very few basic manufacturers of electric 
bed coverings. 


Northern makes only electric bed coverings and heating pads 
and devotes its entire efforts to the development and sale of 
these products. 


> of Northern offers a straight replacement policy and was the first 


modern to minimize repair headaches. 
lf-sellin a Northern makes it possible for you to make more money per 
ageitys 9 blanket! We welcome a check of competitive price structures. 
package 


> of Northern is one of the very few in the electric bed covering field 
to offer all popular colors and models. You lose no sales! 
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Fedders Built-in 
are putting us 
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Weather 
out of business ! 








Bureaus 





say: U. S. WEATHERMEN 


“UNFAIR!” screamed the meteorologists, when news of Fedders 
amazing Built-In Weather Bureau broke in April 20th LIFE 
(biggest room air conditioner ad ever run). 

“SCANDALOUS!” they yowled. “Who's going to worry about 
our outdoor predictions when people can touch a Fedders but- 
ton and get the weather they want indoors?” But what are 
Kedders dealers savine? 

“SENSATIONAL!” Because here’s a room air conditioner with 
real demonstration excitement. Here's a feature that closes sales 


fast. like a steel trap. 


“fp EDDERS GIVES you = 
THE WEATHER YOU — . 
THE TOUCH OF A BUTIT™’ 


ROOM AIR CONDITIONER 
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AND HERE are some more reasons why Fedders dealers are go- 
ing to be the industry's top profit-makers again this year: 

1. Again in °53, Fedders is the most complete line in the busi- 
ness, 

2. Powerful cooling and dehumidifying...extra efficient filter- 
ing with easily-removable filters, 

3. Sleek new styling...and a new window-model color that’s a 
real eye-catcher sreeze Green! 

4. A Demonstration Center that’s a salesman in itself! Inei- 
dentally, if you have a “52 Demo Center you can make it into 
a 53 model with a few simple changes, 

IF YOU want to be tops in room unit profits this year... call 
your Fedders distributor today. Or write Fedders-Quigan Corp.. 


Dept. EM-6. Buffalo 7. New York. 


FEDDERS ELECTRIC DEHUMIDIFIER 


63 is turning out to be the bigvest 
year yet for Fedders handy “Electric 
Sponge”! It’s got more applications 
than any other appliance you can 
name (except a room air conditioner) 
...a huge unscrateched market. And 
Fedders will help you get it with the 
biggest sales campaign ever devoted 


to dehumidifiers! 





the all new 1953 
FEDDERS. 
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Sun-lire 


Now Available in 


4 models! 











SPEARHEAD FALL SALES WITH 
Streamliner PROMOTIONAL MODELS 


Now the Stiglitz Sun-Aire line is complete! Two DeLuxe 
Models—S53-E Electric, $239.95; 53-G Gas, $289.95 
and TWO Streamliner models—SE-53 Electric, 
$219.95 and the BRAND NEW SG-53 Gas, $269.95! 
Sun-Aire is the perfect companion for any type washer, 
and the ideal dryer for YOU to sell. You make real 
money (you can realize as much as 6674 % on your 
investment), you make satisfied customers because you 
can offer a Sun-Aire model to fit any pocketbook. Be 
sure to see the Sun-Aire line at the market. 


THE STIGLITZ CORP., LOUISVILLE 3, KY. 


build Store Traffic with the Summm-ire Streamliner modell 
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the worker can be paid more. But 
this process takes place fairly slowly. 
Perhaps an increase in income from 
about | percent to 3 percent per year 
can be expected from further mechan- 
ization. 


CONSUMER DEBT PROSPECTS 


If incomes are likely to rise mod- 
estly, can we expect further increases 
in sales from installment credit? The 
limit of consumer debt which fam- 
ilies can carry is difficult to deter- 
mine. One viewpoint is that con- 
sumer debt has already reached its 
limit because this debt amounts to 
10 percent of disposable income, 
which is as high as was ever reached 
in 1929 and 1940. Another view 
holds that these prewar relations no 
longer mean anything because con 
sumers have much more money left 
now after paying for food, clothing 
and shelter. This group estimates that 


| another $12 billion to $18 billion of 


consumer debt is possible. Clearly, we 
can receive very little guidance from 
estimates of new consumer borrow 
ing which range from zero to $18 
billion. 

A more helpful way to look at con- 
sumer debt is to see what portion of 


| appliance and auto sales are on credit. 


Between 65 percent and 70 percent 
of new cars are now bought on credit, 
compared to about 46 percent in 
1950-51, 33 percent in 1948, and 55 
percent in 1941. For appliances the 
percentage of installment sales is not 
as high as for autos. Nevertheless, the 


| portion of appliances bought on in- 


stallment has been increasing and is 
higher than in the past. There seems 
little possibility that consumers will 
add to their debts even more rapidly 
than at the present peak rate of $3 
billion a year with the portion of in- 
stallment sales already so high. In- 
deed, they are more likely to borrow 
less. 

Consumers have already anticipated 
steady future incomes, and_ possibly 
tax cuts as well, in their present bor- 
rowing. If incomes rise slowly and 
tax cuts are modest—both of which 
seem very likely—the growth in in- 
stallment sales is also likely to be 
modest. A reasonable guess as to the 
rate of growth in consumer debt dur- 
ing 1953 is about $2 billion. 


APPLIANCE SALES OUTLOOK 


Based on the prospect of incomes 
rising slowly and a small drop in the 
rate of installment borrowing, appli- 
ance sales would ease off slightly from 
present levels, perhaps by 2 percent 
to + percent. This would still leave 
the volume of appliance sales high. 
But it would also require that produc- 
tion be cut back, unless either manu- 
facturers or dealers are willing to carry 
growing inventories. End 
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ARE YOU SET TO CASH IN ON THE 


SV iN 





yi 





SUMMER RADIO SALES BOOSTER? 
































The Catalina 


AC-DC-BATTERY 


The New SYLVANIA 
PORTABLE RADIO 


America’s Newest 
Most Powerful 
Indoor-Outdoor Radio 


Comes in 6 eye-appealing, indoor-outdoor 
colors ... styled for universal appeal! 


Studio-Clear sound plus unusual power you 
ean demonstrate. Detachable battery case 
holds standard long-life or high-power bat- 
tery packs. 


% Operates on AC or DC current too! Plays 


upright or flat... both features that sell! 


Studio-Clear is o Sylvania Trademark. 








$75 VALUE 
“TARTAN TOTER” 
PICNIC COOLER 


Anyone seeing the eye-catching Sylvania 
display in your window featuring this amaz- 
ing offer is a potential customer. Who could 
pass up an offer like this... especially now, 
when everyone is planning outdoor fun. The 
“Tartan Toter” is an all-purpose cooler with 
a4 gallon capacity. There’s loads of room for 
food and beverages. Fiberglas Insulation, 
holds ice 24 hours. Has a drypac tray for 
sandwiches. A real eye-catcher in gay yellow, 
red and black plaid design. 


Together, the beautiful New Sylvania 
Portable Radio and the “Tartan Toter” Picnic 
Cooler form the most attractive sales-pack- 
age you...or your customers have ever seen. 





The Biggest Summer Radio 


SALES-SPLURGE 
YOU'VE EVER 
ENJOYED! 


( HURRY...THIS IS A ) 
LIMITED TIME OFFER! 


You know that thousands of dollars will be 
spent for Summer outing and vacation 
equipment by the people in your own sales 
area. What an opportunity for you to get in 
on this “Bonanza” by offering your pros- 
pects “the best vacation buy in town.” Mr. 
Dealer, here is a “Sales Natural”... all 
wrapped up and waiting for You! Telephone 
or wire your Sylvania distributor TopAy! 


This Amazing Customer-Offer Backed up by Powerful Consumer Advertising! 
National Magazines: LIFE - POST - LOOK - HOLIDAY - SUNSET 
Television: “BEAT THE CLOCK” CBS-TV - Newspapers - Point-Of-Sale Display! 


y 


SYLVANIA | 


Sylvania Blectric Products Ing., Radio and Televisidn Division. 


254 Rano St., Buffalo 7, N.Y 


TELEVISION * LIGHTING 
RADIO «+ ELECTRONICS 
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f, 
AGAIN IN 53... 


DUO-THERM GIVES YOU 





A RED-HOT SUMMER | 
PROMOTION 
N HOME HEATERS! 
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The money-maker that moves up your selling season... 
moves out more merchandise! 

A whopping success in °52. Helped Duo-Therm dealers 
move more Duo-Therm heaters, earlier, than in any pre- 
vious year. It will be repeated on a bigger scale in mid- 
summer this year, to increase your total Duo-Therm sales 
and profits by offering early-season shoppers a special 
buy-now inducement. 


Featured in all these big national and regional magazines: 


LOOK, August 11 HOUSEHOLD, August 

COLLIER’S, August 15 TRUE STORY, September 

TODAY'S WOMAN, August FARM JOURNAL, August 
RURAL GRAVURE, August 12 


“Free Thermostat” Promotion is the curtain-raiser for 
Duo-Therm’s big 1953 national advertising and sales pro- 
motion program, strongest in the industry. 

It’s a promotion that has proved it pulls in business. Get 
in on it again! Check with your Duo-Therm distributor now 
for local tie-in newspaper ads, tie-in window banners and 
store display material. Time your local promotion with the 
national ads. Get set for your biggest Duo-Therm year! 





Home Heaters Are Big Business! 


Total Oil Home Heater Retail Sales Value in 1952: 
$70,215,000 
Bigger than Dishwashers 
1952 Retail Sales Value: $63,000,000 
Bigger than Dehumidifiers 
1952 Retail Sales Value: $12,870,000 
Bigger than Ironers 
1952 Retail Sales Value: $43,367,500 
Bigger than Food Waste Disposers 
1952 Retail Sales Value: $35,750,000 
(All figures taken from ELECTRICAL MERCHAN- 
DISING Statistical and Marketing Issue, January, 1953.) 


Make Your Home Heater Business Bigger with Duo-Therm! 











More than 2 million warmly satisfied customers... 


Duo-THERM 


Division of MOTOR WHEEL CORPORATION « Lansing 3, Mich. 


DUO-THERM ie a registered trade mark of the Motor Wheel Corporation, Copyright, 1964 
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EASY to sell...for ASTRAL makes living EASIER 


Cte Na Oe a 


: 


of Rockleigh NORTHVALE, NEW JERSEY 


You are always ahead with Astral ... pioneer in supplementary refrigeration 





Easier living, more gracious entertaining 





that’s the story we are telling your customers in 


Astral advertising in The Saturday Evening Post, Time, The New Yorker, and Sunset in this 


best-buying season for refrigeration. We are telling it in inviting illustrations like this. We are 


telling how Astral—pioneer in supplementary refrigeration—affords the widest choice of refrigerettes 


for the enjoyment of cool, refreshing food and beverages where and when wanted—on the patio, in the 
“parlor,” in any room—home, cottage, hotel, or office. ¢ Cash in on the acceptance of Astral by 


showing the complete Astral line—standard models in attractive metal finishes . .. the new Rockleigh 


custom line of consoles and spinets in fine woods... the Astral party wagon that makes Astral 
the truly portable refrigerette. No service problem, when you sell Astral, for Astral absorption- 


type units are silent and trouble free. Write or wire us for your nearest source of supply eee 


start now to enjoy the extra profits that are yours with the sale of Astral Refrigerettes. 
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EASY 


SALES STIMULANTS. 





help keep Dealer’s Profits Healthy ! 





ASY knows that one positive 
way to keep sales up and dealer 
profits healthy is to write a continu- 
ous prescription of profitable pro- 
motions. It’s worked wonders for 
thousands of Easy dealers who have 
followed the doctor's orders. 


/ DEMONSTRATION GIVE-AWAYS. Month 
’ days e after month, Easy continues its well- 
known program of traffic builders 


—with the finest low-cost give- 
aways in the industry. 




















POINT-OF-SALE DISPLAYS. Always the 
greatest—now even better, with 
more eye and buy appeal than ever. 
IDEA BULLETINS. A continuous flow of 
tested, proven sales ideas for year 
‘round profitable Easy selling. 

PLANNED PROMOTIONS. Periodic 
planned promotions to generate big 
volume sales... yet geared to help 
sell top-of-the-line merchandise 
over promotional models by a big, 


big margin. 










EASY...One of the best advertised washers ! 


: Beside the strong national magazine program, Easy continues 
to dominate the field in local newspaper lineage—further 
proof that Easy advertised products pay off for the dealer in 
sales and healthy profits. 


Easy Washing Machine Corporation, Syracuse 1, N. Y. 








otal 
i 








Zz 0% 
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Model 536. New, improved 
deluxe Spindrier with Single- 
shift Control, Automatic Spin- 
rinse, Handy Swing Faucets. 


Model 534. A value leader! 
Spiralator Action, Power 
Flush-rinse. Swing Faucets, 
Overload Switch. 


Model 532. A promotional 
Easy with Power Flush-rinse, 
Handy Swing Faucet, Over- 
load Switch. 


Model 101. Finest Wring- 
er built! Spiralator Action, 
Safety Wringer, Overload 
Switch, Pump. 
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Model 102. Low-priced 
promotional wringer 
Loaded with eye appeal 
and famous Easy value. 








s 


New Easy Dryer with single Se- 
lecto-matic Control. 16” door 
opening. Proven, profit-making 
new Dryer. Gas, electric models. 
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SERVELS SUCCESS 


COAST TO COAST DEALERS REVEAL OUTSTANDING SALES 
RESULTS WITH NEW SERVEL—PUBLIC SWING TO SERVEL 
INCREASING DAILY WITH DEALERS MAKING FULL PROFIT! 


Traffic! Interest! Movement! That’s what every letter— 
every telegram—states, as dealers across the nation report 
the mounting swing to Servel! Servel dealers everywhere 
tell us sales are higher—trade-ins lower—than ever before! 
“The exclusive Automatic Ice-Maker feature keeps a 
steady stream of prospects flowing into my store every 
day!” That’s a typical statement from the thousands of 
dealers who are tying in with Servel’s ad drive with sales- 
building promotions of their own! There’s time for you to 
tie-in with the $6,000,000 Servel ad campaign... time to 
tie-in with the greatest refrigerator advance of our time! 


























The name to watch for great advances in 


REFRIGERATION and AIR CONDITIONING 
GAS or ELECTRIC 


© In Canada, $ 


ervel (Canada) Ltd., 548 King St. WV 








i | ‘ \ gem =Home 
Refrigerators Lig Freezers 
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REPORTS POUR IN! 












and puts em in a basket- 


AUTOMATICALLY / 
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9 Silent Gas Models...9 Absorption Electric Models...and now 


8 NEW ELECTRIC! 
COMPRESSION | 
MODELS! 


Only Servel...the world’s most complete refrig- | SSS —; 
eration line... gives your customers a choice of 26 | SS. 
electric or gas models! Only Servel lets ’em choose 
the type power most economical... most conveni- 
ent for them! There’s a Servel model price to fit 


every pocketbook too! 
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Model #1139 





a 2 

_/ All-Year Air a? Set 
(aii) Room Air I] Conditioning |} “Electric [EZ] water 
—) Conditioners il Systems 7——~yi Wonderbor” = cy) Heaters 
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extra value for your products... 


PACKARD 





ELECTRIC MOTORS 






for: 


BENCH TOOLS « BLOWERS ~ COMPRESSORS « DRYERS 





DISPOSAL UNITS . WASHERS ~ IRONERS 





OlL BURNERS «. STOKERS . LAWN MOWERS 





WATER PUMPS . MILKING MACHINES 


When your product is powered with a Packard Electric 


motor, its performance and reliability make it a salesman 
that never stops selling for vou. 





CREAM SEPARATORS . VENTILATING UNITS Packard Electric’s tremendous facilities for volume 
production make it possible for you to put these “silent 
salesmen” to work for your motor-powered products at a 
surprisingly low cost. W hy not get all the facts now, 
from Packard engineers? 





DEPENDABLE APPLIANCE MOTORS FOR THIRTY-SIX YEARS 


ey ; 
MOTORS 
Packard Electric Division 
General Motors Corporation 
REG.U.S.PAT_OFF Warren, Ohio 
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World’s easiest selling room conditioner 


3/4 1H.P. SERVEL 
LISTS AT*329% 


with full profit for dealers! 


















Ss 
£524 
Cx xX] 

2%, 


Sus 

SK «S25 

S255 
$5.55 


5% 





: 
NEW! pias WEATHER CONTROL! 





Huge National Ad Drive Tells Millions! 
50% MORE AIR 
CONDITIONING POWER 


at No Extra Cost! eeling Bower (2) night cooling 
ing with 


fresh air 
4 Utside a Circulation (5) Stale air exh f 
aus ‘ 


¥ 


Choose any of 5 weathers: 


Powerful ads in Life, Saturday Evening Post, Time and a host of 
other national magazines tell your customers Servel is priced a 
whopping $50 under competition! Servel’s extra-value price adds 
millions to the ranks of air conditioner prospects! Most important, 
you get fast turnover at full mark up! Meet the mounting demand 
with full stocks...contact your Servel distributor today! 





sf ‘ J f T The name to watch for great advances in 
P je _— E \ | All-Year Air REFRIGERATION and AIR CONDITIONING 
Refrigerators \| J Bal ec: Rn 4M eal Wonderbar” deans |} . aoe” Servel Inc., Evansville 20, Indiana 
i= tot | Ly ay In Canada, Servel (Canada) Ltd., 548 King St. W., Toronto, Ontario 
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WALTERS ELECTRIC 


HNTH FLASH Finnn 


(24 Ouse i Se A 


ens aimee 
740 THIRD AVE 


Y. VC 


| Aza 3 2316 


4 Powerful Reasons 


why costs go down with 


HEVROLE 


“eson TRUC 


on the job 


EXTRA POWER WITH ECONOMY! 


More hauling power, greater economy! 
That's the result of new 7.1 to 1 com- 
pression ratio of improved Loadmaster 
engine on 5000 and 6000 Series heavy- 
duty and forward control models— 
optional on 4000 Series heavy-duty 
trucks. Thriftmaster engine in light- 
and medium-duty models provides 


traditional Chevrolet economy. 


BUILT TO LAST! 


The extra-sturdy construction of Chey- 
rolet advance-design trucks means 
longer life, even lower costs. Now, 
Chevrolet trucks are brawnier than be- 
fore—with heavier, more rigid frames, 
with greater ruggedness and stamina 
built right in. These are the toughest 


and the sturdiest Chevrolets ever. 
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ENGINEERED FOR THE JOB! 


With Chevrolet, you buy a truck that is 
exactly right for the job. Not too big. 
Not too small. You get a truck engi- 
neered from the ground up with your 
job in mind—with the right tires, 
springs, axle, clutch and engine. You 
get a truck that will stick on the job day 
after day, and do your work at lowest 


cost month after month. 


THE LINE LISTS FOR LESS, TOO! 

With all the solid superiorities that 
Chevrolet offers—with all their special 
features and advantages—this great 
line of haulers lists for less than any 
other trucks of comparable size and 
specifications. See your Chevrolet 
dealer. Chevrolet Division of General 


Motors, Detroit 2, Michigan. 





REFLECTORS 


nn 





CHEVROLET ADVANCE-DESIGN 
TRUCK FEATURES 


TWO GREAT VALVE-IN-HEAD ENGINES— 
the Loadmaster or the Thriftmaster—to 
give you greater power per gallon, lower 
cost per load, POWER-JET CARBURETOR— 
for smooth, quick acceleration response. 
DIAPHRAGM SPRING CLUTCH — for easy- 
action engagement. SYNCHRO-MESH 
TRANSMISSION—for fast, smooth shift- 
ing. HYPOID REAR AXLE—for dependa- 
bility and long life. TORQUE-ACTION 
BRAKES —on light-duty and medium-duty 
models and on front of heavy-duty models. 
TWIN-ACTION REAR BRAKES —on heavy-duty 
models, DUAL-SHOE PARKING BRAKE—for 
greater holding ability on heavy-duty 
models. CAB SEAT—with double deck 
springs for complete riding comfort. 
VENTIPANES —for improved cab ventila- 
tion. WIDE-BASE WHEELS—for increased 
tire mileage. BALL-GEAR STEERING —for 
easier handling. UNIT-DESIGNED BODIES — 
for greater load protection. ADVANCE- 
DESIGN STYLING—for increased comfort 
and modern appearance. 





in demand ‘) 

in value > 

omens in sales / 
ove 
Xe 
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REELER pian 


4 To clinch sale you offer customers 
25% off groceries when stocking 
their new SERVEL with their 
favorite brands... favorite meats 


at any local food store! 


Model HF-153, 15 cu, ft. 


You make full mark-up on every & : 
freezer you sell with no food plan Hacemeom || 
headaches. Local food retailer if 
takes over food business. 









Your prospects choose from 
el eth os — the industry’s most complete 

~ IRS ee" line: 3 chest type (9,15, 22 cu. ft.) 

SS tkien\ CA a or 3 upright freezers (11,15, 22 

cu. ft.) all featuring SERVEL’S 

exclusive Cold-Seal Construction! 





| 


26 national ads send customers to your 
store! Contact your SERVEL distributor 
for big freezer profits, today! ee REFRIGERATION and AIR CONDITIONING 


Servel Inc., Evansville 20, Indiana © in Canada, Servel (Canada) Lid., 548 King St. W., T to, Ontario 
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‘Not a single dollar’s loss 
8 


with Commercial Credit Plan” 


says Mr. Oscar MANNEN, owner- 
president of the Lehigh Valley Distributors, 
exclusive Crosley Distributor of Hazleton, 


Pa., shown at right, with Mr. James G. 








COMMERCIAL 
CREDIT 


CORPORATION 


A service offered through subsidiaries of 
Commercial Credit Company, Baltimore 
. . Capital and Surplus over $1 25,000,000 

. offices in principal cities of the United 
States and Canada. 








Walker, general manager. 


Ske AT’S how Mr. Mannen, no babe in the 


woods when it comes to applian es, sums 
up Lehigh Valley's five years’ experience 
with the CommerctaL Crepit PLan. For after 
twelve years in retail appliances and ten years 
as an exclusive Crosley distributor, Mr. 
Mannen, who knows how important sound 


financing can be said: 


"Were for Commerctat Crepit 200%. Witl 
out this Plan ut would have heen impossible to 


have expanded as rapidly as we have... . but 


above all. we re happy to report that in finan- 


cing millions through your Plan . . . there has 


not been a single dollar's lass.”” 


What applies to Lehigh Valley is equally 
important to appliance dealers everywhere. 
ComMERCIAL Crepit’s complete financing 
package featuring wholesale and retail plans, 
automatic insurance coverage and speedy 
credit and collection facilities offers every 
dealer the best financing assistance available. 
For details and a copy of “Buy and Sell with 
Sound Financing,” see your distributor or 


call your nearest CommMercIAL Crepir office 


More appliance dealers use Commercial Credit 


financing than any other national plan 


JUNE, 
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8 Powerful 
Reasons why 
now is the... 






IME TO SELL 
DERBARS ! 


Check this brand-new 
Tibco] eyel-teMislele 4-1 
over 23,000,000 
prospects strong! 





"11,000,000 Porches, Patios! Wheels 17,000,000 TV Fans! Serves drinks, 
outdoors! Chills sodas, mixers, snacks right in the living room! 
beer, snacks! Never leave your chair! 


4,000,000 Nurseries! Keeps baby’s 230,000 Private Offices! Heavily 
milk, food, medicine—handy, advertised to 80,000 top exec- 
sanitary, safe! utives, 150,000 doctors! 


SERVEL ] ? i : 5 - Zi ; IS 
EC 6 ‘ ee . 3,000,000 Dens! seminal 
We d h white—or paint it any color! 


PORTABLE, SILENT REFRIGERETTE STYLED AS SMART FURNITURE ~~ , 4 

" 300,000 Pleasure Boats! New! Plug- 5,500,000 Game Rooms! Freezes ice 
in refrigerette, AC or DC, 12 to cubes! Chills drinks! Holds a 
110 volts! party-full! 


The chrome or bronze-tone finished “Wondercart” (shown 
above) glides your Wonderbar anywhere. Rich wood legs with 


casters...cabinet base that serves as cellarette... y 
and modern tube legs flatter your Wonderbar in any permanent 

setting! Wonderbar available in mahogany, blond or white. 

Bases and accessories in a choice of finishes, optional. 

AC or DC, 12 to 230 volts. Call your Servel distributor today! 





od ef ln The name to watch for great advances in 
= if] | 
ae : <— Fer ~ all-'teer Ale REFRIGERATION and AIR CONDITIONING 
} F =| Home CAPR) Room A:r Ss “Electric nu | Weer | Conditioning , Sha 
Refrigerators tt | Freezers ~~" ) Conditioners m1 Wonderbar Wy) Heaters | Lt | Systems erve ville 20, 


L in Conada, S« nad Litd., 548 King St. W., T to, Ontarlo 
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Rte et PUENTE eet Miata 


$4Sa BENDIX 
31600 STORE 
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TV DEAL GIVES 
EXPOSURE! 








4 


VO NOS NN SE, 


VAN NANAAAAAS 


BsSos55s 





21 inch mahogany table 


21 inch mahogany table model with an open shelf 
model with a pull drawer base. Retail Value $329.90, (Available in 21 inch mahogany table 
base... big enough to hold a record changer. blond, too, $10 extra). 


model with a tapestry 
front base. Retail Value $329.90. (Avail- 
able in blond, too, $10 extra). 


Retail Value $339.90. (Available in blond, . 
too, $10 extra) 


PD 


* Guaranteed by » 
\ Good Housekeeping ) 


You offer your customers a wide 
variety from which to make their 
choice. You offer console size TV 
at almost table model prices. And 
you haven’t tied up a lot of your 
capital in slow moving sets. 


The Bendix Add-a-line merchan- 
dising idea works for you every 


YOUR 
RETAIL 
EX P 0 S U RE minute your store is open! 


Save money... sell sets. Call your 
Bendix distributor. 
21 inch mahogany table model 
with a leg frame base. Retail 


; All channel UHF tuning at slight extra cost. 
Value $312.90. (Available in 


blond, too, $10 extra). 


BENDIX* TELEVISION & RADIO BALTIMORE 4, MARYLAND 


A DIVISION OF BENDIX AVIATION CORPORATION Rog: U.S. Per. OF, 
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30 INCHES 


OF SELLING | 
DYNAMITE! 














ADMIRAL MODEL 3CH11 








NEW ADMIRAL 30’ 
AUTOMATIC ELECTRIC RANGE 
/Wew from Adina rva unquestionably the most 


beautifully styled 30” range on the market. 


New from Hdiniiwale With all the De Luxe features 


of ranges costing $60 to $100 more. 


New from Hdiniwal And dollar for dollar, today’s 


biggest value! Priced no more than ordinary 30” ranges. $229.95. 


CONTACT YOUR ADMIRAL DISTRIBUTOR 
NOW FOR COMPLETE DETAILS 


More, More, MORE proof that 


Admiral 


is the fastest rising power in all the appliance industry 


ADMIRAL CORPORATION * 3800 W. CORTLAND STREET + CHICAGO 47, ILL. 


pues 


and Dehumidifiers 











| Ti ae el 

—. ~ 

——— Flash | Flex-O-Heat 
tat i 3) Room Air Defrosting | Dual-Temp | aw =| Electric 
‘EY Conditioners =] Refrigerators ==] Refrigerators Ranges 
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UPRIGHT OR TANK-TYPE \g 





_ 


For the millions of women who 
prefer an upright cleaner to any 
other type, Royal gives you the 


features that sell— 


Roya has i! 





3-WAY CLEANING ACTION 


Sweeping-Vibrating-Suction-Cleaning 
on a "Cushion: of Alt? « o «<6 6.6% 


“TOSS-OUT” DUST BAG 


No Dust Bag to Empty. ..... 


AdJUSTORITE INDICATOR 


Automatically Shows Correct Adjust- 
ment for Most Efficient Rug Cleaning 


Roya hast! 
yal hast! 


DIRT-FINDING SEARCHLIGHT 


LIFETIME CONSTRUCTION 


Light Weight, Durable. ....... 


ATTACHMENT KIT 
For All Above-Floor Uses. .....-. RK 


FLOOR POLISHER 


Motor-Driven Attachment ...... 


CHOICE OF MODELS 


For ‘Price’ and “Quality” Markets . . 


KEEP YOUR EYE ON ROYAL 


Royal has been a leader in vacuum cleaners for nearly half 
a century. During all these years thousands of dealers have 
profited with Royal. Today, Royal is planning ahead for 
a future of even greater leadership. These plans mean 
still greater profits for dealers with a Royal franchise. 


Keep your eye on Royal! 


X ROYAL VACUUM CLEANER CO. 


ELECTRICAL 





See Royal at the Furniture Mart 
in Chicago, June 22— July 2 
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—and they all add up to 
good sound business and 
steady profits for you 


Royal hua! 





And for the millions of women who want 
an all-purpose, tank-type cleaner, Royal 
gives you the features that sell— 


SIIIIFIDS 








SUPER-SUCTION 


For Fast, Efficient Cleaning. . . « « « 


Roya has it! 
Roya ha i! 
hast! 


“SUPER-SPEED” RUG-NOZZLE K/Y/ 


“TOSS-OUT” DUST BAG 


No Dust Bag to Empty. .... ees 


FULL SET OF ATTACHMENTS: 2pya/ haat! 


For Every Cleaning Job ......-s 


LIQUID SPRAYER....... Royal hast! 
See eee Royal hua U! 
FLOOR POLISHER....... Royal hua u! 


LIFETIME CONSTRUCTION 


Light Weight, Durable... ... 6 Royal has ui! 


CHOICE OF MODELS 


For “Price” and “Quality” Markets oe 


And for the many 


women who know a! 
that nothing can R all hab . 
take the place of a OY 


Motor-Driven-Brush 
Hand Cleaner — 
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Biager and Better thon overt 


Arvin 


ela hva-jige 
eater Offer 


Never before such a line of Arvin 
Heaters to help you pile up fall 
profits! Never before such an at- 
tractive assortment ofspecial Early 
Bird plans! Order your Fall stock 
of Arvin Heaters any time between 
June 1 and September 1, and re- 
ceive, without one cent of extra 
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cost, this new Arvin Folding 
Rocker with green canvas seat and 
back and white enamel steel frame. 
It’s lightweight and folds in a flash. 
Uses galore: indoors as an extra 
chair for television, bridge, game 
room, parties of all kinds; outdoors 
for porch, lawn, beach, picnics. 





Your choice of 


FOUR 


profit-packed plans 


1 ONE ARVIN FOLDING ROCKER FREE WITH: 





Assortment of 9 or more heaters, any mod- 
els, with total shipping weight of 100 Ibs. 


TWO ARVIN FOLDING ROCKERS FREE WITH: 
Assortment of 18 or more heaters, any mod- 
els, with total shipping weight of 200 Ibs. 


ONE ARVIN FOLDING ROCKER FREE WITH: 
3 model 6000 Coffee Perks 
2 model 3550 Lectric Cooks 
2 model 2100 Electric Irons . ad 
1 model 2300 Electric Iron 
1 model 4200 Automatic Toaster 
1 model 5630 Heater 
1 model 5200 Heater 
1 model 5030 Heater 


ONE ARVIN FOLDING ROCKER FREE WITH: 
3 model 6000 Coffee Perks 
2 model 3550 Lectric Cooks 
Plus any 6 of the following heaters— 
Model 5630 or 5530 Heaters 
Model 5030 or 5130 Heaters 
Model 5200 or 5230 Heaters 


Arvin pays the freight on all Early Bird 
orders! Order from your Arvin distributor now 
and be among the first to relax in the comfort 
of the new Arvin Folding Rocker! 


...with an “Early Bird” order, the 
Arvin “Merchantman” Display 
AT NO COST TO YOU! 





eeeeeePoeeeeeeeeoeeeee peeeoeeeeee 


Here’s a “‘bonus special” available to all 
Arvin Early Birds! 

Order the “‘Merchantman”’ display at 
$25.00. Arvin gives you absolutely FREE 
one model 5530 automatic heater or one 
model 6000 Coffee Perk, each with $29.95 
retail value. 

Sale of heater or Perk pays for the display 
and gives you a profit of $4.95 besides. Ac- 
tually, the display costs you nothing! 

Display is all-metal, only 41” high, 30’ 
square. Holds complete Arvin line. Per- 
fect for any traffic area, Get it now! 
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Two new models confirm 
Arvin Automatic Heater 
leadership... 

















Model 5530 Arvin Automatic, 
1650 watts, thermostat 
controlled 
Switch; induction motor; 
green enamel finish. Ship 


Safeguard 


WE. D736 TRB. 0000 


Switch. 
enamel finish with maroon 
$29.95 plastic trim. Ship. wt. 174 lbs. 


Big heating capacity—thermostat controlled! 


MODEL 5630 Arvin Automatic DeLuxe is 
the absolute finest in portable electric room 
heaters. Incorporates 1320 and 1650 watts 
capacity, choice by selection. 
fan-forced and radiant heat. Furnace-type 
thermostat; long-life range-type rod heat- 
ing units; two-heat switch, red glow signal 
light, plastic top handle. Safeguard Safety 


+3495 


Handsome gray 


Combines 


MODEL 5230 Arvin Custom Safety, designed by 
famed Raymond Loewy Associates, is a fresh, 
new note in portable heater styling. Finished 
in attractive silver-gray enamel with sparkling 
chrome finish and black plastic feet. 1320 watts, 
combining fan-forced and radiant heat. Tilts 
vertically to provide indirect heat and act as 



















air circulator. Special Safety Switch ee re ee See 


$ 95 Loewy design, copper 
cuts current instantly if heater is 18 tak ie 
overturned on face. Ship. wt. 9 lbs. WG BOE Rind os eee 








1650-watt fan-heater cools, 
heats, circulates, according to 
season. Exclusive airscoop- 
design; non-interfering induc- 
tion motor. Head adjustable 
to any angle. Safeguard 
Safety Switch. Green enamel 
finish. Ship. wt. 124 lbs. 


The 1320-watt version of Model 
5130, with the same year-round 
utility and the same amazing 
capacity to move a lot of air fast, 
whether you want warmth or 
coolness. Induction motor — no 
radio interference. Finished in 
bronze enamel. Ship. wt. 12 lbs. 


- Designed for the medium price 


bracket, this fan-forced heater in 
ivory enamel offers Arvin design 
and extra-value features includ- 
ing on-off toe switch, carrying 
handle, Safeguard Safety Switch 
that turns off current automati- 
cally if unit is upset. Ship. wt. 8 lbs. 


Model 
224 
Arvin 
DeLuxe 


$1295 


A handsome, efficient, fan-forced 
heater at a budget price. It’s 
been a big seller in the best stores 
for years! 1320 watts. Induction 
motor—no radio interference. 
Convenient hand-hold in back 
for easy lifting. Willow-green 
enamel finish, Ship. wt. 8 Ibs. 





Model 
SIA 
Arvin 
Standard 


$1995 


Designed for unusual compact- 
ness, but delivers just as much 
fan-forced heat as larger 1320- 
watt models. Measures only 
74° x 7%" x 5’, plus 14" ex- 
tended rails. Silent induction 
motor. Beautifully finished in 
sun-tan enamel. Ship. wt. 6 lbs. 





Distributors and dealers are invited to visit the Arvin showroom at 150 North Wacker Drive, Chicago 


Electric Housewares Division, ARVIN INDUSTRIE Ss, Inc., Columbus, Indiana 
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is the BIG SQUEEZE 


Caught in between rising selling costs and lower profit margins? 
You and a lot of other retailers. There is a way, however, 
to ease the situation. Put more emphasis on products with 
the Good Housekeeping Guaranty Seal. Brands guaranteed* 
by GOOD HOUSEKEEPING move with less effort, less 
sales expense. Guaranteed product performance means fewer 
returns, less servicing—additional savings in overhead. 


Don’t let the big squeeze get your profits down. Feature 
products backed by the Guaranty Seal. 





clamping down 
on your 
profits? 


Some of the brands advertised currently in GOOD HOUSEKEEPING and carried by America’s leading appliance retailers: 


American Kitchens Roto-Tray Dishwasher Florence Automatic Gas Range Kelvinator Refrigerator Palmer Coolers . 
Apex Clothes Dryer Frigidaire Wonder Oven Electric Ranges Kitchen Aid Food Preparer Raytheon TV 

Apex Wash-A-Matic Washer General Electric Vacuum Cleaner Marquette Refrigerators and Freezers Revco Food Freezers 

Bendix TV Handyhot Quality Appliances National Sewing Machines Singer Sewing Machines 

Ben-Hur Freezers Hoover Vacuum Cleaners Necchi Sewing Machines Sunbeam Coffeemaster 

Coolerator Refrigerator-Freezer Hotpoint Automatic Clothes Dryer New Home Sewing Machine Sunbeam Mixmaster 

Crosley Kitchen Hotpoint Automatic Washer Norge Automatic Washer Sylvania Light Bulbs 

Domestic Sewing Machine Kelvinator Automatic Washer Pacific-Mercury TV Welbilt Ranges 


== 4000 HOUSEKEEPING 





per 


that has it, earns it 
eee copy 


Women know—the product 50 
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10,650,000 
THE HOMEMAKERS’ BUREAU OF STANDARDS -9,971,000 
57th STREET AT 8th AVENUE, NEW YORK 19,N.Y. readership 
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with a 


BRAND " | 
’ 
ae 


“s 


; Y owt’ 
y NEW DR ee : 





Whint poor 


«++ and just as 


this amazing Dryer 


up with the Compact 
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ACT C 













Now ...a brand new COMPACT DRYER teams up with 
the recently introduced COMPACT WASHER to give you the 
Wonderful WHIRLPOOL COMPACT COUPLE . . . today’s 
best buy in automatic washer and dryer combinations. With 
these two brilliant performers, you’ve got the greatest sales 
story ever told. 


And here it is. The WHIRLPOOL COMPACT COUPLE 
washes and dries faster in a small space at less cost! Hours of time 
are saved by drying one load of clothes while another is being 
washed. That’s a powerful sales appeal, and here’s the clincher 
... the COMPACT COUPLE is priced lower than other fully- 
automatic washer and dryer combinations! 







BIGGER 
PROMOTIONS 
Produce More Nee 
PROFIT x 


WHIRLPOOL ... the most complete 

line of automatics ... is backed up by the 
greatest promotions in its history. There’s 
more national consumer magazine 
advertising, key city newspapers, larger 
co-op, outdoor advertising, new radio 
and TV spots, new sales literature, new 
color film ... Mother Takes A Holiday, 
plusa new MONTHLY PROMOTIONAL 
PACKAGE which charts your way to 
more sales, more profit. 


Each of these perfectly-matched units is a full-size, 8-lb. 
capacity beauty ... each occupies a floor space of only 2414" 
by 2494"... each has wonderful WHIRLPOOL features to 
give big performance at a record low price. Remember... 
you have no moisture or lint worries with the WHIRLPOOL 
Dryer’s Force-Flo Outdoor Venting. Get the full story from 
your WHIRLPOOL distributor. If you’re not a WHIRLPOOL 
dealer, then better join up... you'll be better off profit-wise! 


3 
Whinkpoob CORPORATION St. Joseph, Michigan 


Clyde, Ohio LaPorte, Indiana 
WORLD'S LARGEST MANUFACTURER OF WASHERS, DRYERS and IRONERS 
IN CANADA; John Inglis Ltd., Toronto, Ontario 
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New 


>" 
double-profit 


The makers of 


dishwasher-in-a-range| 


Remember 
the Wheel-about 


Conceived by Universal, 
who introduced the fast- 
selling Wheel-about 
kitchen cart that fits in oa 
range. Now—a dish 
washer that fits in the range! 


Two famous names 


Combines the populor 
James Dishwasher ond a 
Universal Gas Range in 
one space-saving unit 
Double the selling appeal 
of any other range! 







f 


America’s leading 
gas range 


The range is Universal's 
completely automatic 
Marlboro model with all 
the exclusive feotures of 
Universal Gas Ranges plus 
a dishwasher! 


No extra installation 


The James Dishwasher is 
automatic, mobile. No in 
stallation costs. When not 
in use, it wheels into the 
range, conserves preci us 
kitchen space! 


Only one of Universal's 1953 
balanced line of gas ranges 


See the dishwasher-in-a-range at the SUMMER MARKET, AMERICAN FURNITURE MART — Space 538-A 


Sensation! Beas 


\ ma 


| 








gas ranges present the revolutionary combination 


There’s never been any appliance like the 
dishwasher-in-a-range. Its sales possibilities now 
and in the years ahead are unlimited because it solves 
every family’s two chores of cooking and 
dishwashing. We urge you to get all the profit- 
making facts now. Learn for yourself why we can 
set up the most profitable deal in the industry. 
With the dishwasher as a sure-fire attention getter, 
you have a dramatic way to open up the huge 
replacement market for ranges in your locality. 
Write for full particulars without obligation. 


another Universal Gas Range first! 
CRIBBEN & SEXTON CO. 


700 N. SACRAMENTO BLVD., CHICAGO 12, ILLINOIS 
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When you give her the'sell‘and she keeps saying well-l1... 













































its time you told her cn 


«( » refrigerators have been sold already!“ 
about DULUX 


When you get that “‘well-l-l’” routine, you know the going’s getting 
rough! You’ve worked hard for that sale, and yet she’s looking for an 
out. Mister, now’s the time to talk about the DULUX Enamel finish! 





FINISH 


ON EXTERIOR 
cic 2 eR 


Remember that despite the many important new features on today’s 





appliances, she’s got to live with her kitchen appliances. So tell her how 








Du Pont DULUX Enamel resists grease stains, dirt, marring and 





scratching . . . how DULUX won’t crack even if the metal is dented. 
And don’t forget to say that DULUX—a finish backed by Du Pont’s 
world-famous standard of quality—stays brilliantly white throughout 


years of rough household service. 


me 


Is the DULUX story helping dealers everywhere close sales? Hun Better Things for Better Living . . . through Chemistry 


dreds of thousands of DULUX-finished appliances are sold every month! 


So be sure to emphasize the DULUX finish. It’s a powerful sales D aw L U xX 
clincher you can’t afford to overlook! 





( pe! awe | America’s leading 
ne ‘« | | home appliance finish 
i ae 5 : 











Bie "4 CHEMICALLY ENGINEERED TO DO THE JOB BETTER 
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‘The new RCA VICTOR 
45 Extended Play 





Here’s the record that Americans 
are buying by the millions! 


In less than nine months more than three million have 
been sold! And no wonder—“45EP’s” give your cus- 
tomers twice as much music for much less than twice 
as much money... up to 15 minutes per record! And 
these “45EP’s” come in attractive, sell-without-help 
folders —so just put them out on your counters! 











Show your customers how 
this changer works “‘from the 
center’ '—to save record wear, 
and to work more quickly, more 
quietly. “Victrola” 45 Automatic 
Phonograph, Model 45EY2. 
$34.95 
Handy carrying case, $7.95 


The only record and changer 
designed for each other— 


Explain to your customers how “45EP” records and 
“Victrola” 45 automatic record changers are a team. 
And mention RCA Victor's history. Some of your cus- 
tomers are too young to remember all of the reasons 
why RCA Victor records and “Victrola” phonographs 
are the finest “buys” in the business . . . so remind them! 


Every season is a good season for “Victrola” 45 sales 
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Plug it into a television set while your cus- 
tomers watch. This one-minute demonstration 
will sell plenty of these attachments . . . plenty of 
records, too—sometimes even the television set! 
“Victrola” 45 Automatic Attachment, Model 
4532.$16.75 













Tell your customers about this . a 

one’s large eight-inch speaker, then ae GE yr 

let them hear it—and you’ve made another ft & <—TTURN a 
ss 


easy phonograph sale, And show them how i \ yA 1 ko 
they can vary the tone to please their taste ~ s Vs LY A 
mM CS t eC and mood. “Vietrola” 45 Automatic Phono- Ni Hi, N IN 
@e @ graph, Model 45€Y4. $49.95 ae | (INNA 





JL 
‘a 










It's a radio-phonograph! Show your 
customers how easily they can switch 


from records to radio entertainment. Then 

r show them the price tag! “Vietrola’ 45 
-. Radio-Phonograph, Model 9Y¥510.$69.95 
than ever. 


Show your customers what a difference 
RCA Victor's center spindle makes 





Let your customers “load up” a “Victrola” 45: show them how 
easily .. . how surely . . . and how quietly the “Victrola” changer 
works, th: inks to the carefully e ngineered center spindle. Point 
out, too, that all of these “Victrola” 45’s play up to 14 records, 
and all (except the attachment, of course ) ) offer the advant ages 
of the “Golden Throat” tone system—the exact acoustical bal- 
ance that gives your customers tone qui ality which closely rivals 

“in- pe rson’ liste ning. And asa “clincher, "Ie *t your customers see 


See the Dennis Day Show over NBC Television, 
Friday, 8:00 P.M., EDST 


the “way down” price tags these “Victrola” 45's are wearing. 
Call your RCA Victor Distributor today—for more easy-selling 
“Victrola” 45 changers. 


Prices shown are suggested list prices, subject to change 
without notice. Slightly higher in the Far West and South, 


ef KOA VICTOR > 


*HiS MASTER'S VOICE? 


Tmks.® Division of Radio Corporation of America 


World Leader in Radio... First in Recorded Music... First in Television 
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Mianitowoc 


Freezers mean 


999 “1 0 £ 


Manitowoc is the freezer with more 
of the features freezer buyers want 


most... big 1814 cu. ft. capacity for 














the economy of quantity buying 
upright design that puts all this 
storage space into only 244 x3 

ft. of floor area . . . no hidden shelf 
corners 


. and beautiful kitchen-keyed 


styling 


See Manitowoc Advertising in Saturday Evening Post 


.. Cold-Hold inner doors 





Manitowoc is backed by the biggest full- 


color national advertising campaign of any 


exclusive freezer line. What’s more, 


Manitowoc advertising and promotion 


Manitowoc quality has already won tens 


te , of thousands of loyal users across the 
sells the same way you sell. There’s heavy o 0 7) ; 


emphasis on food appeal and a better, 
more convenient way of living right 
down the line . . . in ads, literature, 


mats and point-of-sale material. 











Successful Farming ® Progressive Farmer 


58 


country. Their enthusiastic satisfaction 
is real assurance of consistent referral 
business at low sales cost for you... 

for years to come. You'll keep the profits 
you make, too, because Manitowoc 
freezers have established service records 


any dealer would be proud of. 


Start now to build yourself a secure, profitable 
future in the freezer business; get in touch with your 
Manitowoc Distributor today. 


Manitowoc Equipment Works, Manitowoc, Wisconsin 


Summer Market Visitors — 


see us at the 





Better Homes and Gardens ® GoodHousekeeping ® Outdoor life © Sunsef 
@ Capper's Farmer @ Farm Journal © Country Gentleman 
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AREA HEAT 





Dearborn’s got its sights trained on the big home heater 
market ..its advertising guns are loaded with plenty of 
ammunition on Area Heat..its aim is to lead the field 
again in ’53 with gas heater sales! And this year, there’s 
every good reason to believe that 1953 will be the big- 
gest sales year in Dearborn history —in your history. 
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REGIONAL SALES OFFICES 


303 Merchondise Mart, 
Kansas City, Mo. 

3625 South Grand Avenue, 
Los Angeles, Calif. 

Merchandise Mart, 
Son Francisco, Calif, 


Merchandise Mart, 
Dallas, Texas 

5830 North Pulaski Road, 
Chicago, til 

513 Glenn Building, 
Atlonta, Ga. 
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Why? Because Dearborn is selling Area Heat nation-wide 
—to cream of the crop customers throughout the United 
States..in the nation’s top sales-producing magazines in- 
cluding Saturday Evening Post, Progressive Farmer, Small 
Homes Guide, Better Homes & Gardens, Country Gentle- 
man, Holland’s, Capper’s Farmer, Farm & Ranch-Southern 
Agriculturist, Sunset, Successful Farming and California 


Farmer. 


And because this year, the bulk of your Dearborn sales will 
be MULTIPLE UNIT SALES. Every customer sold on 
Dearborn Area Heat means you can sell him the heaters he 
needs for his entire home — from 3 to 6 heaters or more. 
Every heater you sell carries with it an extra sale of a 


Dearborn automatic control — extra profits for you. 


Dearborn dealers who push Area Heat are going to make double and triple the 
sales of the dealer who doesn't. If you haven't found out about Dearborn Area Heat 
. if you don't know about multiple sales and multiplied profits, we advise you to 


drop everything and write for more information NOW! 


MEif-titostsld MT) aD 


DALLAS e CHICAGO 
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NOW-CROSLEY'S New 1964 Wakely, 
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“Hello! I'm Margoret Lindsay. I'll be telling 
your customers all about the wonderful 
new Crosley Home Laundry, as well as 
other Crosley products on that top Crosley 
TV show, ‘What's My Name?’. See your 
local paper for time and station.” 





A’2 EY , 
pO © 
| ee 
| | | 


3 & 4 THE crosLeY 


] & 2 tHe crostey DELUXAMATIC, J 
AUTOMATIC DRYER, Model LWF, Roto-Tumble 5 THE CROSLEY 
a completely automatic Action Washer. Power Jet-Flo SUPERMATIC, 
dryer with Softaire Heat and Guide-a-Load Cylinder. Model DWF, fully automatic 
Available in electric CUSTOMATIC, Model CWF, Agitator Action Washer 
and gas models. also has Automatic with marvelous Deep- 


Heatkeeper. Wash Flex-a-Tub, 











F | 
Mohave COMPLETE THE CROSLEY LINE OF 


MAJOR APPLIANCES AND KITCHEN EQUIPMENT! 


Hore oy Are! 


AUTOMATIC WASHERS AND DRYERS MATCHED TO THE CROSLEY FULL LINE! 


The next time your customers ask about 
laundry equipment, lead them straight to 
these brand-new Crosley “Washday 
Worksavers”’ ! Lead them to the speediest, 
simplest way to do laundry . .. with a new 
Crosley Washer, either Tumble or Agita- 
tor Action, and a new Crosley Dryer— 
either the electric or gas model! Suggest to 
your customers that they pair a Crosley 
Dryer with a Crosley Washer. Show them 


how easy it is to wash a “second load” 
while the first is in the dryer! 

When you’re selling this new Crosley 
Home Laundry line, remember that a 
recent survey indicated that 42% of 
Crosley products are bought by people 
who now own one or more Crosley prod- 
ucts—a good sign that they’re happy with 
Crosley and will buy again. Take advan- 
tage of this customer satisfaction. 


Once you’ve learned about Crosley Home 
Laundry — once you’ve compared fea- 
tures and price... you’ll know this is the 
equipment your customers want! 

Add Crosley Home Laundry Equip- 
ment to the other Crosley appliances and 
in one store... your store... you can stock 
and sell a truly complete line of matched 
major appliances and kitchen equipment 
. . . the Crosley Full Line! 








a 





/ if a customer wants tumble action, sell the 
Crosley DELUXAMATIC or CUSTOMATIC 
Washer with Roto-Tumble Action. Guide-a- 
Load Cylinder directs clothes into the most 
active cleansing area. Power Jet-Flo means 
faster washing action. CUSTOMATIC has Auto- 
matic Heatkeeper that gets wash water hotter 
.. and keeps it hot. 


3 If a customer wants an electric dryer or a gas dryer, sell the 
Crosley Automatic Electric Dryer or the Crosley Automatic 
Gas Dryer, both with Softaire Heat, the drying heat that’s best 
for clothes. Lint’s no problem with this dryer, thanks to the Handy 
Lint Catcher located at table-top level. Clothes Freshener Lamp, to 
add even more sweetness to clothes with ultraviolet rays, 


available at slight extra cost. 


is 


(CROSLEY HAS LAUNDRY EQUIPMENT FOR EVERY CUSTOMER’S REQUIREMENT 





2 if a customer wants agitator action, sell 

the Crosley SUPERMATIC or ROLLAMATIC 
Washers with Agitator Action and the 
DeepWash Resilloy Flex-a-Tub. Tub is designed 
to make all the wash water work. Float-Flush 
Draining floats light soil off top of wash water, 
flushes away heavy soil at the bottom. 








- 





6 THE CROSLEY 
ROLLAMATIC, 
Model SWF, full-size portable 


If you are not a Crosley Dealer now, write Crosley Division, AVCO Manufacturing Corporation, 1329 
Arlington Street, Cincinnati 25, Ohio, or phone your nearest Crosley Distributor for full information! 


A 
ee | 


CROSLEY 


Better Products for Happier Living 


Agitator Action Washer 
with Float-Flush 





Draining. 


Shelvador® Refrigerators © Shelvador® Freezers © Electric Ranges * Home Laundry © Range and Refrigerator Pantries 
Automatic Dishwashers ¢ Electric Food Waste Disposers ¢ Steel Wall Cabinets © Steel Base Cabinets * Vinyl-on-Stesl 
Continuous Counter Tops « Handy Accessories © Television © Sinks * Radios * Room Air Conditioners 


SELL THIS FULL LINE AND MAKE THE MOST! 


Why not gas heaters 
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YOu 
SELL 
THESE 
WITH 


AUTOMATIC 











CONTROLS 


The convenience of automatic controls has helped sell millions 
of ranges, refrigerators, coffee makers and other appliances. 

But what about gas heaters ? Today most people are “auto- 
matic heat’’ conscious. So think of the potential existing for 
alert dealers who promote models with automatic controls 
like the fine Honeywell Controls shown here 


Here’s why automatic Honeywell Controls can be a mayor 


selling feature on your gas heaters! 


Prospects are easier to Sell 
when they learn how Honeywell self-contained thermostats auto- 
matically keep temperatures at the desired setting. And they're 
more satisfied after the sale when they experience the wonderful 
convenience and comfort Honeywell Controls make possible. 

Honeywell-equipped gas heaters also give you an important 
competitive advantage, for Honeywell is the name all prospects 
quickly associate with the finest in temperature controls. See 
for yourself—next time you order gas heaters, ask your manufac- 
turer or distributor to ship heaters equipped with Honeywell 
Controls ! 


Honeywell Controls can also bi purch ased separately to fit any 
manual gas space heater models you may have in stock Just call 
your regular supplier or one of Honeywell's 104 offices, located 
in key cities from coast to coast. For descriptive literature, mail 


coupon be low. 


NNEBEAPOLI S 


Honeywel 
iH) Pout oe Corttols 






V5163 Modulating Thermostatic Gas Valve 


Provides accurate, safe control for any 
gas heater 

The thermostat accurately keeps room 
temperature at desired setting by modu- 
lating the flow of gas from full volume 
to a pre-set minimum flame 


Built-in 


safety pilot provides 100% 
shut-off in case of pilot failure.Has safe- 
lighting feature, too. Main line 


can’t open until pilot is on 


valve 


The V5163 is easy and inexpensive to 
install, for it’s compactly designed to fit 
limited places common to heater appli- 





cations. Needs no outside power. 





V5140 Modulating Thermostatic Gas Valve 


Another rugged, compact Honeywell control 
For application on manually controlled heaters 


already equipped with 100% safety shut-off 


Big Modernization Market 


You probably have many gas heater owners On your customer list 


who do not have automatic controls. Contact them they Il want 


automatic heating furnished by a Honeywell thermostat, too 


ee “TERE ERECT UCL LR ROU EL ECORI TCA TUTTE 
MINNEAPOLIS-HONEYWELL REGULATOR Co 
Dept. EM-6-69, Minneapolis 8, Minnesota 
Gentlemen: 
Send descriptive literature on your V5163 and V5140 Thermostatic Gas Valves 
Name ‘ 
Address 
City Zone State 
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When you hitch your “business star” to Republic Steel Kitchens, 
you hitch up to a BIG sales and profit opportunity! 


Here’s the story in a nutshell: 

First—you hitch up with a BIG company! The only “‘ore-to-store”’ 
manufacturer in the kitchen business! Pioneers of steel kitchens! 
25 years of steel kitchens development! 


Second—you hitch up with a company that’s not bound to 
outmoded, old-fashioned, unwieldly trade practices! A company 
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This ne 
w big name Puts you in the kitchens busine 
Ss 


IN A BIG WAY! 


—Aopublic Steel Kitehons 


Planned, 
world’s large 


built and Pre-sold 


st steel companies 





Big volume! 

Top profit margins ! 
High unit sales ! 
Growing market ! 
Repeat sales, too ! 

No trade-in losses! 
Sells other appliances! 


No frequent model 
changes ! 


with a sales viewpoint that is fresh, vigorous, dealer-minded! 


Third — you hitch up with a new, complete line of beautiful steel 
kitchens! In fact, the world’s most modern! 


Fourth — you hitch up toa planned sales program, backed by aggres- 
sive advertising, sales promotion, merchandising and publicity! 


This is your BIG opportunity to make business history with the 
new BIG name in kitchens— Republic Steel! Ask your distributor 
for details. Berger Manufacturing Division, Republic Steel Cor- 
poration, 1012 Belden Ave., Canton 5, Ohio. 


VISIT US AT THE 
MERCHANDISE MART! 


Get all the details on the great new line of 
Republic Steel Kitchens at our display in space 


11-116 and 11-117 at the Summer Chicago Market! 
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A MESSAGE TO AMERICAN 


INDUSTRY * 


ONE OF A SERIES 


DEPRECIATION 


And Its Crucial Economic Role 


The sixth annual McGraw-Hill survey of Busi- 
ness’ Plans for New Plants and Equipment, 
just completed, reveals some remarkable facts 
about the role of depreciation in our economy. 
To most people, depreciation is a technical 
term, used by accountants to discuss a dull 
subject. But it really is a simple matter: It is 
the amount of money set aside each year by a 
company to replace plant and equipment that 
is wearing out. And here are some facts from 
this survey* which show how depreciation can 
make the difference between prosperity and 
recession in the United States: 


1. In 1953, about half of all the money spent 
on new manufacturing plants and equipment 
will come from depreciation reserves. For the 
future, manufacturing companies are relying 
even more heavily on this source of money. In 
the years 1954-56, they count on using their 
depreciation funds to pay for almost two- 
thirds of the new plants and equipment now 
planned, 


2. The amounts of money made available by 
depreciation allowances vary greatly from 


*The sixth annual McGraw-Hill survey of Business’ 
Plans for New Plants and Equipment included companies 
that provide 25 per cent of all industrial employment and 
60 per cent of employment in those industries where 
capital investment is highest. These companies are mostly 
the larger companies in their respective industries. 
A copy of the full report of this survey can be obtained 
by addressing: Department of Economics, McGraw-Hill 
Publishing Company, Inc., 330 West 42nd St, New 
York 36, N. Y. 


industry to industry. Some industries, such as 
those producing steel, chemicals and petro- 
leum products, will have relatively large 
amounts of cash available from their depre- 
ciation reserves. In considerable measure, this 
is because the government is allowing them 
to accumulate such reserves at an accelerated 
rate as an encouragement to build facilities re- 
quired for national defense. But most of the 
companies engaged in the production of tex- 
tiles, processed foods and many kinds of ma- 
chinery have had little chance to benefit by 
this provision for accelerated depreciation. 
Hence, they have much less money available 
from depreciation reserves. 


3. There is a definite shortage of investment 
funds in the industries that have relatively low 
depreciation allowances. Taken together, the 
coal mining, textile, food processing, machin- 
ery and other metal-fabricating industries plan 
to spend about $4.7 billion for new plant and 
equipment this year. But they report that they 
would spend $1.5 billion more per year during 
the period 1954-56 if sufficient funds were 
available. 


4. Eighty-five per cent of the manufacturing 
companies covered by the survey reported that 
they plan to invest all their depreciation funds 
to keep equipment up-to-date and to provide 
capacity for new products and new markets. 
These companies could let their depreciation 
funds pile up as idle cash. But the intention is 
to spend most of them for capital equipment. 
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Hence, there is a direct relationship between 
the amount of depreciation funds available and 
the level of capital investment. And it is upon 
the latter that the level of general prosperity 
decisively depends. One-third of all industrial 
workers are engaged in producing or installing 
such equipment. 


This fact that the level of depreciation allow- 
ances has a major bearing on the level of capi- 
tal investment should not surprise anyone. In 
several foreign countries where these allow- 
ances have been increased, investment has 
boomed. The two nations with the highest 
ratios of investment to national income are 
Canada and Norway. Both countries adopted 
flexible depreciation policies after World War 
II. In Sweden and The Netherlands also, flex- 
ible depreciation allowances have contributed 
to rapid industrial expansion. Finally, the tre- 
mendous investment brought about by our 
own rapid amortization program shows dra- 
matically the importance of depreciation in 
stimulating capital expenditures, 


Obsolete Tax Laws 


In spite of this record, the fact remains that 
our laws and the business procedures that gov- 
ern depreciation allowances — in particular the 
laws and rulings that govern the deduction of 
depreciation from taxable corporate income 
—are still based on antique and obsolete ac- 
counting concepts which take no account of 
depreciation’s dynamic role in our economy. 
The internal revenue code still requires most 
companies to depreciate their equipment over 
a long period, even though these small annual 
allowances cannot possibly pay for the invest- 
ment that is necessary to keep a plant up-to- 
date under today’s rapidly changing technol- 
ogy, with its production of new and improved 
machinery. 

The only allowance made by the govern- 
ment for rapid depreciation is that which is 
authorized for certain types of plants during 
the defense emergency. Under this policy most 
companies are unable to use accelerated de- 
preciation for tax purposes. And as defense 
projects are completed, the number of new 
authorizations is dropping. We may lose the 
chance to utilize fully this powerful tool for 
sustaining investment because, under our 


ramshackle emergency tax structure, acceler- 
ated depreciation is available only to a minori- 
ty of firms on a temporary basis. 


New Policy Needed 


A sensible, up-to-date depreciation policy for 
tax purposes is long overdue. Either the Treas- 
ury must modernize the internal revenue code 
on its own initiative, or Congress must take 
the lead by writing into permanent law a flex- 
ible depreciation policy applicable to all 
companies. 


Treasury experts now have before them a 
number of proposals to allow faster deprecia- 
tion for the average firm. The U.S. Chamber of 
Commerce has suggested that companies be 
allowed to deduct from taxable income 25 per 
cent of the cost of new equipment in the first 
year, with the remaining cost to be deductible 
over the life of the facilities. The Machinery 
and Allied Products Institute has long spon- 
sored a formula that would allow full deduc- 
tion in two-thirds of the estimated life of the 
property. In Congress, Chairman Reed of the 
Joint Committee on Internal Revenue Taxa- 
tion has stated that we need a more flexible 
depreciation policy. Senator Frear of Dela- 
ware has introduced a bill that would let a 
business make its own choice on how fast to 
depreciate its equipment. 


It will take time and study to determine 
which of these various proposals best fits the 
needs of the economy without sacrificing un- 
duly the revenue needs of the government. If 
we are to have a new depreciation policy, de- 
signed for a long period ahead, it must be care- 
fully worked out. But this much is clear right 
now: The development of a flexible deprecia- 
tion policy on the part of the federal tax au- 
thorities is one of the most important steps 
that can be taken to sustain prosperity. When 
we talk about depreciation, we are talking 
about the money that pays for almost two- 
thirds of the new manufacturing facilities now 
scheduled for construction. We are talking 
about the new investment and the new jobs on 
which our continued prosperity depends. 


McGraw-Hill Publishing Company, Inc. 
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OUTPUT CHARACTERISTICS 
2N36, 2N37 and 2N38 
Curves are shown for |, in 5 equal steps. 
"Value (shown for 2N36) will change for 

each transistor type. 
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NOW...HERMETICALLY SEALED 
CBS-HYTRON 


JUNCTION TRANSISTORS 


In junction transistors, the surfaces are extremely sensitive to moisture. For depend- COLLECTOR VOLTS 
ability, they must be completely moisture-proofed. CBS-Hytron, recognizing this, is 
the first to offer you the new hermetically sealed 2N36, 2N37, and 2N38 junction tran- 
sistors. Each is uniquely sealed in a metal case . . . moisture-proof, contamination-proof, i 9 EST ERR 
light-proof. (See drawing.) 

You can buy these new hermetically sealed P-N-P junction types immediately. All 
are amplifier types. Have similar characteristics, except for current amplification and 
power gain. You may operate the 2N36, 2N37, 2N38 up to 55°C. Their in-line design 
gives you: Compact, flat mounting . . . easily identified polarity . . . solder-in or plug-in 


COLLECTOR MILLIAMPERES 
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ELECTRICAL CHARACTERISTICS ¢ 
CBS-Hytron P-N-P Junction Transistors 


Cheracteristic 2N36 2N37 2N38 


- Collector voltage —6 -—6 —6 v 
(with clipped leads) convenience 
—— . Collector current —1] —l —I ma. 
In addition to their unique moisture-proof feature, these CBS-Hytron junction types Gaaias 
offer: (1) High gain. (2) Low noise figure. (3) Operation at low voltages. As well as amplification 
other advantages characteristic of transistors: Compactness . . . light weight... rug- factor # 45 30 15 
gedness . . . instantaneous operation and long life yurragas ¢ 7 =) = = 
Remember, CBS-Hytron hermetically sealed 2N36, 2N37, 2N38 transistors are avail- ee pret SG, FOonnted eater 
necr: . 


able at once. Write for complete data. Or order now for prompt delivery. 


NOW 3 CBS-HYTRON TEST ADAPTERS. By popular demand. Three 


sizes now available at these net prices: 7-Pin Miniature, $1.45; 8-Pin Octal, 





$2.25; 9-Pin Miniature, $1.75. Take advantage of e-a-s-y “topside” test- 
ing. Order your Test Adapters today from your CBS-Hytron jobber. 


CBS-HYTRON Main Office: Danvers, Massachusetts 






YTR 


A Division of Columbia Broadcasting System, Inc. 


RECEIVING... TRANSMITTING... SPECIAL-PURPOSE AND TV PICTURE TUBES + GERMANIUM DIODES AND TRANSISTORS 
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How to 
sell 

a Woman 

a Kitchen 











ti nportant article, tl ey'li learn what 
to look for in new-house kitchens what 
to plan tor in rem deling kitchens what 
t hop tor in new appliance 
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More than 4,500,000 eager readers of the big new June COMPANION will see 
the 3-page full-color editorial feature, What Makes a Well-Planned Kitchen 
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Many of these lovely, kitchen-minded ladie: Smart dealers (like you, for instance) will 


will head for stores like yours to shop the be quick to pick up copies of the June 


hiny new merchandise we're telling them COMPANION, get the pitch, get ready to tie 


they « ught to have in, get sei to reap a harvest 














Companion merchandising 
moves merchandise 


and profitable experience proves it! 


(=/() MPANION 


CIRCULATION 
COMPANION. ( LLIEF 





1.515,007 


THE AMERICAN MAGAZINE 
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65 vears of fine products... Se aEATERS 


t oil 
WATER HEATERS electric ¢ 08 


TOVE COMPANY 
LEVELAND 4, OHIO 
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PERFECT! 
C 


“ * ™ 
2 fec lOn) 


CUSTOMERS LIKE’EM ! 


It takes a heap o” product to catch the consumer’s 
eye... and this year Perfection is it! The new 
modern styling of the 1953 line of oil and gas 
space heaters is so appealing that prospective buyers are 
half-sold before you start your sales talk. And beneath 


those beautiful exteriors lies a heating plant with more 


talking points than you've enjoyed for many a year. 


i MOST LIBERAL DATING AND DISCOUNT PLAN 
IN THE INDUSTRY! 


Perfection’s terms to you are the best in the 





business. You can really do business under this plan. Reg- 
ular terms ... 2°, 10th prox.—net 60 days. And you'll 
enjoy extra anti ipation discounts from our generous dat 
ing program. Perfection also favors you by ealling for 
fewer units between quantity discount breaks. Remember 
Perfection prepays all freight on carload orders. too. 


whether they are mixed. straight Oo! poole d. 


BETTER HEATER FOR THE MONEY! 


Perfection makes your selling job easier because 





you re offering Cadillac quality at sell-on sight 
prices. And you can keep your profit in your cash drawer 


because Perfee tion space heaters require Le SS Service, 


BIG“EARLY BIRD" MERCHANDISING PROGRAM! 


Perfection dealers get off to a flying start by 





taking advantage of pre-season “early bird” pr 


motions. Special blower deals and thermostat offer attract 


customers to early purchasing. 


BEST CO-OP DEAL IN THE BUSINESS! 


We want to make it easy for you to get in on the 





“big switch” with advertising of your own. So 
we tailored our co-op plan so that you get a two-thirds re- 
fund on co-operative advertising. And we furnish you w ith 
a newspaper ad mat kit that gives you a choice of all sizes 


and shapes of advertisements. It’s the most complete ever! 


MAKE US PROVE IT! 


CUSTOMERS 
...WE’LL HELP 
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ON! 


- ARE SWITCHIN’ TO PERFECTION 
SWITCH 'EM TO YOUR STORE! 


DIRECT MAIL THAT GETS RESULTS AT 
AMAZINGLY LOW COST TO YOU! 


In addition to Perfection’s regular sales-building direct 





mail pieces, we offer a wonderful deal that puts other direct 
mail plans to shame. The Perfection boxholder program 
does this for you... we provide beautiful gravure printed 
folders . . . imprint them with your name, address and 
slogan. . prepare them for mailing... and pay the post 
age. All this costs you « ly two and one half cents per folder 


ind you do no work. Get in on it! 







BING 5-PIECE WINDOW TRIM 
WINDOW STREAMERS! 


SED NEW DISPLAYS! 


—AND A STOPPER AT THE 
END OF THE LINE! 
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LIFETIME WRITTEN oa. inside and out throughout, O Bt clain-enamel 
BURNER GUARANTEE - pigs exe © Mid you 20-yea, combusti r my Pertection gives 
20-YEAR WRITTEN Purmer guarantee, LIFETIME burne; eet amber guarantee 
COMBUSTION : 
CHAMBER GUARANTEE 
a RANGES 
On Oil Heoters... 65 years of fine products... FURNACpe clectric eile gas 


10-YEAR WRITTEN 


SPAC] HEATERS ; 
BURNER GUARANTEE A WATER HEATER —— 
‘9 | electric « oi} 
i - N STOVE COMPANY 
LEVELAND 4 
* e , OHIO 
If you want a clear track to more space heater business, A Ps 


now’s the time to get in on the “BIG S'NITCH.” Write today. 


Perfection Stove Company « 7420-A Platt Ave. * Cleveland, Ohio 


ASK FOR A BURNING DEMONSTRATION! 








Roll It in The Kitchen Door...That's Your 


‘Installation Of The JAMES Dishwasher 
(And,1] Color Pages In (HU Help Sell It 


R/ AMES 
i Yai Automatic Dishwashe 


come (un for Free Demonstray = 










age 
5 





Page a month campaign in LIFE 


reache 3 out of 5 people in your 
trade area—the strongest Life ad- 
vertising support in the dishwasher 
industry—mak« ames the most 
wanted dishwasher in 1953. Plu 

LIFE easel disp and othe1 


powerful point-of-sale promotion! 





Forget Plumbing, Wiring, Carpentry, Trade-Ins — Have Fun and Profit 
Selling the “Wall of Water” JAMES — Easy Now to Offer Free Home Trial 


Here’s Why JAMES Is The Easiest-To-Sell, 
Most Profitable Dishwasher You Can Handle: 








Powerful ‘‘Wall of Water” Action! 











3 


Easiest to demonstrate—easiest to sell! Y 





effective- 


ou can prove the amazing 


ness of James “Wall of Water” action right on your sales floor. No plumbing. 
No wiring. No valuable space tied up. Custome: atch everything through 
glas top ee fascinating, convincing demonstration of America most work 
free automatic dishwasher in action! Or offer free | trial. (James deale1 
report 90 to 100% units taken home on trial stay “SOLD” !) 


Watch For Another James Ad 
In The June 15 Issue Of 






Now you can show your custom- 
ers a dishwasher that DOES the 








also \ igvust . Sep ° _ M 
caeaiens October 12, dishes—all of then \ wa 
November 16, Decem- Ing action so effective removes 


even dried egg yol 
foods without hand 
I} action the James’ exclusive 
“WALL OF WATER”’—vigorously 
crubs every surface of every dish 
194 times with ever-moving 
heets of water. Yet, James’ 
| afe for 


entirely 


and other sticky 
' 


ber 7. “ 
pre-rinsing! 


wm furn 
solid 

washing powet 
delicate 


crystal and china. 


Look at these other James fea- 


tures—every 
clusive: @ Built-in 


one a solid-selling ex- 


water softener 


W 





. 
America’s largest selling mobile 
dishwasher. Just roll James in, 
attach hose to faucet— it’s ready to 
wash! You can forget installation 
worries. And—you can almost dou- 
ble your prospects, because with 
James you al ell to apartment 
dwellers and other renters. 
. 


automatically softens 180° final 
rinse water for spotless, streak-free 
drying. @ 2-minute radiant heat 


drying from thermostatic-controlled 
built-in unit. @ Largest capacity of 
any full-size automatic dishwasher 
—holds dishes for family of 8, (over 
100 pieces). @ Snug, space-saving 
rack arrangement. @ Thick, heat- 
resistant glass top. 


Act now! Cash in on the powerful 


pre-selling impact in your trade 
area of James’ page-a-month cam 
paign in LIFE. Write, wire 01 
phone your nearest James distribu 
tor, or: James Mfg. Co., Inc. 1424 


Sycamore, Independence, Kans 
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\pphiance ¢ Radio-I'V Dealers Asso 
won 
Dolla in 195 expanded 5.55 
those of 1951, the sales turnover 
t n d harply, the cost-of 
2ood rf tio declined for the s« 
mad l t vear and the gros: 
margin re 0.5 pomts over 1951, the 
' ” 
Ihe meager profits are attributed 
to rising operating cost The total 
) ne t ratio reached an all 
tim ig! 1 1952 since the study 
began in 1946 and dealers attributed 
furth lithculties to price-cutting, ex 
tra in allowan ind short 
f ¢ iles_ personnel 
Ihe annual survey is conducted for 
NARDA Richard E. Snyder, Chi 
ting economist and an au 
thorit trade-wide business analyse 
In order of importance, television 
old best in 1952 and increased its 
hare of total sales to 30.8% Refrig 
erators regained a surprising second 
place in t ules standing with 19 
of the 1952 total after falling below 
washers in 1951, and washer sales wer 
the next t selling major appliance 
in 1952 with 15.9 Air conditioner: 
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last year more than doubled their pet 
cent of total from 
0.7% to 1.5 

Special group breakdowns of oper 
iting ratios showed the smallest deal 
ers to be in the most precarious posi 
tion and West Coast dealers to have 
the highest profit ratio. 


r¢ ported sales 


Blame for Discounts 


illowed by manufactur 
ers were rated by dealers as one of the 
most important causes of their poor 
showing for 1952 and many specifi 
cally mentioned low discounts on tel 
vision. Only reckless price-cutting and 
trade-in allowances received 
greater attribution for the slim profits. 

Other problems, in the order of fre 
quency of mention, were the salesman 
shortage, back-door selling, consumer 

iles resistance, increased number of 
competitors, over-production, mislead 
ing advertising, shortage of some ‘IV 
too many ‘I’V model changes, 
high service costs, high market satura- 


Discounts 


CXCCSSIVC 


models, 


tion and competition from co-ops. 
Most of these were also listed among 
the obstacles seen for 1953. 


Nearly 60 percent expect 1953 to 
surpass 1952 in volume, their esti 
mates averaging 15 percent above last 
year; only 10 percent expect a decline. 
\n optimistic 45 percent expect 
profits for 1953 to improve, 42 per- 
cent see no change and 13 percent 


1953 


Volume 85 
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No. 5 


DV), NET PROFIT 


NARDA’'s seventh annual cost-of-doing 


business study shows a meager 0.3% 


gain in profit despite an 8.8% increase 


in dollar sales and a rise in gross mar- 


gin of 0.8 percent. The villain, once 


again, is operating cost, now at a new 


high of 28.8% 


their profit decline. 
Greatest hopes for sales volume in 
1953 were given to laundry equipment 


expect to see 


followed in order by television, refrig 
erators, ranges, freezers, air condi 
tioners, dishwashers and_ kitchen 


equipment. 

That dealers are selling more effec- 
tively and stocks are reduced to prac- 
tical size is indicated in the turnover 
rate reported. This rose to 4.4 in 1952 
as compared to 3.3 in 1951, 4.3 in 
1950 and 3.8 in 1949. At the end of 
1952, dealers had 15.3% less stock (in 
dollar value) than at the beginning. 
Ihe 1951 year-end inventory was 6% 
above the starting level for that year. 

Gross margin, including service 
parts and supplies, for 1952 was 32% 
in comparison to 31.2 in 1951, On 
merchandise excluding service parts 
ind —— it was 30.2 in comparison 
to 29.7 for 1951. Revenue from serv 
ice amounted to 10.6% of the com- 
bined total in 1952; it was 8.6% in 
1951, 7.4% in 1950 and 8.4% in 
1949. 


Majority Group Sales Performance 


Seventy percent of all participating 
dealers gave comparative dollar sales 
and profit figures for both 1952 and 
1951. This majority group showed a 
composite net sales gain of 8.8% in 
1952 over 1951, whereas the average 
for all U. S. appliance dealers was up 


only 1.4%. 
gain Of 5.5% 


this 1952 sales 
compares favorably with 


Moreove f. 


the rise of 3.6% for all U. S. retailers 
(all trades combined). 
Considering the astonishing array 


of serious 
by this 
porting 


operating problems faced 
“above-average” NARDA ir 
group in 1952, it was not 
exactly surprising to find—when all 
returns were tabulated—that, despite 
their sales increase of 8.8%, this ma 
jority group of dealers showed a de- 
line of 2.5% in total dollar profits 
from the 1951 figure. (One wonders 
what kind of dollar profit result was 
obtained by the “average” appliance 
TV dealer in 1952, in the light of this 
finding. It is to be supposed that 
thousands of such dealers found 1952 
a year of little reward.) 


Problems and Expectations 


For the second consecutive year 
the NARDA survey questionnaire 
contained a special section calling for 
dealer comments on the main oper- 
ating problems which confronted 
them in 1952 and anticipated for 
1953, along with indications of sales 
and profit expectations for 1953, 

Reckless price-cutting was at the 
head of the list of dealer grievances 
in 1952, as in 1951, Close behind 
was the problem of trade-ins. In this 
connection, excessive trade-in allow 
ances received most frequent specific 
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The 
trade-ins ar 
because 
both demanded 


evice nce 
coming 
; 


cx¢ 


( 


ind 


ule 


In third place on the 


complaint problem of di 
counts allowed by manufacturer 

u gO tion was rated 
fourth Many dealer citing thi 
point as a mayor problem specifi 
mentioned manufacturer low di 
counts on television”. Other problem 
named bi the are lj ted be lo 


in order of frequency 


Shortage of good salesmen 
“Back-door selling’ by manufacturers 
and distributors 


I 


ot 
ind 


Sri 


other 
as a general 
indicated that 

burdensom« 
allow 
but 


mMncreasing 


of 
re h ibils 


th low 


( 


Piven 


of mention 


“Special wholesale deals’’, 


sale retailing” 
Consumer sales resistance 
Increased number of competitors 
Overproduction by manufacturers 


Misleading advertising 


Shortage of some models of TV 


or 


loo many TV model changes 


High service costs 
High T'V market saturation 


Competition from co-ops 


Main Obstacles Seen for 1953 


Looking ahead through the current 
thi 


year the reporting de ile 


Washing Mach 


( 


PTO 


dealer 


num 


4 


t of dealer 


ally 


“whole- 


fol 


low ing as 


road blocks to a happy ex 


istence (listed in order of importance 


Price cutting 


I rade in problems 


Shortage of good salesmen and _ serv- 


icemen 


“Back-door selling 


by suppliers 


Insufficient discounts by manufacturers 


Overproduction by manufacturers 


Rising operating costs 


( onsumecr sales resistance 


loo many dealers’ 


Consumer credit problems 


I'V saturation 


1953 Sales Expectations 


Seventy percent of the entire 
of NARDA dealer 


this latest 


dication 


ot 


urvey 


their 1953 


p rce 


dollar 
outlook by comparison with 1952 
these, 59% 


7TOUp 
particip iting in 


in 
ale 
Ot 


expect a sales increase in 


the current year, with the average ex 


pec ted 


a 
gain 


amounting 


to 


LS% 


hirty-one percent expect no chang¢ 


in sales 


len percent anticipate 
with the 
be 15 


majority 


in 1953 
pe ted to 
A large 
rat ilers 
which 
1953 


as between 


indicated 
they 


believe will 


1952 and 
sale S rat 


avcrage 


of the 
product 
sell 


list of prospective best seller 


\ majority grou 
ers participating in thi 


ymparative dol 


Sales Rise in 1952 


decline 


1953 


line ; 


cx 


re porting 


ling 


st im 
Laundry Equipment leads the 


70% of all deal 


ile ind 


urvey 


PAve 


proht 


figures for both 1952 and 1951. (This 
group accounted for 74% of the aggre 
gate 1952 dollar sales of all reporting 


dealers Six out of ten of these deal 
ers showed dollar sales gains over 
1951, with a composite ris¢ of 5.8% 


resulting. ‘his compares with a 195] 
performance in which only four out of 


“majority 


1 


ten in the group’ showed 


sales gains over 1950, bringing about 
in wver-all sales 
There are 
ing that the 
when § out of 
not be 


til 
ru! 


decline of 2% 
imple grounds for belies 
happy result of 1950 
10 had sales gains, will 


= 
cated in the foreseeable fu 


Television the Biggest Seller 


The 1952 product sales breakdown 
hows television on top for the second 
traight year with 30.8% of aggregate 
les reported by the NARDA deal 
eI Refrigerators, with 19% of th 


1952 sales total, regained second plac« 
after giving away to washing ™a 


chines in 1951. Washing Machines ac 
counted for 15.9% of total sales in 
1952 compared to 19.4% in 1951. 
Ranges remained in fourth place, 
but the percentage share for this prod 
uct line dropped from 10.1 in 195] 
to 9.3, a 7 Radio sales a 
counted for 3.3% of total sales com 
pared to 2.8 in 1951 and by thu 
ichieving an increase of 0.5 points 
held fifth place a: inst a threat b 
freezers share jumped to 
195] 
rebounded from 
of the 


1952 


year low 


whose sale 
3.] in 1952 from 2.5 in 
Vacuum cleaner sal 
i 6-vear low of 0.9 


in 1951 to 1.4 in 


sales pic 
Drvyer 


Appliance Sales Breakdown By Product Type 


ines 


Freezers 
Vacuum Cleaners 


Other Soles.... 


Appliance 
Refrigerators 


: 


Kitchen Equipment 


Air Conditioning ..... 


Other Major Appliances . 
All Small Appliances... 


. 


1952 


100.0 
30.8 
19.0 
15.9 

9.3 
3.3 
3.1 
1.4 
17.2 
2.2 
2.0 
1.5 
77 
3.8 


100.0 
27.5 
17.9 
19.4 
10.1 

2.8 
2.5 
0.9 
18.9 
2.7 
0.7 
10.0 
5.5 


Percent of Total Sales 


1950 


100.0 
13.7 
28.3 
18.6 
12.4 

4.6 
4.7 
2.2 


15.5 


1.1 
4.4 


1949 


100.0 
11.3 
27.8 
14,1 
10.0 

7.2 
3.1 
1,7 


24.8 
15.7 
9.1 


1948 
100.0 


1947 
100.0 


1946 
100.0 


4.4 ob xin dike 
28.6 24.0 19.0 
16.9 18.0 16.0 


12,2 13.0 
7.8 17.0 
2.5 aie» 


12.0 
17.0 


1.4 3.0 3.0 
26.2 25.0 33.0 
19.4 

6.8 


Trade-in Percent To Physical Unit Sale Of Five Key Items 
% of Sales Accompanied by Trade-Ins 


Washing Machines 


Ranges . 
Vacuum Clecners 
Television 
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“see eee 


eevee eew eer eeeeeer 


“ere eee 


1952 


69 
62 
50 
31 
17 


1951 


56 
52 
40 
28 
15 


1950 


42 
49 
36 
36 
13 


1949 


35 
4) 
26 
31 


1948 1947 1946 
18 in 3 


27 19 4 

16 9 2 

22 26 10 
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took a dive to 2.0% 
1952 from 2.7% in 
tioning sale 


of total sales in 
1951. Air condi- 
s, which in 1951 accounted 
for only 0.7% of the total, more than 
doubled to 1.5% in 1952. Kitchen 
equipment sales, isolated for the first 
time in the 1952 survey, were found 
to be 2.2% of the aggregate. Th 
mall appliance group showed a 
nificant drop from its 195] 
5.5% to 3.8% in 1952. Se 
lable 1 for comparative product sal 
breakdowns covering the 
vears Note It is very importan 
that a given 


share of 
only 


past sevcn 


} 


to remember 


TT Prva | 
produ 


line’s actual dollar iles volume n 

from one year to the next, whil 
its percentage share of a total field 
declines, and vice versa 


Trade-Ins Reach New Highs 
Lhe 


trade-in as 


growing unportance oft th 
an accompaniment to 
condition of, the sal 
dise is again underlined by the 
NARDA survey findings for 1952. Ra 
tios of trade-ins to physical unit sal 
of refrigerators, washing machines and 
ranges jumped sharply to new highs in 
1952—at least ten points above the 
1951 ratio in each case. Smaller in 
creases occurred in the trade-in rat 
for vacuum cleaner 
With refrigerator 
chine sales 


of new mer hat 


ind television 

ind washing ma 
ibove the 60% mark 
in ratio of trade-ins to 
factor in the busin« eems certain to 
bulk even larger, especially in view of 
the fact that a definite 


now 


new sales, th 


down-trend in 


new family formation is now under 
vay, thus tending to limit new sal 

prospects. Continued focusing of th 
ntire industry’s most enlightened 


thinking on this problem would seem 


I 


to be a logical “must l'able 2 set 
forth comparative trade-in ratios back 
to 1946. 
Turnover Increased in 1952 
Ihe average turnover rate for the 


NARDA dealers participating in the 
1952 survey, 4.4 times, was the best 
showing recorded since this factor was 
first computed in the survey for 1949 
It compares with a 1951 rate of 3.3, 
ind with 4.3 for 1950 and 3.8 for 1949 
Che 1952 accomplishment was mad¢ 
on the strength of an 8.8% increase 
in dollar sales plus the fact that the 
dealers engaged in inventory reduction 
to the extent of having 15.3 le 

stock (dollar value) at the end of the 
vear than at the beginning. This com 
pares with a 1951 year-end inventor 
position 6% above the starting level 
for that year In 1950, the vear-end 
inventory was 49 higher than the 
beginning inventory This, we not 
that inventory reduction came to | 

“the order of the day” 
net accumulation 


ifter two y« 


Sharp Rise in Sales Per Square Foot 


Increased selling intensity, plu 
: _! 
tatistical quirk produced by the fact 
that a larger-than-usual proportion of 
big-volume dealers participated in t 
1952 survey, resulted in a sharp in 
crease in the average sales-per-squar¢ 


I 
foot figure, often used as a measur 
of relative retail selling efficiency. 


The 1952 ratio of $104 in sales per 
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square foot ot 


selling 
with $82 in 195] 
$73 in 1949, 
this 
NARDA survey 


space compares 
, $75 in 1950, and 
the first year for which 
was introduced in a 
report. 


measure 


Dollar Profits Decline Slightly 
Within the majority 
rting NARDA deale: 
nparative dollar fig 
ofits for both 195] 


group bein U I 
I 


group or ré¢ 

who gave 
ind 
this 
pal 
Ipatin nin it of every ten 
result for 
out of ten 


| | 
ner than in 


? 
ures on sales 
md 1952 


ill dealers 


’ 
iemonstra | a dollar pront 


dollar profit 


mm 1951 was the 


proht ratio to net 
il | dealers was 
5.2 compared to 2.9% in 195] 
in 1949, 4.6 
ind §.5' 
2 ratio of 3.2 


6.U in | 

in | )47 
the 195 
west in 


in 1948, 6.8 
1946 Thus 
Was SCC ynd l 
rormance, 
1951’s record low 

NOTI As indicated 
majority of the reporting 
showed a 1951/1952 
in dollar profits. The 
diff between 


by 


the 7-veat 


being only 0.3 points above 
above, a 70% 
de ile rs 
decline of 2.8 

apparent anom 
this result 
all participating 


alous rence 
howing 
mall 
ratio to net Sales is 
the fact 
ot th d rl 
omparative dé 


D t} j ind 


ealers of a rise In net profit 
or ct 
t that the remaining 
whi ) dic | not pro 
lar profit figure 


1951 made 


ibution 


surse, ex 


a rela 
the 
than did 
Phis 
uirk has occurred in previ 
ous survey tabulations. It is 
vate that, be of the 
> out of 10 de to pr 
dollar sales and 
vears, the 
lude to a 


ont tO 


wver-all 19 net profit ratio 


the 


tatistical a 


majority group of 7 Sarit 
unfortu 
failure 
ilers wide their 
profit data for both 
must of necessity al 
“horse and apples” 
However, to omit all references to 
dollar sales and profit changes—as 
between two given years—would elim 
inate an extra-dimensional basis of ap 
praising NARDA dealer performance 


against ot 


1UIS¢ of 


tudy 


result 


her economic criteria.) 


National Operating Ratios for 1952 
Vhe yperating cost 


tios reflecting the pert of all 
NARDA dealers partic in the 
52 survey are shown in Table 3 
ilong with comparable ratios for } 
luding 1946 
lable 1 pl vide " pecial cto 
plying to 
r exclusion of set 
nue from total sales and cost 


ind profit ra 
rmance 
ipatins 


] 
iCh » ANC 111¢ 


1 
merchnan 


mounted to I! f the combined 
t ital compa to 3.f in 195] 
4 in 1950, and 8.4 in 1949 
1952’s new high share for servicc 
Continued on Page 98 
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National Operating Cost and Profit Ratios, 1952-1946 


Line 


ee ce ees eee Been 
2. Cost of Goods Sold** ae 
3. Gross Margin (Line 1 minus Line 2) . 
4. Total Operating Costs (A Thru B) 

A. Administrative ... 


item 


(1) Owners’ and/or Mgrs.’ Salaries. . 


(2) Office Salaries 
(3) Salesmen’'s Pay 


(4) Service Men's Wages & Expenses. 


(5) Vehicle Expense 


(6) Other Administrative Expense. . . . 


. Occupancy Expenses 
. Advertising Expense 
. Bad Debt Losses 
. All Other Expenses 


5. Net Operating Profit (Line 3 minus Line 4) 


* Includes revenue from service 


eee 


see eer eeee 


eevee eee een 


1952 1951 1950 

ees 100.0 100.0 100.0 
eek, 68.0 68.8 69.2 
ere 32.0 .3t.2- 308 
re 288 283 248 
eh 20.6 204 169 
3.6 4.1 3.6 

pane 2.1 1.6 1.5 
rene 5.7 5.6 4.8 
5.1 5.7 4.5 

yam 2.4 1.8 1.4 
1.7 1.6 1,1 

wack 2.5 2.5 2.6 
ixus 2.6 2.7 2.2 
cota 0.2 0.1 0.3 
chi 2.9 2.6 2.8 
3.2 2.9 6.0 


**—Includes cost of service parts and supplies 


NS—Not segregated in 1947 and 1946 


survey schedules 


1949 1948 
100.0 100.0 
67.2 687 
32.8 31.2 
27.6 26.7 
19.1 18.6 
ee 
20 18 
Soe f 
47 47 
i 1 
) ae 
26 28 
3° 4a 
02 6.2 
32 2s 
$2 46 


Gross Margin After Exclusion Of Service Elements 


Item 


Net Sales (Mdse, Only)............ 
Cost of Goods Sold (Mdse. Only)... .. 
Gross Margin on Mdse,. Only........ 
Gross Margin Before Exclusion 

of Service (from Table 3)......... 


1952 1951 
o.oo 100.0 
aay 69.8 70.3 
me 30.2 29.7 
‘ks 32.0 31.2 


Special Analysis Of Expense Detail 


Total Personnel, Operating Exp. & Losses 


Personnel Expense 
Owners and/or Mgrs. Salaries 
Olfide SONGS cock. 
Salesmen's Pay ............. 
Service Men's Wages & Expenses 
Delivery Men's & Warehouse Men’ 


Employer's Share Social Security & Unemployment Coimpanenlen 


Operating Expense ............ 
Ligt EP ache acc chose 
Janitor Service 
ROWE i Fak Res cba ne se 
Property taxes, etc. on real estate 
Vehicle Maintenance 
Ct Mee fe a enen eee 
Office Supplies 2 6 kik ees 
Credit & Trade Information 
Collection Costs 


eee eee eee eee 


“eee eevee 


ee ee 


ee ewer ee wees 


Miscellaneous Administrative Expense 


Taxes (except on property)... .. 
All other expenses 
Og Be ee a, Sp Me ar 
Building Depreciation 
Vehicle Depreciation ......... 
Shop Eovipment Depreciation 
Trade-In Losses 
Bad Debt Losses 
Interest 


eee eee ew ee 


ee | 


1953 


ere eee ne 


“+. 


eevee ewrevreaeve 


Ce ee or ae 


| 
+e eee 
ee ee | 


“eee een eee eee ere eee eee 


s Wages... is se08s ie 


eee eee 
ee ee 
| 


“eee wee 


ee a ed 
a ee ae ae ee ee 


ee ee 2 


ee 


ee 


ee 


ee ee ee 


ee 


ee a 


ee 


ee ee 


ee ee 


ee ee 


re 


0 9 bre 8 8 6 Re CA e.6 88 0/0 4:42 % 


1950 


100.0 
69.7 
30.3 


30.8 


1949 


100.0 
68.8 
31.2 


32.8 


1947 
100.00 
67.0 
33.0 
26.2 
18.2 
NS 
NS 
4.8 
4.1 
NS 
NS 
3.0 
2.1 
0.2 
2.7 


6.8 


1946 


100.0 
66.1 
33.9 
25.4 
18.0 

NS 
NS 
4.8 
3.3 
NS 
NS 
3.7 
19 


1.8 
8.5 


1948 


100.0 
70.2 
29.8 


1947 


100.0 
67.8 
32.2 


31.3 33.0 


% Of 
Total Expense 

100.0 

61.6 

12.3 

6.2 

20.0 

17.8 

4.1 

1.2 


31.8 
1.5 
0.37 
47 
1.3 
3.0 
9.1 
1.2 
0.2 
0.03 
4.2 
2.1 
4.1 
6.6 
0.7 
1.3 
0.7 
2.1 
0.8 
1.¢ 
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A TELEPHONE INQUIRY on First National Appliances’ advertised 


ifter of free trial on a refrigerator is taken by co-owner Sandberg 


AT appointment made by Sandberg 


REFRIGERATORS == 


ON FREE TRIAL 


Often praised, but seldom used, the free home trial! produced 


310 refrigerator sales last year for Boston’s Sam Sandberg 


and this year his perfected system, supported in all his advertising, 


will move 350-400 units for his First National Appliances, Inc 


NELLING refrigerators in highly 
S competitive Boston, with — its 
u $00,000-plus population ind a 
dense surrounding trade area, is quite 
these days—especially for 
But Sam (Sandy) 
First National 
1024A_ Beacon 


believes he has an 


1 scramble 
the smaller dealer 
Sandberg 
Appliances, Inc., at 
St., Brookline, 
answel 

What's more, he has the proof. He 
than refrigera 
tors in a previous position with an 
other firm in slightly more than two 
years at a gross dollar volume exceed 
ing $160,000, and he’s well on the way 
to selling another 350-400 this vear, as 
a dealer on his own 

Kev to Sandberg’s system, which al 


co-owner of 


moved more 500 new 
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ready has won him prize vacations in 
Bermuda and Cuba during the past 
two winters, is a carefully planned and 
executed free home demonstration sys 
tem. By what 
mounts service, he has 


giving the customer 
to armchair 
built up a large following that brings 
in many additional appliance sales, 
ind which also helps him lick the dis 
count problem 

For many years, Sandberg has been 
convinced that the to sell a 
refrigerator is right in the customer’s 
About ago, he de 
cided to go all out on the idea that 
would bring him right into the home 
the 10-day free trial. 

Sandberg, who was then sales man 
wer for International Sales, Inc., of 


best way 


home two vears 


home 


Boston, bought space in Boston daili¢ 
ind regular one-minute spots on the 
larger radio stations. All ads stressed 
the home service angle—a 10-day fre« 
home trial without obligation. The 
customer was encouraged to phone for 
an “appointment” at his home rather 
than take the time or troublk 
in personally 


to come 


Initial Response Good 


“The response, right from the be 
rinning, surprising,” says Sand- 
berg. “We offered to go anywhere at 
any time and Sundays, in 
particular. We received calls from all 
over Boston and as far away as Wor- 
cester, Springfield and even from Man- 
chester, N. H.” 


Was 


evenings 
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present refrigerator, compare 
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salesman Dick Mandell ex 
it with new model 


Once inside the prospect’s home, 
Sandberg concentrated on giving com 
plete information so that the customer 
merely had to select a model, then 
settle back and await delivery in three 
to four day lhe entire deal was cat 
ried out without the customer leaving 


his armchair 


180 Units the First Year 


SO succe sful Was the idea that m 
1951, the first vear of the home ser 
ice, Sandberg sold 180 refrigerators via 


the method. That winter he went to 
Bermuda as guest of International Ha 
vester Co. for selling most refrigera 
tors in the district. In 1952, Sandberg 
upped his record to 310 sak In ad 
dition to the added revenue, he en 
joved two wecks in Cuba. Again, IH 
picked up the tabs 
This year, in his 
Sandberg has worked 
system into smooth precision 


busines 

trial 
As he 
st all sales follow the 


own 
his home 


describes it, alm 
identical outline 

First National uses four Boston 
newspapers, four radio stations Ads 
ire run on Sundays and Tuesday after 
often on Thursdays and Fri 
Most radio placed 


noons, 


days. spots are 


on Sundays when the family is at 
home. 

Each newspaper ad features one 
model refrigerator, usually a push 
button defrost, and lists the exact 
price. Generally, a free dinnerware 


service for eight is offered with each 
purchase. The ad stresses the 10-day 
home trial, urges the reader to call at 
any time. 
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oon 


A SALES CONTRACT is written 


mode he want She 





Sandberg and Dick Mandell try to 
make as many appointments as they 
in for Sunday, their most productive 


da hull percent of their sale 


come on weekday « Mn ¢ 
ind Mandell try to average five calls 
h on Sunda 
Once inside the prospects home, 
sand x first asks the paper in W hich 
they saw his ad hi help him keep 
} | 


tive ad mediums for 
each part ular area. Next step is to 
with the family 

over their old refrigerator 
ibout the 
family, 


i check on efi 


get acquainted 
looking 


while 
He 


tions members and 


1 
aSh que 


ges of the then recommends 





the size refrigerator he feels is needed 

“T never recommend a bigger box 
than called for,” h 1\ “On the 
ther hand, I trv to make sure the box 
is big enough for all their need It 
pavs to be very careful about this in 


terms of 


ind it 


later 
ould mean a r 
if I guessed wrong 


customer itistaction 


turn right awa\ 


No obligation To Prospect 


Sandberg UI the customer 
there’s no obligation right from th 
tart I tell them we'll return their 
Id refrigerator (we insist on taking 
the old one ut when we install the 


new on mediately at the end of 
the 10 da f they're not happy 

On he determine the ize, Sand 
berg maneuve! the ustomer back 
ito the living room where he draw 
ut h italogue and other literature, 
hows the various models, describes 


their features in detail. When talking 
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will have use 
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as prospect agrees to the home trial and 


of new unit for 10 day 


period 


th 
old 


tipulates 
for the 


exact 
refrig 


Contract on Every Call 


After the the 
trial, Sandberg asks for credit informa 
tion, works out financing details. “It 
the par o much the better,” he 

1 Usually, they want to finance it 
o it’s a matter of arranging a payment 
plan that suits their budget. Since 
everything is set up for the customer's 
convenience, we work out the whol 
thing in his home.’ 

Sandberg brings 
¢ ill. 


point 


ustomer agre to 


cash, 


1 contract on every 
He explains the terms carefully, 
out that the customer has the 
choice of keeping the new refrigerator 
it the end of 10 days or having the old 
ne returned at no charge Then he 
fills out down payment and monthly 


harge figures 


in the blank spaces pro 
vided while the looks 


When he leaves, signed contract 
rests in his pocket. 


customer 


the 


on 


Back at the office next day Sandberg 
hecks credit information. If ap 
proved, he arranges delivery of the new 
refrigerator, has the old one picked up 
it the same time. This, he feels, 


the customer entirely 
old model 

installed, 
ind 


crye to divorce 
from the 
The new 
doesn’t sit back 
After a 
isks how 


box Sandberg 
result 


phon 


await 
ouple of 
they like the refrigerator, r¢ 
emphasizes the frec guarantee 
ind other features, repeats the offer 
of free dishes at the end of the 10 day 
Continued on Page 102 


days he 
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SALESMAN makes sure that customer knows how to operate new unit 
bo 


NEW REFRIGERATOR is celivered shortly after deal i 


are used regularly, trained to 


x 


i 
i 
i 
\f 
I 





removed and held in 


s closed. Same me 


impre customer with efficiency and court 


Old 


storage until sale is final or trial is over 
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ONCE THE DRYER SALE is made, and the customer begins 
to appreciate the joys of automaticity, Canton starts after 
the washer sale with personalized direct mail. 





WASHER SALE is clinched when Weaver takes the custo- 


DRYERS COME FIRST in the sales efforts of Canton Hardware. Here salesman Weaver tells a non-washer- 
mer to his own home to show her the washer in actual use. 


owning housewife that the first and the most necessary appliance for her to consider owning is a dryer 


They Sell the DRYER First 


Canton Hardware, Canton, Ohio, finds it just as easy—or easier—to sell dryers By FRANK A. MUTH 


as automatic washers, and, in fact, lets dryers pave the way to washer sales 
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WASHER or dryer prospects are obtained frequently by blind ads for old washers. 
Salesmen attempt to sell up such prospects to idea of new model in the home 


HEN the Canton Hardware 
Company, 11 Fourth St., 
Canton, Ohio, sums up the 
method by which they sell laundry 
equipment, they tell you they start by 
selling what the housewife wants most 
dryers. 

“Most women don’t want damp 
clothes in the basement,” Frances 
Greth, advertising manager, points 
out. “They don’t like to have wet 
clothes swish around as they walk 
in the basement. If a woman is home 
ill day, she wants a dryer most. She 
would rather have this than an auto- 
matic washer, but the working house 
wife would prefer the washer to save 
time when doing her laundry 

“We know that many women have 
a good conventional washer,” Greth 
continues, “so when we took on the 
Westinghouse automatic laundry 
equipment line in June, 1950, we 
started off with dryers. With a two 
week sale promotion, we sold 22 dry 
ers. It didn’t take much pushing, in 
fact, we only ran three 2 x 11 ads. 
[hat convinced us that the dryer is 
needed.” 


Ads on Monday 


Many dealers are pushing washers 
and dryers on the main advertising 
newspaper days—Friday or Sunday. 
Canton Hardware works the other way. 
They do no advertising for washers or 
dryers on those days. They put their 
newspaper space and radio spots on 
the dav that the housewife is washing, 
Monday. In the evening when the 
husband home, they have a 
radio spot for him. Sometimes like 
“Hey, was that poor little wife tired 
and bedraggled when you got home 
tonight, was she worn out from wash- 
ing and drying her clothes, etc.” 

“The housewife gets the pitch right 
after breakfast (on Monday) just be- 


comes 
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fore she starts the washing,” Greth 
explains. “Then another radio spot 
comes on about 10 a.m. when she is 
starting to hang up the clothes.” 

“We've been told that most sta- 
tistics show that a dealer should be 
selling twice as many washers as dry- 
ers,” Otho Morgan, retail store man- 
ager, points out. “We have sold more 
dryers in most years, but we’ve come 
up a lot on the automatic washer vol- 
ume. Actually, we sell the dryer first, 
then go back to the prospect and sell 
them a washer. In 1950 we sold 77 
dryers and 34 automatic washers, but 
that was for only part of the year. 
In 1951 we sold 82 dryers to 53 wash- 
ers; and 58 to 66 in 1952. Many peo- 
ple that have bought a conventional 
washer very recently bought it because 
they didn’t feel they could operate the 
mechanical washers. After we sold 
them a dryer and they found it was 
easy, they bought a new automatic 
washer.” 


Sales Start With Delivery 


Canton Hardware salesmen. start 
off the washer story as soon as the 
dryer is delivered. ‘They go out the 
first week to see if the customer likes 
the operation of her dryer and see if 
maybe she has some leads from friends 
that have seen it. Within a short 
time, or maybe by the time the pay- 
ments are about up on the dryer, 
the salesman comes out again, to start 
pitching for a washer. Salesmen also 
use a personalized form of direct mail 

they write a personal letter to each 
prospect enclosing a piece of litera- 
ture. 

“There is more response to the let- 
ters we write personally,” says Law- 
rence Blystone, sales manager, “than 
from hundreds of mimeographed let- 
ters. I send out from 25 to 40 a week. 
In fact, each man has a day on the 
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hat 





ADVERTISING at Canton Hardware, as prepared by ad manager Frances Greth and 
retail store manager Otho Morgan, pushes the dryer on Mondays-—wash day. 


floor, and he gets all the leads that 
come in that day. When he isn't 
busy, he is writing letters to prospects. 
We never give up a prospect even 
after she has bought from a competi 
tor, because she can always buy her 
next unit from you. ‘These personal 
letters will go a lot further than other 
forms of contact. ‘They help to build 
a friendly relationship between sales 
man and prospect.” 

Canton Hardware doesn’t get all 
dryer leads just from what their ads 
bring or from walk-in traffic. ‘The 
salesmen, when they have no other 
source of leads, look back through the 
customers of 10 or 15 years ago. ‘Their 
old washer could be replaced, or they 
might be interested in a dryer. ‘The 
firm thinks that the dryer is the best 
way to break the ground. From that 
sale, they can easily sell a washer. 
hey had been selling laundry equip 
ment before they took on the West 
inghouse line in 1950, but not auto 
matic washers. They still sell quite 
a few wringer washers. 

The sales force always checks the 
New Neighbors’ League for the new- 
comers to the community. “Although 
many people that come here have ap- 
pliances they bought elsewhere,” Bly- 
stone points out, “they can always 
buy another unit. We might start off 
with a refrigerator. About 75 percent 
of our callbacks on refrigerators and 
ranges have resulted in sales for the 
dryer. 


‘Blind Ads’ Get Prospects 


“One of the best methods of at- 
tracting a prospect is the ‘blind ad’, 
Blystone continues. “We may run an 
ad for an old washer at a low price of 
about $20 or $25 in the classified list- 
ing. ‘Then when a prospect calls up 
we either bring her down to the store 
or to our home. But we always point 


out some new units. Where we may 
get from 15 to 20 prospects a year in 
the New Neighbor list, we get many 
more prospects from our ‘blind ads.’ 
It works wonders for laundry equip 
ment, We run the ads on an average 
of about once a month.” 

Canton contractors or builders do 
not sell electrical appliances as they 
do in many cities. Each time a Can- 
ton builder puts up a model home, the 
Canton Hardware Co, puts in a dryer 
so the new homeowner can see how 
nice it would fit into the home. A 
sign, “Courtesy of Canton Hardware” 
is all that is used to make the pitch. 
The one day a week newspaper adver 
tising or radio spots do the rest. 

“Many dealers will say that the 
dryer is seasonal,” says Morgan. “But 
it isn’t, or shouldn’t be. Every day 
somebody gets married. More women 
prefer the dryer than the washer. 
Brides are no exception. Every week 
she has to dry clothes. In this part 
of the country, as in many places, 
there are too many days when it rains, 
the temperature is below freezing, etc. 
She needs a dryer as much as a washer, 
and the sales resistance is lower. In 
fact, there are more dryer prospects 
than washer prospects. We find that 
the dryer is easy to sell, because it is 
easy to push in advertising. A new 
mother, or any mother, with all the 
baby clothes to contend with needs a 
dryer, These things when pushed right 
can make you sales. 

“We have good traffic here at the 
store,” Morgan continues. “There is a 
good supermarket next door, and many 
people pass here every day. We had a 
window display for dryers recently that 
got very good attention. We used 
black light, and had colored clothes 
tossing around in the dryer. It made a 
strong impression. To sell, you must 
make a strong impression. End 
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¥ Four Promotions You Can Use... 


Dalton’s of Baton Rouge, La., 
gets its customers to ask for 
call-backs by sending them 
cards which are good for 
prizes if a salesman picks 


them up 


7 


SALESMEN at Dalton’s department store, Baton Rouge, were told by manager del Ri 


jet postcards and would then ask salesmen to come p up the cards 
OWN in Baton Rouge, Dal 

1) ton’s, one of Louisiana’s king 

size department stores, did a 

whopping business in appliances last 


i. The company’s | ks show that 


1 total of 2,774 major units wer 
moved in 1952 and that ompara 
tively, sales are even better this veat 
wD ) ) ] 
Rov R. del Rio, manager of the 
ipphance department redits a con 


tinuou which was 
with most of 


lling appli 


promotional idea 
instituted two vears age 


thie compan\ Ssuicc’ in 


for Extra Sales — 


buyer of a major appliance 


WCC 


Post Card Starts Promotion 
Del Rio's 


mple post card which is 


promotional plan is a 
sent to every 
The card 


reads: “Dalton’s wishes to congratu 
late vou for your good judgment in pur 
chasing a from us. We are 
ure you will enjov using it for vears 


If you will call our salesman 


come by and pick up 


ll be eligible for a fine 


to come 
md hav him 


this card, you wi 


prize 

hese prizes are awarded at the end 
of every month through the drawing 
method. Housewives around Baton 
Rouge have come to know that the 
prizes are indeed worth while and 
highly desirable. ‘They range from a 


t 
full set of pot 


; 


ind pans for the kitchen 
» complete cannister sets. According 


to del Ri 
] 


ipproximately $5 to $10 


, the cost of the prizes ar 


it wholesale 


Ihe buver is not eligible for the 
prize unless she calls the salesman to 
pick up her card,” explains del Rio. 


This has proved to b 


the perfect 
salesmen to call 
if he 


call 





mswer to getting our 
back on the 
doesn’t, she 


EXTRA SALES result from call back visits of salesmen to customer’s homes where customer be 


they have an opportunity to see just what appliances are lacking 


1USC 


he 


will call him 
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A 





that all customers would 
back, of course, frequently results i 


the extra sale.’ 
In addition to forcing th 


to il] back, del Rio’s card 


salesman 
ind prize 


plan accomplishes six other desirabl 
goals: (1) It encourages t! ustomer 
to welcome. the ilesman back; (2 
the salesman can be assured that thi 
ustomer understands lhe ipphiance 
utting down on service calls; (3) he 
can check the installation and opel 
ition of the appliance; (4 gets new 
prospects from the user 5) he can 
nvite the neighbors in to the appli 
ince operate, and (6) he can make the 
user a steady customer. 

“Right after we instituted the card 


iles be rag 


ind prize plan, we noticed 


: declare 


parti u 


to increase through its use, 
del Rio. “The 
larly noticeable in automatic washer 

Last vear we sold 597 automatics and 
66 conventional washers. We are con 
vinced that many of these sales « 
through the I 


mCrease Was 


1111 


S ile sman’s ( il] bac K das he 


was aftorded an opportunit to s 
how housewives did their washing and 
was able to convince them of the tim«¢ 
ind money saving feature f the au 
tomatic washer.’ 

Del Rio’s conviction gets support 


yf hi 


involve trade-ins 


from the fact that 80 percent 
washer transactions 
three-quarters of which are wringer 
washers. 

The card and prize plan occurred 
to del Rio while studving some 
method to get his salesmen to make 
the call-back. The success of the plan 
made it a permanent part of the 
firm’s selling program and it has been 
in use ever since. His 11 salesmen are 
all enthusiastic about it and credit it 
with a major part of their sales 
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* Four Promotions 





PERSONAL 


more 


Appearance was 
clinine t 


+ 


the magnet that drew thousands of women to Ern West 
1ged in Birmingham te 


help introduce a new fo 


d freezer plan 


You Can Wse... 








MAKEUP expert Westmore, 
while by attracting 300 women daily 


Beauty Clinic Sells Freezers 


It cost a Birmingham distributor and three dealers $8,000 to put on a 


whose 


show came 





high, made it worth sponsor's 


freezer promotion featuring a Hollywood makeup expert, but it sold a total 


250 freezers in the first month 


ently involved a 


NI f the most soldily success 
f pay-off promotions staged 


f 1 r plan, a beauty show, three 
tail distributor and an $8,000 
iwestment 
When Clark & Jone Amana dis 

tributors for the state, brought the 
Amana frozen food plan to Birming 
lam, the were one or two other 
ylans already in operation and_ the 


firm felt that something pretty special 


hould be done to introduce their’s. 
Che distributor called in three of hi 
top dealers to talk over the matter 

Representatives from Consolidated 
\pphian ( Magic Citv Gas & \ppli 
mce Co., and Camp Alliance Co., 
knew that the plan had been highly 
uccessful in other citi All appar 
ntly that was needed was a kick-off 
vhich would get the housewives of the 
itv interested 


We figured that the average hous¢ 
wire, even a 
¢ ted in her 
11 Hap 


vou and J, is more inter 
elf than anything else,” 


Vaughan, sales manager 
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for Clark & Jones. ““There was avail 
ible a packaged ‘beauty show’ starring 
Em Westmore, the Hollywood beauty 
expert, in which Westmore 
beauty tips, made over hair coiffures 


ind demonstrated how 


gave out 


women could 
improve themselves. ‘The 
wailable all nght, but 


show was 


there was a 


healthy price tag on it.’ 
The distributor and the three deal 
ers decided to gamble on it. ‘They 


knew they would have to go into the 
promotion LOO percent if it were to 
pay off. That meant that not only 
would the Westmore show have to be 
taged before hundreds of women in 
person, but also it would have to be 
televised for others in 


+ 


thousands of 
he area 

[he total cost was figured at $8,000 
for 16 days, the time the distributor 
estimated would be needed to put over 
the plan successfully. The dealers 
greed to put up $4,000 and the dis- 
tributor a similar sum. To guarantee 
in audience, the distributor called on 


the Federated Womens Club of Birm- 
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180 


compo ed of 
tions in the city. 

His proposition was that the clubs 
would sell tickets to the event for 
$4.95. For this amount, the ticket 
buyer guaranteed a one-hour 
with Westmore giving out 
secrets and a one-hour tele 
show with all sorts of beauty 
transformations, hair-dos, personal ad 
vice and even door prizes. For selling 
the tickets, the women’s groups were 
to get 50 cents a head for attendance 
it the show. The rest of the ticket fee 
defraved the cost of the luncheon and 
pace rental 

[he Westmore show, packaged by 
Hallmark and ordinarily designed to 
push a different type of product, 
proved to be a sensational introduction 
for the Amana food plan. The plan 
was plugged at intervals during both 
the luncheon and the TV show. West- 
more himself worked with the TV an 
nouncers and the demonstrators in 
urging his listeners to call the dealers 
for further information on the plan. 


ingham, organiza 


was 
luncheon 
his beauty 
vision 


During the course of the three-week 
show, which packed in about 300 
women every day and which reached 
untold thousands via TV, the three 
retailers sold a total of 192 Amana 
food freezers. In the week following 
the show, 58 more freezers were sold 
and the distributor reports sales are 
still continuing. 

“We were just as amazed as the 
dealers at the success of the show,” 
declared Vaughan. “Why, at the end 
of the first four days, they had said 
about 50 freezers, almost enough to 
return them their original investment 
in the promotion. It proved we had 
been entirely right in guessing that a 
beauty show would be the most effec- 
tive Wwa\ to reach the housewife and 
introduce Amana’s food freezer plan 

Ihe three retailers all reported a 
heavy influx of telephone calls after 
telecast and estimated that the 
which advertised nothing other 
than the Amana plan, was directly re 
sponsible for increasing the sale of 
freezers more than 100 percent 


every 


show, 
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* Four Promotions You Can Use... 
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BY OFFERING short-wave radio prospects a free globe 


—  AGlobe 
With Every Radic 


The W. C. Teas Co., Chattanooga, Tennessee, 





offered shortwave radio buyers a world globe 
on which to locate distant stations — and the 


sale of sets doubled 
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with every purchase, 


sales manager Howard Sietz (right) of W. C. Teas Co. has doubled set sales 


HAT “free gift’ can be inex 
pensive and still help to increas« 
sales considerably. It all depends 


on how timely and ippropriate the 


give-away item is. Howard W Sietz, 
iles manager for the W. C. ‘Teas Cx 
of Chattanooga, ‘Tenn., proved this 
when he staged a highly successful 
promotion on short-wave radios 


Ihe gimmick which Sietz used wa 
1 simple globe map of the world, th 
kind which can be purchased at whol 
sale for approximately $1.50 Uh 
idea, savs Sietz, was to offer the glob 
to short-wave 
could tell exactly the pomt on. the 
map to which they were li 

“We believed the offer would have 
ome appeal to prospective buyers b« 
cause of its appropriateness,” say 
Sietz, “but we had no idea it would 
work out as successfully as it did. ‘The 
promotion lasted one month and we 
parked it every day with ads in the 
local newspapers. The result was that 
ve sold 75 Hallicrafter short-wave ra 
dio sets, an increase of more than 50 
normal sale 
I'he ads run by the 


radio buvers sO the 


tening 


percent over 
leas Co., sug 
gested to the reader that the globe, 
when placed next to the short-wave 
set, would add interest and enlighten 
ment 
used in combination with it to reveal 
instantly the spot on the map from 
which the broadcast originated. The 
globe map was suitable for the library, 
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to the broadcast and could be 


den or living room and was given free 
to every purchaser of a short-wave set, 
regardless of size or cost. 

“It was just the right combination,” 
declares Sietz. ‘““Uhere’s something 
ibout a globe map that appeals to 
almost everybody, and the tie-in with 
short-wave radio proved to be a natu 
ral.” 

[he promotion idea actually origi 
nated with Modern Distributors, Inc., 
the Hallicrafter Chat 
tanooga iler had noticed 
short-wave re 
ception in the Chattanooga area, prob 
ibly the result of increased world ten 
ion, Armed l’orces Radio broadcasts, 
ind better reception. The sale of 
$39.50 sets, particularly, had been on 
the upgrade for several months. 

Modern Distributors knew _ that 
Sietz, a former radar and electronics 
man and veteran appliance salesman, 
could put over the promotion if any 


distributor in 
his whole 


1 growing interest in 


body could. ‘The distributor agreed 
to furnish the globe maps and share 
idvertising costs Ihe Teas Co., 


already had a good record in 
short-wave set sales immediately took 
the distributors up on the offer and 
launched its campaign at once 

“The globes not only spurred sales 
of $39.50 sets but we also sold many 
$69.95. $124.95 and 
‘and most of the 
every-day buy- 


special groups.” 


which 


sets priced at 
$149.95,” says Sietz, 
sales were 
ers, not students c1 


to ordinary, 
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* Four Promotions You Can Use... 


OLD CUSTOMERS of Lem Bryant (right) were offered a one percent discount for every year 
they had been dealing with the firm as part of the company’s 25th anniversary celebration 














SALES jumped 40 percent as a result of the offer, additional! sales 
were created, and Bryant built lasting good will 


Discounts as a Sales Tool 


The Bryant Electric Co., Homewood, Ala., built good will and extra sales by offering old 


customers one percent discount for every year they had been dealing with the company 


THEN the Bryant Electric Co.., 
W f Homewood, Ala., re iched 
ts twenty-fifth business year, 

ids felt that some kind 
was in order. Lem Bry- 
firm, decided to let 


hi istomers in on the celebration 


with a promotional idea which helped 
oth them and himself 

Bryant idea excluded his sales 
men—they were to keep plugging for 
ew busin but Mrs. Lula Grace, 
t firm’s home economist, went back 
into th ympany’s files and dug out 
the names of customers who had been 
on the books for from 15 to 25 years 


Ihe names were checked against the 
city and telephone directories and the 


firm’s mailing list, and the list 


was 
brought up to date as closely as 
possible 

' Brvant then sent out a personal 
letter to each of these “old timer” 
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he called them, thank 
ing them for their patronage over the 
years and offering them an “‘apprecia 
tion gift.” This gift was a discount 
of one percent for every year they 
had been trading with him, on any 
ippliance they might have under con 


customers, as 


sideration for purchase. In other 
words, if the customer had been a 
Bryant buyer back in 1928, he wa 


offered 25 percent discount; if he had 
been a buyer in 1938, he was entitled 
to 15 percent discount 

“From the list compiled by Mrs 
Grace, we worked up what we called 
1 ‘Golden Book’, containing the names 


of customers who had traded with 
us for from 15 to 25 years,’’ says 
Bryant. “Anybody in the book was 


entitled to a discount for the number 
of years he had been one of our cu 
tomers. It did not matter whether 
he had bought 10 cents worth or 


1953 


$1,000 worth he had been 
a customer.” 

The only exception which Bryant 
made was in television, since his mar 
gins would not permit the discount 
in this field. But on all other appli 
ances, Bryant extended his “appre 
ciation gift” offer for one year. ‘The 
letter was followed up by telephone 
calls and by personal visits of Mrs 


Grace 


as long as 


offer was that 
a sharp 40 per 
cent among our old customers,” recalls 
Bryant. “Scores of persons came in 
who were not on the ‘Golden Book’ 
list and claimed to be old customers 
entitled to the discount. If they could 
produce a sales ticket or receipt for a 
purchase within the prescribed dates, 
we counted them in on the offer. 
“We did not regard this ‘apprecia- 
tion offer’ as a price-cutting deal as 


“The result of our 
we increased business 


we have never indulged in price-cut 
ting. But we felt strongly that when 
an appliance dealer has been in busi- 
ness for 25 vears, his older customers 
who have stuck by him and helped 
him build his business were entitled 
to some special consideration. No cus 
tomer who had been with us under 15 
years received the special offer.”’ 

(‘he discount offer resulted in sev 
eral multiple sales which otherwise 
would have been for single units, ac 
cording to Bryant. One of the oldest 
customers not only bought approxi 
mately $1,500 worth of new electrical 
appliances but also wrote Bryant a 
letter of appreciation for being singled 
out as an “old timer’. 

Bryant did not advertise the promo- 
tion, depending solely upon the orig 
inal letter, telephone calls and the 
follow-up calls by Mrs. Grace to ex- 
tend the offer. End 
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vision owners John Miklia and Robert Bazzy when they in yugurated the pr 


Under a plan which allows the customer 12 
months to pay but gives the dealer his money 
in three days, Zephyr Television Co. of Detroit 
is getting more customers and in addition 


more extensive repair jobs. 
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WINDOW STREAMER adverti ing time-payment plan for television service was put up 





company’s 


HE two partners at Zephyr 
Pelevision Company, 11744 
Woodward Avenue, Detroit, 


Michigan, believe that consumer credit 
is just as important im service as mm 
iles 

As in any business, if you oper 
ite strictly on a cash basis, you'll 
either (1) spend your time waiting 
until prospects get money and come 
in and pick up merchandise, or, (2), 
you won’t get any business at all,” 
says Bob Bazzy, partner of Zephyr. 

Most TV owners have learned that 
service is not a nickel or dine prop 
osition,” Bazzy adds. “It takes more 
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WHEN A CALL comes in to Zephyr TV for 


records are checked to determine 


WITH CREDIT approved by the B. J. Fitzner 


late in 1952 distributor 


actual 
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Ss weal i au emit 


How The Time 





2 Hytron 


t repairs are made. Prog result 


TV Service on Credit 


than a $5 bill to cover parts and the 
service call. There are some guys in 
Detroit advertising service calls for 
$1.95. But the majority of people 
ire prepared to pay the standard $5 
fee of the Michigan Television Serv 
ice Association. 

“However, many people still ar 
not aware how expensive most job 
ire,” he continues. ““The salesman in 
the appliance store can’t expect ser 
icemen to be Houdinis. When the 
salesman can’t get the prospect to pa‘ 
cash for his TV set, how can we be 
expected to get big service charges 
paid in cash? 
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Payment Plan Works 





IF REPAIRS needed are so serious as to require shop work the serviceman explains 


to home owner that Zephyr 


RRR eae | i A 


Ek r 
sina Li 
a i 
halaledas om 
” 


24 





io! R pair 


up t late workshop 


What happen? Well, many 
rv ¢ try to get vou to tell them 
just what wrong with their set and 
how it 1 be fixed. Then they bu 
the parts from some cutthroat and 
they t to repair it themselves, and 

the job. It is impossible for u 
to extend the credit that customer 
nay need because we’re short on cash 
too 

Zephvr found the answer to their 
problems last fall when -the Hytron 
K.asvy Budget Plan was initiated. They 
took on the plan in late September 
By N nber, thev had an outstand 

| of rar due to the pro 

n. With their record of 100 major 
epal contracted with the budget 
plan, Zephyr led all other dealers in 
Detroit. The nearest competitor had 
mnly 22 jobs 

The CBS-Hytron Plan provides 
lealer vith read ish for credit re 
pair work. Dealers like Zephvr believe 
th plan ffers le i] resistan to 
higher t jobs. Manv customers will 
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has a credit 


are made in 
facilitie 
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plan, estimates the probable cost 


{ 


get their set fully repaired, not merely 
put in just-working order. Or, as the 
ase may be for other T'V 
owners, no repairs until they can dig 
up the money. 


some 


Easy for Low Income Group 


Zephyr has a good repair market in 
Detroit. Many TV owners have had 
sets for three or four years. Many set 
now need picture tubes and consider 
ible expense is involved when some 
trouble develops. 

“Many calls run about $75 when a 
tube is needed,” says John Miklia, co 
owner. “Getting that job would bi 
hard without a credit plan. Many of 
our Customers are in the lower income 
brackets and with a credit plan we are 
in a better position to serve them 

“The Hytron credit program offer 
i) number of advantages which giv 
us more business, such as 

1. Immediate 

2. Less sales resistance 

3. Ready cash for our work instead 


r¢ pairs 
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DELIVERY of the repaired set is 





AFTER SHOP ANALYSIS of trouble the set owner is informed of cost of repairs 


and given a chance to ask for credit 


necessary 


of tying up funds into accounts r 
ceivable. 

+. Gives shopm n more work (since 
most picture tube replacements, other 


extensive jobs require shopwork). 


5. Larger repair jobs (on a cash 
basis, many prefer minimum repairs 
on a set). 


6. More efficient operation becaus¢ 

of a steady pace of business 
Greater profits because our busi 

ness is both parts sales and _ service 
work. Credit programs mean 
parts are sold when needed. 

8. Better relationship with our cu 
tomers, 

9. More prospects who might not 
ill us at all if we did not have a credit 
plan. 


more 


‘We know that credit attracts 
people to our firm, and even when 
their credit is rejected, they often 


till will have the work done by raising 
ish some other wav,”’ Miklia adds 
“From my experience in the radio 

ervicing business,” Bazzy points out, 


made when the credit customer is 
delivery receipt and completion certificate which is 


Zephyr gets credit approval in 24 hours. 





home to sign the installation note, 


company records 

1 know that a radio set may not 
need over one service call a year. ‘The 
tolerance of the tubes in a T'V set is 
different \ tube that would have 


enough strength in a radio set, won't 
even ‘spark’ a T'V set. Thus, about 
four calls a year are needed for T'V’s. 
We figure every 10 calls we 
get is a shop job. That job, in many 
cases, is a credit prospect because the 
job will run anywhere from $25 to 
$75, and just about everybody doesn't 
have the cash for it.” 

When a Zephyr serviceman finds a 
job that needs shopwork, he doesn't 
charge the usual $5 fee. He takes the 
set to the shop, makes a diagnosis of 
what’s needed for a complete job. 
[hen the prospect is called and given 
he estimate and Zephyr learns 
whether the job will be cash or credit 
If it is a credit request, the statement 
of particulars is given over the phone 
to the B. J. Fitzner Company (distrib 
utor for CBS-Hytron). Within 24 

(Continued on page 104) 


one of 
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THEY GOT A BETTER LOCATION 





BEFORE, Old store on Lovejoy St. was small and hard to find, had no parking area AFTER. Big new store on Buffalo’s Main St 


is ina 





THEY GOT ROOM FOR MERCHANDISE 


BEFORE. Crowded quarters forced trade-in merchandise out in the yard AFTER. Three floors like this in new store tripled storage and display space 





THEY GOT AISLE SPACE 


BEFORE. Jammed-together appliances crowded aisles, hampered demonstrations AFTER. Wide aisles permit special displays, plenty of room to walk 
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NTIL November, 1952, Del 
| | gato’s Home Appliances oper- 

ated from an outdated, badly 
located store at 1146 Lovejoy St., But 
falo, N. Y., an address which, despite 
its shortcomings, returned a sales vol 
ume for the year of approximately 
$1,000,000. 

(his year owner Nick Delgato ex 
pects to gross close to $3,000,000— 
primarily because he has a new ad 
dress, 2704 Main St. ‘To explain the 
move, Delgato says, first, that at his 
old location he and his staff received 
thousands of telephone calls from cus 
tomers asking, ““How do I get to Love 
joy St.? I'm lost. I’ve been running 
around for hours and can’t find your 


store.” Main St., of course, is like 
Main St. anywhere else in America; 
it’s the street that everybody knows. 


His second reason was the need for 





more room. “I don’t like to sell ap 
pliances from a book,” he says. “Mer 
chandise should be seen and demon 
strated. At the old store | couldn't 
show enough models or enough lines. 
rhe new store tripled our floor space, 
giving us wider aisles, full-view dis 
plays and greater choice. We think 
we now have the greatest display of 
television and appliances that resi 
dents of this area have ever seen.” 

Better service facilities was the third 
reason for the move. At the new 
location room is available for a service 
department big enough to accommo 
date the tools and techniques for a 
complete service operation—a far cry 
from the little corner service shop in 
the old store. 

Parking facilities at the Lovejoy ad 
dress were almost non-existent. At 


this writing Delgato had bought some 


THEY GOT EYE APPEAL 


BEFORE. Dingy interior did nothing to glamorize merchandise displays. 





Delgato's Moved to Main Street 


property across from his new address 
and is razing the buildings to con- 
struct a parking lot for customers. 

Finally, Delgato claims that his new 
location, with its better storage and 
display facilities, will enable him to 
buy in carload lots and pass the sav 
ings along to customers, thus encour 
age more business. 

Despite all of these reasons for, and 
obvious advantages in a move, Delgato 
did not neglect to inform the public. 
He held his grand opening on a Sun- 
day, heralded it with a 20-page section 
in the Buffalo Courier-Express, and 
presented stars of the baseball and 
entertainment world. As a result, he 
attracted thousands of people and in 
one day sold several hundred appli- 
ances, putting him well on the way to 
the ultimate objective of his change of 
location—a gross of $3,000,000. End 


AFTER. Attractive displays now present TV sets in pleasant surroundings. 





THEY GOT A KITCHEN DISPLAY 


BEFORE. Kitchen corner was dark, crowded, prohibited demonstration 


1953 


AFTER. New kitchen display area permits live demonstrations of appliances 
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Small Appliance 


Party-Giver 


For an outlay of $70 or less, Paul Marien puts on 


demonstration parties for church groups in St. Paul, 


Minn., that return him as 


HEN Paul Marien, St. Paul 
WA septaace dealer, gives one of 
his “small appliance parties,” 
it means up to $1,200 in orders for his 
Marien Appliance Co 
Mr. Marien, who’s been holding 
these parties as often as once a week 
during the last three years, has found 
that his small appliance sales have in 
creased 20 percent during that time 
He credits the added business entirely 
to his social approach to the problem 
of selling small appliances 


Many Churches in Area 


His store at 1684 Grand Avenu 
several miles from the Loop, in a res! 
dential area dotted with churches. In 
developing the plan for his small ap 
pliance promotion, Marien took into 
consideration the character of the area 
in which he concentrates his sales 
effort 

“Modern appliances are part of efh 
cient housekeeping,” he says, “and it 
seemed to me that accurate and thor 
ough knowledge of the various appli 
ances should be of interest to women’s 
organizations since they study and dis 
cuss other aspects of homemaking at 
their meetings.” 

He contacted a few of the church 
organizations in the neighborhood 
and explained lis idea: He would set 
aside a day for each organization 
From 2 o'clock in the afternoon until 
9 p.m., he would have small appli 
ances on exhibit, with trained demon 
strators to explain how they operated, 
what they could do for the housewife 
in the way of saving time and labor 
and adding luxury touches to home 
making There would be no sales 
pressure; in fact, the whole idea was 
to get various groups of the com 
munitv together and show them a new 
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much as $1200 in sales 


lant on homemaking through the us 
of electrical appliances. Coffee and 
doughnuts would be served and ther 
would be door prize 5 


Slow Day for Parties 
Mr. Marien selected Wednesday a 


ippliance party day because, during 
wartime, stores in that shopping area 
had been closed on Wednesdays and 
the neighborhood had fallen out of 
the habit of shopping on that day. H« 
felt that the small amount of custom 
trafhe coming his way on Wednesda‘ 
uld easily be foregone in favor of hi 
new plan 
pt 
ince. Church-connected organization 


he idea gained immediate acc 


were glad to add this demonstration 


day to their calendar of events. “I 
was a little dubious about it the first 
time I went,” said one Ladies’ Aid 


member, “I thought it was going to 
be a high-pressure sales thing. But 
nobody asked me to buy anything and 
I really learned a lot. I talked about it 
» much at home that my husband 
went with me the next time and h« 
was so interested in the electric mixer 
that he bought me one for Christmas.’ 

“During 1952, the appliance part 
program hit a new peak,” Mr. Marien 
recalls. ““To satisfy the demand, we 
were having one a weck for several 
months. But we're limiting the num 
ber we have now to about one a 
month.” 


For Church Groups Only 


Mr, Marien works exclusively with 
church groups in planning for demon 
stration parties. “There are many 
ther organizations in the area, of 
course,” he says, “but by selecting one 
type of organization, I avoid duplica 

Continued on page 106) 









HE PLANS in advance with manufacturers’ representative (left) for the services 
»f any special demonstrators who may be needed to show a particular appliance 





HE WELCOMES personally every guest who enters the store during the 2 to 9 
p.m. hours of the party and registers them for one of the free door prizes 


HIS GUESTS get a chance to taste the dishes prepared in various types of 
small appliances which are being shown by manufacturers’ demonstrators 
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SMALL APPLIANCE PARTY... 


See w ad “ < ae - 





HE LETS the church groups do much of his advertising through announcements at their meetings and by the organization HIS STAFF sets up tables and arranges 
of committees which telephone members and urge their attendance at the party. These groups are glad to cooperate special displays on the morning of the party 





; 
ill." 


‘ 


Pd 
~. 


ow 5 
Pim mvreg ss 
- I a ae 


HIS DISPLAYS cet unhurried attention as the homemakers exchange HIS PARTY is a big success, may realize well over $1200 in eventual sales (at a cost to him 
r tcher 4s and ir joing build each other's enthusiasm f ie than $70) as hi slesmen follow up on registration cards signed by the guests 
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Why We Are 
Printing This Article 


The growth of price-cutting in appliance and radio-TV 
retailing has been one of the great post-war controversies, but 
in the last two years the furor has developed into something 
more than out-and-out condemnation. Now a question is 
being asked: Is the discount operation here to stay as an 
important segment of appliance retailing? 

The story of Sol Polk is the story of one man whose out- 
standing success is frequently attributed to a defiance of the 
principle of adherence to list price and he is both typical 
of and an example to many other proponents of the theory 
that volume is more important than profit. 

Polk himself has little to say about the inner workings of 
his business. He has not offered any statement of his mer- 
chandising philosophy. But Tom F’. Blackburn believes from 
an experience of over 23 years as ExLecrricaL MERCHAN- 
pisinc’s Chicago editor that Mr. Polk’s philosophy and busi- 
ness methods are an important guidepost to an understanding 
of the phenomenon of discount selling 

Therefore, he has, in a series of 29 interviews with persons 
both in and out of the Polk organization developed what he 
believes to be a fair description of these methods and this 
philosophy. When he completed his story he showed it to 
top executives of Polk Brothers and where they disagreed 
with his conclusions he has so indicated. But the article itself 
is the result of his own investigations and does not necessarily 


bear the approval of Mr. Polk 


—The Editors 


Sol Polk: Price Cutter or Pioneer ? 


By deliberately violating the principle of list price, he has built Polk Brothers into 
a better than $12-million-a-year Chicago dealership, and his methods, although 
both admired and condemned, are imitated—which makes them important 


LLINOIS, which gave Red Grang: 
I to football, has given Sol Polk to 

the appliance industry. And he 
is running just about as wild as the 
Galloping Ghost. 

Ihe big, genial looking Chicago 
dealer is estimated, conservatively, to 
have done $12 million at retail last 
year. A close friend thinks his volume 
was $14 million and his cost of opera 
tion $9 million. When you _ re 
member that his uncle, Max Green 
berg, staked him to $1,400 at the end 
of World War II, that’s going some 

Of course, the firm is named Polk 
Brothers (changed from Central Ap 
jliance Co.) and the brothers are 
Maurice, Sam, Harry and Dave, and 
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by Tom F. Blackburn 


i sister, Mrs. Goldie Bachman. It 
is a family firm, but everybody speaks 
of Sol Polk 

Sol lived upstairs until recently over 
one of the firm’s four stores, and for 
1 long time paid himself $50 a week 
He is not married and only recently 
bought a car, a Ford. He ascribes 
much of the trouble of other appli 
mece dealers to the fact that they draw 
too much money out of their busine 
He is reported by his associates to 
have the same curious ability of Na 
poleon I of falling asleep in an in 
stant, and waking refreshed a few 
minutes later. He holds sales meetings 
late at night, sometimes sings and 
dances to entertain his droopy sal 


The Philosophy of Cut Price 


So much kowtowing has been 


Or so society would have you believe. 


, debated this. He didn’t be 


A tape recording is a listening _ lieve it. He felt, as Rock Smith (for 
the boys on duty the next mer general manager of Deepfreeze) 
did when he said, “The God of th« 
Appliance industry is the production 
machine. Basically, the machine do 
generation has something not care who retails its merchandis¢ 
that local taboos consider most holy. It simply wants it taken away.” 
Today, one of the things considered 


: List Price Not Sacred 
the list price of an appli- 


who would tamper with it is consid with them what you please, without 
If he cuts it, he is barred interference. Franchises are pieces of 
from heaven and despised in hell.... paper to gull the simple. Even before 
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Wave a big enough order for appli 
before the idea that the man ances, Sol thought, and you can do 


the war he had seen evidences that list 

Sol Polk, as he toiled at KP duty price was not sacrea, with manufactur 
peeling potatoes during the war in ers and distributors secretly cutting 
under it in their deals with catalog 


MIDWAY MINDED Polk brings people swarming to Polk City, his group of Chicago 


stores, with one promotion after another 
ing matrons and passing 


CUSTOMERS at Christmas time have 
of Ince purchase made and peopl 

ind many of the larger industrial 
outhts 

Ihe public has been taught to be 
lieve that an item sells for X price, 
mused Mr. Polk. If you can give it to 
them for 10 percent—or 20 percent— 
less, it will sound like a great bargain, 
ind the public will break down your 
doors. ‘True, your profits will be less, 
but if you do enough volume, that 
may be offset. “I operate like a dis 


tributor,” Sol has been known to say. 
“A short profit but a high volume ” 


High Trade-in Alliance 


He might put the deal in the form 
of a high trade-in allowance. In fact, 


today, when Sol feels that Chicago 


ELECTRICAL 


been offered a free Christmas 


MERCHANDISING—JUNE, 


Clowns often cavort in the stores, teas 
out balloons to children 


tree with 


like these hastened to claim theirs 


is largely saturated, this ‘‘double” 
trade-in offer also has pulling power. 

hus began the tide that rose to a 
flood of business. The four Polk 
stores began drawing crowds from all 
over Chicagoland. “We will toppl 
150 little retailers into their graves,” 
distributor. But Sol 
lhe appliance business did 
not shut off his supply of merchan 
CLISe 

In selling at a cut price, Sol Polk 
came face to face with the cost of do 
ing business. His locations, in most 
instances, were inexpensive. Stores 
stood where a few years before had 
been cornfields. Central Street is way 
out on Chicago’s west side, but the 


commented one 
was right 


1953 


USED AND INOPERATIVE appliances are given away to schools 


and kids 


more servicemen and 


BOARD OF STRATEGY, makes al! important decision: 


in the busine ore his four brother 
city’s population had automobile 

Ihe appliance dealers association, 
NARDA, reports that the cost of 


busine SS 158 
Sol pooh poohed 
iid he could cut it to nine. He 

a lot of costs that could be 
knocked out. High administrative ex 
penses, for example. Everybody sells 
it Polk Brothers and is farmed 
out. A lot of advertising money and 
piffs are obtained from distributor 
ind manufacturers, just as the down 
town department stores do it 

Polk Brothers has the reputation of 
being the quickest firm in the country 
on the uptake with promotions. More 
demonstrators work there than 


doing a retail appliance 
ibout 28 percent 
thi: 


did eC 


Service 


else 


for them to practice repairing techniques. Thi ays 


salesmen for the 





reformatories 
P¢ lk, help develop 


future 





Prominent with Sol Polk 
Jack Pettersen. 


ind general manager 


vliere. Kids rush in to pick up trade 
ins; free Christmas trees stir up a holi 
day rush; Sol even salvages tag ends 
of carpeting by making into 


rugs, to be handed out call 


them 
free on 


backs to old customers. 
12 Hours a Day for Salesmen 


Sol Polk did not come into the ap 
pliance business a wide-eyed innocent 
He had Com 
monwealth Edison Company and a 
good on He knew that the key to 
his business was a fine group of spe 
cialty salesmen 

It is common belief in Chicago that 
his salesmen have the best deal in 

Continued on page 110) 


been a salesman for 
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Koepnick’s Creditors Left Him... 





HIS TOOLS ond his TV service shop. Because these were on his homestead they 


were untouchable under Texas law 


Creditors 


accepted his offer of asset 


He Was 
Bankrupted 
By Credit 


F. B. Koepnick’s business soared like a balloon until 


volume reached $310,000 in ten months. Just at this 


high point the air went out of it and the creditors rushed 


in. Here’s Koepnick’s analysis of why he went broke 


OST people who run int 
M trouble prefer to lick thei 
wounds in private. F. B 
Koepnick of Houston, Texas, is an 
exception. He says he got where he 
by reading and studying the operation 
of others and is willing to have othe: 
study his mistakes and avoid them 
As a pipefitter working for York, h 
heard of television and wanted to get 
into his own business. In 1949 h 
earned $12,000 selling T'V out of h 
own Cal 
So he and his wif opened a st 
out on 1822 Berry Road, and were off 
He advertised and employed salesmen 
to follow up leads. Soon he had nine 
salesmen, four inside employees, nine 
service men. His rapid success was due, 
he says, to the speed with which tips 
were followed up. When the identity 
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tf a prospe t on th ph ne was dil 
vered, his location was spotted in a 
cross directory, and often the 


front 
cradled his tele 
Result, a spectacular rise which 
uit a peak of $310,000 in 


ilesman was coming up the 
porch as the prospect 
phone 
sales in ten 


Yet, despite outward sign 
| 

the store was always short of 

money, always needed $20,000 in 


edit. Bob Koepnick had a 


keeper, but the reports he got we 


book 
ilways late or didn’t mean anything 
l’oo busy working night and day to 
make an analysis, he was sure the firm 
was making money 
But he soon noticed that his sak 
men had to spend more and more of 
(Continued on page 116 





his case a set of Howard Sams Photofact books, to help in getting a new start 





HIS LIBRARY. Even under bankruptcy Koepnick could have kept his library, in 








HIS WIFE’S APPLIANCES, moved from his own house to a new store, were the 


initial inventory with which Koepnick went back into business after his failure 





A CRISS-CROSS directory of Houston, a list of old customers, and, of course, 


the loyal assistance of his wife, which helped him start a TV service business 
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Compare! LEWYTS 
No.&O Carpet Nozzle 


is better. ways! 









Materials alone cost 5 to 7 times those of other 
nozzles! Clinch Lewyt sales quick — compare nozzle 
with any other make for cleaning features, for quality! 


Not only is Lewyt’s No. 80 Carpet Nozzle the most efficient rug tool made— 
it’s one of your hottest sales-tools, too! 


Hold it next to any other nozzle and in an instant your prospect can tell its 
superior cleaning power, finer quality! Here’s how! 







1. Adjustable Floating Brush— Flick 
dial for all heights of rug pile! 

2. Automatic Comb-Valve—Loosens 
embedded dirt, picks up threads, hair! 
3. Powerful suction for full width— 
Covers wider area—saves work, time! 


4. Stainless steel sole plate—Glides 
easier, won’t discolor rugs! 


5. Swivels 360° with full suction— 


Full power, even under low furniture! 


6. Beryllium copper springs—Won’t 
rust or lose tension! 

7. Vinylite bumper all around—Can’t 
scratch furniture from any angle! 


8. All metal—Solid weight helps it 
hug the rug and clean more thoroughly! 


Listed by 
Underwriters’ 
Laboratories 


— L EW : T 
, | WORLD’S MOST MODERN VACUUM CLEANER 
LEWYT CORPORATION, Vacuum Cleaner Division, Dept. M-6, 60 Broadway, Brooklyn 11, N. Y. 
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the Gest Hews 


in electric Ranges 


As beautifully styled as any ranges you’ve ever seen, 





as power-packed with features as any line you’ve ever 
sold, as big a competitive price advantage as you've ever 
had, as good a profit as you’ve ever made — ever, 
that’s Preway. 

No wonder, then, that dealers everywhere are push- 
ing, promoting, producing sales with this potent line, 
the best news for them — and their customers — in the 
U.S.A. Come in at the Market and see for yourself. 
The proof is there .. . and it’s crystal clear. And if you 
can't wait, or can’t come — phone, wire or write today 


for the hard-hitting facts 


PRENTISS WABERS PRODUCTS COMPANY 


9653 SECOND STREET, N., WISCONSIN RAPIDS, WIS. 





ace saver 


s R 
ae beat heat 


ked a alos 


sresenta- 
e-pac P rice 
a featur feature P 


tion at @ special 
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Model 35796 








Model 50796 
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Model 


50795 











the Tews 


In Circulators 





Space 549A 
American Furniture Mart, Chicago 


Space 509 


New York Furniture Exchange, New York 


Model 45033-1-N.G. Model 45002-2-N.G. 
Model 45043-1-L.P. Model 45012-2-L.P, 
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Budget news is the big news in the Preway line for 1953 — engineer- 
ing exclusives that make good reading for home-makers. The new 
Preway Miracle Pilot saves four gallons out of every five at low flame 
setting, while the Air Activated Burner provides further fuel savings. 
Other Preway sales-makers are Ra-dial Flame Control that all but 
eliminates the formation of soot and carbon, the Heat-Miser and 
Weather Wizard that increase heating power, and the Add-On, Non- 
Electric Thermostat Control that regulates the burner automatically. 


There’s hot news for merchandisers in this new gas-fired Preway line 
of circulators that carries many banner headlines. Biggest of these is 
the compact Preway cabinets — far smaller in size than others, but 
just as big in B.T.U. input. In terms of today’s smaller homes, with 
smaller rooms, think of the sales potential this space-saving advantage 
provides. You'll find excitement, too, in Preway burners — all guaran- 
teed for life, and three out of four Preway models carry a 20-year 
Protection Plan Warranty on the inner heating unit. There’s extra 
selling news in the automatic safety pilot and snap-action temperature 
control, in the burner operation, in the heat-exchanger action, and in 
the price tag that all customers like to read. 

So see this history-making new line at the Summer Markets, or write 
today for full information, 


PRENTISS WABERS PropucTS COMPANY 


9653 SECOND STREET, N., WISCONSIN RAPIDS, WIS. 











THE PROBLEM ot Utility Appliances in early 1952 is illustrated by THE ANSWER, as owner Ted Friedlander outlined it to his staff, was diversification. Prog 
t picture In empty tore ' sine dissatistied t to | taff and asking for their comments got them on his side at th 


They Diversified 
To Survive 


Utility Appliances and Radio meets the problem of 


ing it 
beginning 


dwindling volume by improving its retail operation 


and reaching out beyond the floor of the store for 


new customers and selling them in new ways 


HEN Utilit \pphan ind 
Radio, Inc., of Bayside, L. | 


New York idded i food 
freezer plan, an outside sales crew and 
improved sale techniqu ; to its retail 
operation, sales increased by about 50 


had to do 
lriedlander put the 
plans into operation early in 1952 in 


percent which they 


(iwner led 


order to remedy 


situation of dwin 
dling volume, diminishing profits and 
disappearing salesmen. His salesmen, 
good men that they were, were moving 
on to other jobs where commissions 
were bigger 

But after Friedlander announced 
and effected his new plan, sales of 
major units, including 35 freezers, 
reached 125 in the first 60 days. Sales 
climbed and kept climbing until total 
appliance volume for the last three 
months of 1952 reached a high of 
$125.000. 

lhe explanation, according to Fried 
lander, is diversification 
fying my activities,” 


“By diversi 
he says, I gave 
my men opportunity in new fields of 
endeavor. This increased both floor 
md outside sales, resulting in bigger 
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turnover, and more promt 


How It Works 


lo put its plan into operation 
{ tilit 
product and sal 


\pplian ( first intensified 
training for its floor 


ilesmen his helped imecrease store 


| but in itself would not have 
been enough to pull the firm up into 
The next and 


more unportant step was the hiring 


1 strong profit situation 


ind training of an outside sales forc« 
that would sell a freezer food plan and 
other major appliances and TV. ‘This 
crew, consisting of 15 men under a 
manager, work on prospects secured 
by telephone canvassing, classified ads 
or from old customers. When they 
cold canvass they have the offer of a 
free frozen food saw to help gain the 
privilege of an extended sales talk 

As a result of the successful opera 
tion of the whole plan, Utility Appli 
ince has increased its yearly sales vol 
ume to $375,000 and, almost equalls 
important to Friedlander, his sales 
men are no longer looking for greener 


rn Ids End 





OLD CUSTOMERS, like this owner of an automatic washer who is being approached 
by the salesman as a dryer prospect, provide some sales and additional leads. 


JUNE, 1953—ELECTRICAL MERCHANDISING 





BETTER SELLING on the floor was encouraged with a short sales training course 








which Friedlander himself conducted for the nucleus of his store’s selling staff 




















COLD CANVASS, which is always the to ughe st kind of selling, is helped by the 
salesman‘'s offer of a free frozen food saw to a prospective freezer buyer 





THE RESULT of Utility liversification is bigger volume, a team of happier 
itist lesmen, and a store where there are always customer: 
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Look what Frosty’'s doing 


To boost your 
de-trost- it sales 


¥ ...he’s giving away $36,000 worth 
of Ciro’s Danger perfume to your sales 
people 








Frosty, an engaging little fellow, can help you 
make bigger ‘‘de-frost-it” profits. You see, Frosty 
is the central character in a new cartoon book 
“Frosty the ailing refrigerator.’ As your sales 
personnel follow Frosty's adventures they'll dis- 
Danger by CIRO the cover the fast, easy way to sell the Paragon ‘“‘de- 
same famous creation oan . 
for which perfume frost-it’— the economical attachment that makes 
lovers pay up to $30. = qny electric refrigerator self-defrosting. Then, 
by filling out and mailing a simple questionnaire on the contents of 
the book, they will receive absolutely free, a full dram of this na- 
tionally famous perfume... reserved for retail sales personnel only. 





¥ ...he’s helping you get 
top results from these big 
promotions 


et roe arene ee een 


SELF-DEFROSTING 


Three more traffic building pro- 
motions for this year! The first, 
for Mother's Day and June Brides 
is already swinging into high. 
Sensational Fall and Christmas 
promotions still to come. Mate- 
rials include: counter display, 
window banners, decals, stuffers, 
tags, literature and mats. 





¥ ...he’s setting the stage so you'll get full benefits of 
48 million sales message national advertising program 


*NOW, PARAGON GIVES YOU two ‘‘de-fros?-it'’ models, to enable you to sell 
every customer . . . to fit any refrigerator location. Have your sales people 
received their copy of ‘Frosty the ailing refrigerator’? Are you ready to cash 


in on big ‘‘de-frost-it'’ profits? Ask your jobber or write for details, 


Sold only through authorized retailers, 


PARAGON ELECTRIC COMPANY 


1638 Twelfth Street Two Rivers, Wisconsin 
WORLD'S LARGEST EXCLUSIVE MANUFACTURER OF TIME CONTROLS 
@ 1953 
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SEE THE NEW NORGE FO0D-SAVER TEAM / 





Jet-Freeze HOME FREEZER 


It’s the country’s fastest s 
selling upright freezer! New — 
open design of Jet-Freeze 
shelves sends penetrating 

cold throughout the 

Freezer. Line also’includes 
giant double upright freezer 
and 3 chest-type freezers. 

5 models—$349.95 to $699.95. 














NORGE tele-Speed ELECTRIC RANGES + — <i> 


Tele-Speed lights on back panel ald EY ~ 
tell which of 7 surface speeds is on— 
even 20 feet away! 7 models—$169.95 
to $359.95 


4 NORGE Gas RANGES 


New Radiant Broiler cuts 





tar |O broiling time in half—distributes 
heat evenly. 10 models (including 
2 CP’s)—$99.95 to $299.95. 
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NORGE 


Jet Self-D-Frost REFRIGERATOR 


New automatic Jet defrosting 
removes frost every 24 hours 
—does it so fast even ice cream 
stays firm. Sales-clinching 
features include Handidor, 
full-width freezer chest, 
Butter Bank, sensible prices. 
9 models—to $399.95. 











—|— 


NORGE Electric WATER HEATERS 5 


Exclusive twin magnesium anodes Tepe 





retard corrosion, rusting. Backed by 
10-year Protection Plan. Upright and 
table-top models. . . 12-82 gallon capacity. 




















4 NORGE CONVENTIONAL WASHERS 


Exclusive Pyramid construction 
prevents tipping. All models equipped 
with Triple-Action agitator. 7 models 
—$99.88 to $159.95. 
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SEE THE NEW NORGE LAUNDRY MAIOS / 


NORGE 


Time-Line AUTOMATIC WASHER 
Now with exclusive new Safety 
Spin, the famous Time-Line Washer 
should set new sales records. For 
when lid is raised during spin cycle, 
Safety Spin shuts off spinning 
action. Close lid, spin resumes. 
Raising lid during other actions 
does not stop washer. AW-450 (with 
Safety Spin), $299. Without Safety 
Spin, $279. Also semi-automatic 
model for promotional selling. 











NORGE 


Automatic CLOTHES DRYER 


It’s the greatest news since 
dryers were invented! This 
new Norge provides 4-way 
selective drying—offers a 
choice of safe heat for every 
kind of fabric. Dries clothes so 
safely, so gently Norge 
guarantees satisfaction! Gas 
and electric models from $239. 














THE LINE THAT 
MEANS BUSINESS! 


SUMMER MARKET ¢ JUNE 22-JULY 3 « CHICAGO 
MERCHANDISE MART= 2nd Floor 
FURNITURE MART=SPACE 522 


NORG .. the Vilue-lue of 


( 4 
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Division of Borg-Warner « Merchandise Mart « Chicago 








FOR GREATER SERVICE PROFITS — 


Ride the 
HighSpeed Cooking Tide 


WITH THE CHROMALOX 


SUPER HIGH-SPEED 


Kocket 





MR. DEALER: 


NOW AVAILABLE FOR SERVICE 
AND MODERNIZING 





~ 


— — 


STOP-WATCH SPEED 


Time it and see! The Super 
High-Speed Chromalox 
Rocket beats ordinary units 
oll the time, every time in 
cooking speed. 





The only super high-speed range unit 


Se =) 
ee 


©) 


HEAT SAVER 


Chromalox “2-Units-in-1" 
fits heat to small utensils, 
saves up to 45% of elec- 
tricity cost, kitchen 


degrees cooler. 


keeps 


for All electric ranges 


——\ 
—a\ \ 
1 > 
— “ 


TIME-SAVING SERVICE 


Only a few adaptor rings 
ore necessary to fit the com- 
pletely assembled Chrom- 
alox elements to all range 
tops. 


AT YOUR 
CHROMALOX 
DISTRIBUTORS 


WRITE FOR ROCKET DATA SHEET AND SALES HELPS 


Chal ROMALOX 
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EDWIN L. WIEGAND COMPANY 
7525 THOMAS BLVD. PITTSBURGH 8, PA. 





3.2% Net Profit 





a good reflection of the growing im 
portance of the servicc operation and 
problem, emphasized mainly by tek 
vision’s influence. For purposes of ra 
tio computations, net sales has a 
100, to which all cost and 


profit elements are related. 


value of 


COST OF GOODS SOLD. (In 
it cost as of January 1, 1952 
ost during 19 


ventor 52 
52 


plus all pur has¢ it 


minus inventory at cost as of Decem 
ber 31, 195 Includes cost of mer 
handise in addition to cost of servic 
part ind upplic lhe cost-of-good 
old ratio for 1952 was 68.0% of net 
$65 for every $100 of net 

Th compal vith 68.8 I 


1951. Inasmuch as the total operating 
ost ratio in 1952 rose 0.5‘ 
of 0.8% in cost of goods made it pos 
ible for the NARDA dealers to boost 
their net profit ratio by the amount 
of the difference, 0.3‘ 


o, the drop 


GROSS MARGIN. (The difference 


between net sales and _ cost of 


goods sold.) ‘The 1952 gross margin 
imounted to 32.0% of net sales and 
thus (because of the 0.8% drop in 
cost of goods) was the highest since 
1949, topping 1951 by 0.8 and 
1950 by 1.2%. As is shown by table 
3a, the 1952 gross margin on met 


chandise only was 30.2% of net sales 


1951, but 0.1% be 


up 0.5% from 
low 1950. 


TOTAL OPERATING COSTS. 
he sum of the operating cost ra 
tios for the elements 
listed in the The 
total operating cost ratio for 1952 was 
28.8% of net sales ($28.80 of every 
$100 of sales). This was the highest 


Various expt Tse 


survey schedule 


total cost ratio ever recorded in a 
NARDA survey, rising 0.5% over 
1951’s previous high. Factors con 


tributing to this result are discussed 


below. 


ADMINISTRATIVE 
(The sum of items 
through 6 hereunder.) A 7-year high 
was reached in 1952 by the adminis- 
trative costs ratio which amounted to 
20.6% of net sak S, OF $20.60 of every 
$100 of sales. ‘The previous high of 
20.4 was established in 1951. 

1) Owners’ and/or Managers’ 
Salaries. ‘The ratio to net sales for 
this expense was 3.6% in 1952, rep 

1 drop-off of 0.5 from 
high of 4.1 
this ratio held 


COSTS. 


numbered 1 


resenting 
the l' > | record 
Hlowever. at 3.6%. 


} 
with the 


even 1950 figures which 
was the high as of then. This ratio 
does not take into account the ef 
fect of proprietors’ withdrawals 
from profits. Earlier in this report 
it was pointed out that only three 
of every ten dollars showed dollar 


profits in 1952 higher than in 195] 
\ possibility not to be ignored is 
that in 1952 relatively 
more drawing from prohts (in pret 
erence to salaries) on the part of 
1951. If this actu 


there was 


owners than in 
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illy took place, it would explain 
at least part of the drop in the sal 
aries ratio in 1952. 


(2) Office Salaries. ‘This ex 
pense accounted for $2.10 out of 
each $100 of sales in 1952 com 


pared to only $1.60 in 1951. ‘The 
1952 ratio of 2.1% thus was a new 
high for the NARDA dealers, su 
passing the previous high of 2.0 
recorded in 1949. It is common 
knowledge that well-qualified office 
help has been at a premium for 


Obviously, the NARDA 


une time 


dealers encountered the full effect 
of this in 1952 

3) Salesmen’s Pay. Include 
salaries, Commissions, draws, Ove! 


ridaes, b muses, prize : 
Ihe ratio for this element in 1952 
was 5.7 of net sales—the pin 
up 0.1 from 1951's 
yrevious pe ik. The “shortage of 


mentioned by a ma 
id 


ind expenses 


nacle to date, 
i ” 
20 rd sale smen 


jority of dealers as a major h« 
iche seems to persist despite in 
+ 


singly large sum paid out f 


iles help 

+) Service Men’s Wages and 
After reaching an all 
high at 5.7 in 1951, the rati 
for this expense fell off to 5.1 in 
1952, although the latter figure wa 
the second highest on record. The 
19527195] this rati 
may be, at least partly, attributed 
in the number and 


h’xpenses 


time 


reduction in 


to an increase 


ictivities of independent service op 
erators who have at once enticed 
service business as well as servicc 


technicians away from the dealers 
Whether this trend will prove t 


be 1 bl ssing OT a handi ip to the 


lealers remains to be seen 

(5) Vehicle Expense Include 
wages, delivery equipment mainte 
nance and equipment deprecia 
tion The NARDA dealers paid 
out $2.40 from every $100 of net 
sales to cover this expense in 1952 

1 new all-time high 0.6% above 
1951’s peak of 1.8% of net sales 

6) Other Administrative Ex 


pense. (Includes all office supplies 


collection costs, travel, entertain 
ment, et his expenses grou 
required 1.7% of net sales in 1952 
compared to 1.6 in 1951 


The 1952 
ratio was equal to that of 1949, the 


previous high 


OCCUPANCY EXPENSE. (In 


cludes rent, heat, light, janitor service 


tc., and, in the case of building own 
ers, such items as property taxes and 
insurance, repairs, mortgage interest 
ind depreciation The 1952 o« 

pancy expense ratio amount | ft 
2.5% of net iles. me a n 195] 


which was the low t for th 6-vea 
period up to then 


ADVERTISING EXPENSE. (In 
cludes newspaper and other periodical 
idvertising, direct mail, billboard 
radio-I'V, and window trimming ex 
penditures Ihe 1952 ratio for thi 
expense was 2.6% of net sales com 

Continued on Page 100 
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Sales can't wait to pop up—when the prod- 

ucts you're selling are advertised in Collier’s. 

The reason? Collier’s leads its field in per- 

centage of families who have children. They 
are the families who need and buy most of 
the electrical appliances. 


Display Collier’s-advertised products 


Collier's 


makes things happen-— including sales 
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Scoop competition. Make more profits 
this famous line of quality washers. Give customers MORE 
heir money ... at the same time give yourselves these 6 
bsale advantages. 


oO Large Hi-Vane Agita- 
tor. Washes clothes faster. 


2) Super Deluxe Lovell 
wringer with instant press- 
ure safety release. 








© Sealed in heat that re- 
tains heat of water in tub. 


oO A complete line of 
washers. A model for 
every household. 


5) Over 50 years experi- 
ence in building quality 
washers. 


6) 10 year service bond. 


Above: New streamlined Model 848. 











Double 

drain tub Avail- 

able in single or . 
double units. 


galvanized 


New One Minute Dryer avail- 
able in gas or electric models. 


Get facts now on how to meet and beat your 
strongest washer competition, both prite-wise 
and beauty-wise. 


s FREE LITERATURE? 


RC = MAILCOUPON TODAY | 
} S ONE MINUTE WASHER CO. | 


SEE OUR NEW 


Gne 
Aint (2 
AUTOMATIC < 


WASHER «i 


Space 512A 5th Floor ¥ 
Illinois 


Kellogg, lowa 


‘@ilie § 4) 
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3.2% Net Profit 





pared to 2.7 in 1951, the previous 


high 


BAD 


ables 


DEBT 


( lassed 


LOSSES. (Receiv 
as uncollectible and/or 
reserves set up to cover losses.) This 
ratio was at the “normal” level of 
0.2% of net sales in 1952, doubling 
the all-time low of 0.1 in 1951. Ap- 
parently more dealers are “getting re- 
ligion” regarding the virtue of making 
m entry on the survey form to cover 
the bad debt items, judging from the 
fact that a much larger proportion of 
those reporting in the 1952 survey 
gave a figure for this than in 1951. As 
pointed out repeatedly in previous 
NARDA survey the omission 
of this item from a dealer’s return re 
sults in an understatement of his 
total operating expense and may also 
result in overpayment of income tax 


reports, 


ALL OTHER EXPENSES. (All 
taxes, except on owned real estate 
which is covered under occupancy ex- 
insurance on stock and fix 
tures, interest paid, and any other ex 
penses not designated in the survey 
schedule.) This expense group showed 


a ratio of 2.9 of net sales compared 


pense Ss, 


to 2.6 in 1951. (The 1949 ratio of 
3.2 remains as the record high for 
those expens« A break out of taxes 


(except those applying to owned real 
estate that this factor a 
counted for slightly more than one 
fifth of the “All Other Expense” total 


shows 


The ratio of such taxes to net sales 
in 1952 was 0.6, compared to 1.0 in 
195] 

NET OPERATING PROFIT. 


(Obtained by deducting the total op 
erating expense ratio from gross mat 


gin.) The 1952 net operating proft 
ratio to net sales was 3.2%, up 0.3 
from 1951, making the latest vear’s 


the second lowest figure on record 
Although the 1952 total operating ex 
pense ratio rose 0.5% from 1951, a 
drop of 0.8% in the cost of goods 
sold ratio possible the 0.3‘ 
gain in net profit. It would require 
the persuasion of Socrates 
ippliance dealers that 
3.2 is a happy thing to live with 
Since the dealers who participated 
in the 1952 cost survey are considered 
by NARDA to be an “above average” 
group, their realization of only 3.2% 
net profit leaves in its wake the sus 
picion that a national net profit aver 
ige for all U. S. appliance-radio dealers 
would be something pitiful to see 
Since price cutting is patently the 
favorite indoor sport of so many of 
these dealers, there seems to be no 
ilternative for the others except that 
of exerting all possible effort toward 
the ends of more dynamic selling and 
more efficient control of operating 
(implemented by the collection 
and dissemination of more and better 
facts reflecting current sales and in- 
ventory trends) 


made 


to convince 
a net proht of 


costs 
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The 1952 NARDA survey schedule 
called for more detailing of specific 
expense items than did the previous 
survey questionnaires. Accordingly, it 
is possible to include in this report 
a special analysis of expenses repre- 
senting the combined performance of 
all reporting dealers. ‘Table 4 is set up 
to show the detailed expense break- 
under three broad classifica- 
tions: Personnel Expense, Operating 
Expense, and Losses. Column 1 of 
the table shows the specific expense 
items in each of these classifications 
inalyzed in terms of ratios to net sales. 
Column 2 provides an extra-dimen 
sional interpretation of the expense 
breakdowns by showing each specific 
expense item as a percent of total ex 
pense. This makes it possible to ob 
tain an additional comparative view 


downs 


of the im portance of each of these 
expenses within the general operating 
cost structure taken as a_ separate 
entity. 


Looking first at the expense ratios 
Column 1) we note that the pet 
sonnel expense category accounted for 
18.0% of net sales, or $18.00 for every 


$100 of sales Operating, or (as they 
might be called) ‘functional’, ex 
penses required $8.90—or 8.9% —of 
each $100 of sales. Losses, as such, 


amounted to 1.9% of net sales. (The 
um of these three ratios is 28.8, the 


“Total Operating Cost’’ ratio as 
shown in Table ] 
The breakdown of the total expense 


figure (used in this connection as 
100.0 ee Column 2 hows that 
total expenditures for personnel wer 
61.6% of the aggregate cost total 
while operating expenses accounte 
for 31.8% and losses took 6.6 
Careful perusal of Table 4 will r 
veal many other significant facts re 
lating to the expense structure a: 


analyzed in this way. Individual deal 


ers, by breaking down their own ex 


pense figures in this manner, will find 
in additional valuable means of com 
paring their own operations with the 
reneral averagt End 
ED 


Lo 





“WHY BUSINESS IS FINE, THANKS, BUT I’VE 
CARRIED SELF-SERVICE TO THE POINT WHERE 
I'M PRACTICALLY RETIRED!” 
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EW BLACKSTONE 





AUTOMATIC WASHER 


has COMPLETE 
FLEXIBILITY ! 


















FLEX: 


NOW WOMEN CAN WASH 
CLOTHES ANY WAY THEY WANT TO 
AT THE TWIST OF A DIAL! 
















> 


FULLY 
| AUTOMATIC! 


ttt ee 
FULLY 
iS" MECHANICAL 








~“ ‘FULLY 


FLEXIBLE! 
Flex-O-Trol permits 
the automatic cycle 


to be lengthened, 
shortened, repeated 
or skipped! 


The Blackstone fills, 
washes, rinses, empties, 
dries and shuts-off— 

all automatically! 


Blackstone’s “Autotrol”... 
a positive mechanical 
timer...eliminates 
electric gadgets that 
fail when damp! 


ta al 
Features Like These Make Blackstone the Finest Automatic Washer Built Today! 
@ 78 POUNDS LIGHTER! @ SCUM-REMOVING FLUSH RINSE! 
@ BULLET-TYPE DOOR CATCHES! @ REALLY DAMP-DRY CLOTHES! 
@ AUTOMATIC OFF-BALANCE CONTROL! @ NO BOLTING DOWN! 
@ AGITATOR ACTION! @ FUNCTIONAL DESIGN! 


@ SELF-CLEANSING TUB! 





...and now a Blackstone costs LESS! 


Blackstone |) = = = a 


Winger Washers Dryers Gas & Electric hastomatic Washers = ironers Portable & Console Complete Laundry Unit 
Jamestown, New York AMERICA’S OLDEST MANUFACTURER OF HOME LAUNDRY APPLIANCES 
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The trend is to 


G-E TEXTOLITE* 


Plastics Surfacing! 
Distinctive new designs add extra sales appeal to kitchen products and appliances 








Use G-E Textolite as a big convenience feature for selling kitchen products 





and appliances—and especially for merchandising complete kitchens! Most of 
your customers are already familiar with G-E Textolite’s beauty and durability 
on kitehen sink tops. Now you have whole new markets opening up when you 
point out the many other places where it can add to the charm and utility 

of the kitchen: 


T Dinettes, where customer want distinetive 
tyling plu top that can really take it during 


years of daily use. 


? Base Cabinets with lightweight lidin 


mnels that are easy to open, easy to clean 
| | 


3 Shelves that provide color and charm ind 


can be cleaned with the swish of a damp cloth 
4 wall Cabinets, where distinctive C-E Tex 
tolite patterns add to the beauty of any room 
5 Counter Tops. The G-E Textolite Monotop 
In the Laundry, too, G-b. Textolite plastics surfa 
molded work surface is designed to ple use the 
offers big convenience features that help 
most exacting customer with its smooth, one laundry appliances and equipment. 


piece backsplash and counter top ... and all over the house, G-b. Textolite is in b 
*Rey S. Pat. OF demand by your customer. For complete informa 
tion and a free copy of the full-color G-l 
lite pattern book, write: General Electric Comp 


CC m Section 323-7A, Chemical Division, Pittsfield ky 
You CAR pul you confdence mn. 


GENERAL 56) 











Refrigerators On Trial 


oe CONTINUED FROM PAGE 75 commen 


He also makes an appointment for a 
woman demonstrator to visit the cus 
tomer’s home. 


Service a Factor 


“We use the 10 days to cement 
our friendship,” he says. “It pays off, 
not only on this sale but in all future 
dealings with the customer. It’s grati 
fying to see how many people will call 
a few months later for a new stove, a 
TV set or some other appliance. ‘They 
know they'll get convenience and full 
satisfaction from us. Because we con 
centrate on good service, we get lots 
of repeat business. And they tell their 
friends about us, too.” 

Sandberg has had only one return 
since he launched the 10-day home 
trial. And this was only because the 
customer decided she wanted an auto- 
matic defrost model rather than the 
non-automatic originally delivered. 
Sandberg obliged, naturally. 


ODP BBB DDD DDD DD DP PPP PDD 


An electrical appliance dealer 
who feels sorry for himself should 
spend his time feeling sorrier for 
the people who have to work for 
him! 


BBB BBB BBD EEF III IOI ID 


We always push the defrost 
models,” he says. “It’s much easier to 
do this in the home where you can 
point to the old box with its me 

isted hours of defrosting. I tell them 
that if they pt nd only one hour each 
veck in defrosting at say $1 in extra 
time in effort, this amounts to $52 
i yCar ¢ ich ycar. 

I'he new machine will last 20 vears, 

I say. At this rate, their saving 1s over 
51,000—an impressive figure.” 

Another advantage of selling in the 
home, Sandberg finds, is that it en 
ibles the smaller dealer to sell at list 
price in direct competition with the 
larger outlets. ‘The customer gets all 
the conveniences—everything is al 
ranged for him right in his own home 
but no mention is made of price 
cutting or discounts. “It’s an entirely 
different idea from selling on the 
floor where price is too often the 
main proposition,” Sandberg says. “In 
the home, the buyer is no longer 
‘shopping around’ and not so acutely 
concerned with price.” 


Idea May Spread 


Because success always attracts at 
tention, especially from competitors, 
“Sandy” Sandberg feels that other 
dealers in Boston will soon be offering 
free home trials. However, he isn’t 
worried. He figures he got there first 
and his customers have had over two 
years to spread the good word. Also, 
if the competition gets a little rough, 
he’s confident he can come up with a 
few more angles in his home conven 
ience service to keep him at the head 
f the class. End 
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You can count on Motorola for... 


FAIR DEALING 





An Motorola dealers know 


they can count on Motorola for Standout Products. 





Many know from experience they can rely on the world’s largest exclusive 


electronics manufacturer for common sense and human understanding in dealer relations. 


That’s because every Motorola distributor is backed by 
an organization that doesn’t hesitate to break all rules 


... to keep the Golden Rule. 

This isn’t just another management theory with Motorola, it’s operating policy. 
Competitive prices, fair discounts, aggressive merchandising 

but clean and above-board. 


Motorola has always leaned over backward 
to live up to the spirit—as well as the letter—of its franchise. 


It’s a well-known reputation. 


That’s why you can count on Motorola for Fair Dealing 


—and then some! 





Better 
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and 
you these Additional 
Sales Features 


Portable — Fits Anywhere. . . 


Cuid-Zons, offers 





CAN'T SPILL—SHUTS ITSELF OFF! 


FLASHES A WARNING LIGHT WHEN IT’S FULL! 


Only 18” high, the “Arid-Zone” weighs just 


55 Lbs. Comes complete with sure-grip 


( hrome carrying handles 


Moisture Container Easily Emptied .. . 


Spill-proof porcelain enamel container is 


readily removed, easily carried and emptied 


Sa 
ye 
— Ay 


“\ 
A 





| moisture in 24 hours, servicing an area of 
- up to 10,000 cubic feet 


L & 








Extra-Large Capacity . . 


Removes up to 12 quarts of condensed 





Permanent Drain Optional . . . 


If a permanent drain is desired, Vikir 


ul 
ih 


provides all the washers, nuts and brass 


fittings necessary for installation. 


Check the Next Page for Your Nearest Supplier.——» 


Viking CO-OP PLAN PRODUCES CUSTOMERS FROM THE HUGE DEHUMIDIFIER MARKET 





T tr.v... TY = 


., H p) MZ) 
aN WHO BUYS! 
5 exe «MOISTURE PROTECTION? 
Been " me, busir nd institution 


where excess moisture causes rust, mil 


dew, mold and caking of chemicals is a 


potential customer. “Arid-Zone’s” ideal for 


drying paint and plaster, too, Your Viking 


supplier has a long list of suggestions 


to 


start vou off. You'll have no trouble selling 


them on the advantages of completely 


automatic “Arid-Zone”. 






104 


AIR CONDITIONING CORP. 


E 5601 Walworth, Cleveland 2, O. 


" ” 
Prepare for Profits! Stock the Completely Automatic (nid-Zoue, Now! 


Viking HELPS YOU SELL LOCALLY 


With each Viking “Arid-Zone” vou re 
ceive 2 Vadnits (Viking Advertising 
Units) worth $3 each toward % the cost 
of any Viking “Arid-Zone” advertising 
you do, 


Viking’s sales-sparking dealer help pro- 
gram provides complete promotional 
material for selling “Arid-Zone” and 
boosting your store, too. A customer 
sales folder (small enough for mailing), 
newspaper ads, radio commercials, radio 
and publicity stories, all 
combine to make “Arid-Zone” your hot- 
test selling line. 


new spapel 
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TV Service on Credit 





CONTINUED FROM PAGE 83 ————— 


hours, Zephyr gets their answer. They 
find that 9 out of 10 times the 
customer won't refuse the job even if 
credit is rejected simply because they 
put the company to the trouble. If 
it is a cash sale, or if the applicant’s 
credit is OK, Zephyr promises when 
they will make delivery of the re- 
paired set. 


Sign Slips on Delivery 


On delivery, the customer has three 
slips to sign. The installment note, 
delivery receipt, and completion cer- 
tificates. All three slips are sent to 
the General Public Loan Company, 
which handles all Hytron paper in 
Detroit. The other two slips with the 
installment note help make the deal 
binding 


[Three days after the prospect’s 
credit application is sent in, Zephyt 
has its money 

“Aside from our regular C.O.D 


business,” Bazzy points out, “we did 
$5,350 in repair work on credit last 
November and December That’s 
would have lost without 
the credit plan 

“This plan is so reasonable it isn’t 
difficult to sell,” he adds. “It is a plan 
with no payment, and costs 
only $3 extra for a $40 repair job, with 
three months to pay. Other repair 
charges and their cost for six or twelve 
months is like this 


business we 


down 


CBS-Hytron Budget Plan 
Total Charges and Monthly Payments 


Cost of 6 Months 12 Months 
Repairs Amount Pmt Amount Pmt 
$45.00 $48.42 $8.07 
50.00 53.82 8.97 
55.09 59.22 9.87 
60.00 64.56 10.76 
65.00 69.96 11.66 
70.00 75.36 12.56 $79.56 $6.63 
75.00 80.70 13.45 85.20 7.10 
80.00 86.10 14.35 90.96 7.58 
85.00 91.50 15.25 96.60 8.05 
90.00 96.90 16.15 102.24 8.52 
95.00 102.24 17.04 108.00 9.00 
100.00 107.64 17.94 113.64 9.47 
120.00 129.18 21.53 136.32 11.36 


29 Were Rejected 


We have had 
lected by the 
Bazzy continues 


29 applications re 
litzner Company,” 
“Out of the 29 re 


Zip 
| ELECTRIC RAZOR | 


1 





“OK-OK-HACK THEM OFF AND YOU CAN HAVE 


JULY 3 THROUGH 6 OFF.” 
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TV Service on Credit 


CONTINUED FROM PAGE 104 


jected, about 5 said that they couldn't 
afford the job at all. So a nominal 
charge was made for the service call 
and repair estimate. ‘The other 24 
of the 29 rejections raised the cash 
within three weeks. So only five peo- 
ple were lost out of 100 prospects in 
November that we wouldn’t have had 
in the first place.” 

Chere is one thing about the Easy 
Budget Plan that the partners like 
very much, but find hard to execute. 
[he set cannot be delivered until 
they have assurance that the wage 
earner will be home in order to sign 
the papers. “It sorta breaks up a 
good schedule to work in this feature, 
but it’s necessary to be sure of pay- 
ment,” Miklia states. 


Instructed to Give Complete Report 


Zephyr servicemen are instructed by 
Miklia and Bazzy to be sure and give 
the customer a complete inspection 
of all possible trouble as well as pres- 
ent problems. On all calls made, a 
record is kept of work performed. As 
soon as a call comes in, one of the 
girls immediately checks the card in 
dex of approximately 10,000 forme 

istomers. This gives Bazzy or Miklia 
1 chance to see if the service com- 
plaint is something they fixed once 
efore, or a new item. With the Bud 
get Plan, they have put more custom 
ers on a completely-fixed basis. ““This 
is very important,” says Bazzy, “the 
customer has better re pect for us as 
1 result. It helps us in another way, 
too. If a set is fixed and stays fixed 
properly for a long period of time, 
it makes the customer feel that hi 
srvice fee was well worth it. If we 
ll more needed parts, we are making 
more proht is 

Zephyr operates completely inde 
pendently. ‘They don’t have a tie-up 
with an appliance dealer, although 
they do sometimes make dealer instal 
lations and repairs. “Many of the deal 
ers want cut-rate prices,” says Bazzy. 
“Good service can’t be given at cut 
rate prices. Customers should keep 
that in mind when they want or need 
Crvice 


»¢ 


4 


Actually, each dealer should have 
his own service department. It would 
take business away from us if they did, 
but I’m not worried. I’m not looking 
forward to the dealer having the per- 


| 


fect service department, (this means 
enough space with the right equip- | 
ment) so we'd still have plenty of bus- | 
ines All dealers are not equipped | 


to cope with TV service. Service 1s a | 


big and complicated business. It will | 
become more complicated as it be- 
omes more technical. Because good 
rvice is a valuable asset in helping 
maintain good customer relations, we 


do all we can to encourage callbacks, 
etc. Charging good, honest prices and 
endering expert service are only the 

first teps. 
The real step,” Bazzy conc : 

: ’ 

; in making more people eligible for 
repair work or making it easier to get 


ludes 





it. Credit is the answer.” End 











Sticklor Electric Supply Co. 
Mr. K. E. Greene 346 Ann St. 
New Haven — 
Mr. Seymour Cohen 


Mt. Vernon Electric 
Supply Co. 


Moline — Mr. L. A. Wilson : 
A S | - 
May Co. — 1611 3rd Ave. ee 


, 232-236 Cedar St. 
Chicago — Mr. Charley Bennett y-/ 
Armstrong Heating Supply — K IOWA 


4500 W. Fillmore St. Des Moines, Waterloo, Sioux City — 
Joliet — Mr. Henry A. Schultz Me, Prank i. Green — 


Midwest Supply Co. — 365 Ruby St. Heating Wholesalers Co. 
Waterloo — Mr. Fred D. Hughes 
& INDIANA Winterbottom Supply Co. — 
Commercial & Niles 


K MICHIGAN 


Lansing — Mr. Philip C. McCabe 


LEO ILLINOIS Hartford — 
AA j i Wernte Mr. Marshall Sticklor 
f Ss 


Evansville — 

Mr. Bernard J. Kneer 
Ohio Valley Hardware 
& Roofing Co. — 





300 4th Ave. Contractor Supply Co. — 
Indianapolis — 738 E. Kalamazoo St. 

Mr. Philip R. Hedback Holland — Mr. A. W. Tahaney 
Bryant-Hedback Co. — Consolidated Distributing Co. — 
1835 N. New Jersey St 124 E. 6th St. 

Fort Wayne — Mr. Herb Blackburn Lansing — Mr. E. M. Cooley 
Tri-State Heating Supply, Inc. — Michigan Supply Co, 

234-236 Murray St. Warren — Mr. A. J, McArter 


H. L. Claeys & Co. 


CONNECTICUT 4K ono 


=> 
K 3 Stamford — Youngstown -- Mr. R. R. Dailey 
Mr. Donald Levine Manufacturers Supply Co. — 


Mar Le Co. — 14 Kenmore Ave. 
170 Summer St. Toledo — Mr. Robert E. Collins 
New Haven — Mr. Mitchel Landau Throm Supplies, Inc. — 
Heating Equipment Center 136-8 Hamilton St. 
Waterbury — Mr. Morris Stein Lima — Mr. Harold H. Hawisher 
Torrington Supply Co., Inc. — Automatic Heating & 
125 Maple Engineering Co. — 
Hartford — Mr. Irving Landerman 414-418 N. Main St. 
Max Landerman, Inc. — 209 State St. Martins Ferry — Mr. D. C. Bishop 


The Stanton Heater Co. 
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q—- ‘See Opposite Page for the Viking Profit Story 





Columbus — Mr. Donald E. Squire 
Squire Heating Supply Co. — 

249 East 5th Ave. 

Toledo — Mr. R. S. Fearer 
Anderson Supply Co. — 

1301-1309 Summit St. 


K NEBRASKA 
Omaha — Mr. M. Shapiro 
Roberts Supply Co. — 
2411 Cuming St. 
Lincoln — Mr. Erwin Schrieber 
Paramount Supply Co. — 
2727 N. 48th St. 
Lincoln — Mr. E. R. Jorgensen 
Lincoln Electrical Supply Co. 


WISCONSIN 
Milwaukee — Mr. T. W. Pykett 
Sheet Metal Supply Co. — 
3237 W. Vliet St. 

Manitowac — 

Mr. Vincent J. Kerscher 

Frank J. Kerscher Co. — 

701 Buffalo St. 

Madison — Mr. C, W. Vaughn 
Wisconsin Furnace Co. — 
1806 S. Park St. 


& MASSACHUSETTS 
Newtonville — Mr. Rufus F. Walker 
Northeastern Equipment Co. — 
61 Madison Ave 
Boston — Mr. Phillip F. Leary 
Waverly Heating Supply Co. — 

31 Union St. 

Springfield — Mr. Roy Trepanier 
Gray Supply Co. — 20 Franklin St. 
Boston — Mr. Cy Lewis 

United Electrical Supply Corp. — 
846 Commonwealth Ave. 


AIR CONDITIONING CORP. 
5601 Walworth, Cleveland 2, O. 
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LEADING STORES MAKE _—— 
KITCHEN SALES AC 
WITH PALLEY PROMOTIONS! 











bigger 7 . 
profits on 
with : | = 
PALLEY 
steel kitchens 


Sink units in 8 standard sizes...single and 
double bowl models . . . 42 to 96 inches. 


Sink tops and cabinet tops in standard 
sizes or custom built in any size or shape; 
G.E. Texolite Monotop, Formica, stainless 
steel, or porcelain 
A complete line of undersink, base, wall 
and utility cabinets. 












9 


OFIT 
PALLEY PR 
PROMOTION PLAN 


-85 
SPACE 1784-8 
FURNITURE MART 








PALLEY MANUFACTURING CO. 


1101-1107 WEST NORTH AVE., PITTSBURGH 33, PA. 
® 
#531 Allegheny 1-1600 
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Small Appliance Party-Giver 





tion of attendance.” 

lhe parties have become so popular 
that the organizations call him for ap 
pointments. ‘Together they select a 
date and Mr. Marien arranges fot 
demonstrators from manufacturers, 
makes sure that he has adequate di 
play material and a wide range of 
ippliances on hand. 

Marien figures that each demonstre 
tion party costs him about $60 to $70, 
certainly a small outlay when the im- 
mediate return is apt to be some 
$1,200 and the groundwork is laid 
for an ever-expanding circle of new 
customers, whose repeat business will 
swell that total even further. 

lor an average party, where attend- 
ance ranges from 100 to 200 persons, 
Mr. Marien’s expenditures are ap- 
proximately $40 for extra employees 
and for overtime for regular employees, 
$12 for door prizes, $10 for food, and 


$5 for electricity used, since the store 


is open during an extra evening. 
No Advertising Needed 


Publicity for the event is entirel 
the responsibility of the visiting or 
ranization. Invitations are extended 
by officers at regular meetings, in 
church and club bulletins, and from 
the pulpit. In addition, telephon 
ommittees call members to remind 
them of the date and place, and mem 
bers with cars are helpful about 
ranging transportation for those who 
might otherwise be inconvenienced. 

Mr. Marien and his staff begin 
work early the day of the party. Long 
tables are set up and appliances at 
ranged in the display groups, using 
regular display materials. Groups of 
chairs are set up near the tables and 
ilthough the store does not have a 
large floor area (about 50 x 60), care 
ful, uncluttered arrangement yield 
idequate space for the groups of from 
> to 25 that arrive during the day 

Each guest registers at the door, jot 
ting down name, address and tel 
phone number. These are used for 


CONTINUED FROM PAGE 87 





drawing door prizes at the end of th 
day, but their most important use 1S 
a reference card for future sales work 
Che cards are kept at a desk near th 
back of the store and when a guest is 
seen displaying particular interest in 
an appliance, that information is noted 
on the card. 

Demonstrations go on continuall 
through the day and evening and M1 
Marien and his staff make an effort 
to greet each guest personally. “W<¢ 
want them to feel at home,” he says, 
“so that they'll be familiar with our 
store, its products and services that 
it offers “when they're in a buying 
mood.” 

At the party’s end, one of the re 
maining guests is asked to draw fou 
cards from a box containing all the 
registration cards of the day. A typical 
prize array is: an iron, a Clock, a juicer, 
and a flashlight. 

A few days after the party, guests 
receive a form letter, inviting them 
back to Marien’s. Those who have 
shown a special interest in an appli- 
ince get a personal note or, in some 
cases, a phone call. Guests who regis 
tered remain on Marien’s mailing list 
and receive frequent mailings of de 
scriptive literature or notifications of 
the arrival of new merchandise, spe 
cial services or sal 

Part of the success of the small ap 
pliance parties lies in the fact that 
they have proved popular with men, 
too, and many a gift-shopping hu 
band acquires his appliance ideas at 
Marien’s 

In addition to the follow-through 
on the registrations at appliance pat 
ties, Marien’s have found that custom 
ers like their follow-through on sales 
“We follow up almost every appli 
ince sale with a home call,” Mr 
Marien explains. “This applies to 
small and large appliances both. On¢ 
of us goes to the home, whenever po 
sible, and shows the new appliance 
owner the best way to us« nd iT¢ 
for the purchase.” end 












“ARE YOU THE CLEVER BOY WHO GAVE THIS LADY A DOUBLE-HER-MONEY BACK 
GUARANTEE ON HER $1,000 TV COMBO?” 


eee, 


MANAGER 











o 
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You Get 2 Months 
EXTRA PROFITS! 


Sbs32 331: 
sell ‘em while it’s HOT with this <= 


DL, 


Magic Chef 





j 









You can sell this $2995 blower for only $495 


19500 SAVING 
eLINCHES THE SALES 


they'll buy in July with this terrific traffic builder 


Get a fast head start on fall heater profits now with Magic Chef! Look 
You'll double your season’s sales with this blower deal that’s a $e 
door-opener for your customers and a sales-closer for you! Get at the 


going now on big Early Bird profits with the new Magic Chef Money: 


promotional package. Write today! ‘ 
Gaving 
Get more information on the Early Bird Promotion Package 


LIVE BLOWER DISPLAY — 14 POINT OF SALE PROMOTIONAL PIECES FOR ONLY $6.50 . p Features 










Write, Wire or Phone your nearest. Magic Chef district office 


1641 S. Kingshighway 1164-1167 Merchandise Mart 
St. Louis 10, Missouri Chicago 54, Illinois 

3201 Harvard Ave 805 Peachtree St. Building 
Cleveland 5, Ohio Atlanta 5, Georgia 

505 Main Street 4494 East 49th 

Kast Orange, New Jersey Los Angeles, California 


How can 7 cash in on these Early Bird profits? 
NAME 


ADDRESS 
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4% of 


ustomers Live Within 1'/2 Miles of His Store 


Barney Roth Sees Family Circle Readers 
As Best Appliance Prospects 





SUPERMARKET IDEAL NEIGHBOR, 
2 OUT OF 3 DEALERS AGREE 


Appliance dealers across the country have an 
overwhelming preference for a location near a 
supermarket. This was substantiated by Family 
Circle’s recent national survey. 405 appliance 
store owners were asked this question: “If you 
were to relocate your store, next to which store 
in your neighborhood would you want to move?” 
More than 2 out of 3 replied, “supermarket or 
chain grocery store.” Customer traffic was the 
main reason for this choice. 





Aeme Supermarket, an American store where 
Family Circle is sold, located in the same 
neighborhood as Roth's Appliances 


In the light of these facts, it is important to 
remember that every Family Circle reader is 
a supermarket shopper. Family Circle maga 
zine is sold in all the 8,100 stores of 14 leading 
grocery chains throughout the nation and 
Canada. It is bought by the people whom neigh 
borhood appliance dealers say are their best 
customers. No wonder more and more appliance 
advertisers are finding Family Circle a profit 
able means of selling merchandise for their 
appliance dealers all over America 





Did you read how Detroit appliance dealer 
Bill Barris cashed in on neighborhood 
customer concentration? He increased his 
sales by $15,000 in two weeks. This amaz- 
ing success story appeared in Family 
Circle's ‘*Neighborhood News’’ columns in 
the May issue of Electrical Merchandis- 
ing. If you have a success story based on 
neighborhood customer concentration, 
will you tell us about it? Write: Promo- 
tion Manager, Family Circle Magazine, 
25 West 45th Street, New York 36, N.Y. 
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TRENTON, N.J. Barney Roth, of Roth’s Appli- 
ances located at 363 Pennington Ave. here, was 
amazed when he discovered that the majority of 
his customers live within a radius of 1% miles 
of his store 

This was revealed by Family Circle maga- 
zine’s continuing study among neighborhood 
appliance stores to determine just where most 
customers live in relation to the store 

Before Family Circle’s researchers began their 
survey, they asked Mr. Roth how far he felt his 
best customers live from his store. He promptly 
replied, “They’re scattered within a radius of 
10 miles.”” Then the researchers went to work 
The home addresses of the store’s best cus- 
tomers were spotted on a map of Trenton. When 





results were tabulated, it was discovered that 
64% of Roth’s customers live within 1'2 miles 
of his store 


8 out of 10 Family Circle 


Readers Live in Same Area 


Within a few minutes’ walk from Roth’s is an 
Acme Supermarket ( American Stores Co.) where 
Family Circle magazine is sold. A similar study 
was made of the housewife shoppers who buy 
Family Circle magazine there 

The results showed 80% of these Family 
Circle readers live within 1'2 miles of Roth’s 
appliance store. These facts point out that 
Family Circle readers are concentrated in the 
same neighborhood where Roth’s best cus- 
tomers live 

On a national scale, the survey has shown an 
average of 73% of Family Circle supermarket 
shopping families live within 1's miles of a 
neighborhood appliance store. This Family 


JUNE, 


Circle customer concentration is a major reason 
why so many appliance manufacturers are 
scheduling advertising campaigns in Family 
Circle, one of America’s fastest-growing 
national magazines. 








ADVERTISERS SET NEW LINEAGE 
RECORD IN APRIL FAMILY CIRCLE 


Advertising revenue of Family Circle reached 
a new record in April when it rose to $1,195,837. 
The April issue was the third consecutive issue 
to soar over the $1 million mark and the fifth 
to pass that mark since October, 1952. These 
gains are clear evidence of the magazine’s 
increasing advertising lineage and circulation 
growth. Despite this growth, Family Circle has 
had no increase in cost per-page-per-thousand 
in the past several years 





Family Circle Is Sold 
in All These Grocery Chains 


and Supermarkets Exclusively: 


* ALBERS * AMERICAN * BOHACK + 
* BUTT + DIXIE HOME: 
* FIRST NATIONAL * GRAND UNION - 
* HILL + JEWEL * KROGER + 
* RED OWL + SAFEWAY + 
* WEINGARTEN + WINN AND LOVETT > 
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Appliance Manufacturers Triple Their 
Advertising in Family Circle in 1953 


Three Times as Many Now Take Advantage 
of Neighborhood Customer Concentration 


Three times as many appliance manufactur- advantage of Family Circle’s Neighborhood 
ers advertised their products in Family Circle Customer Concentration to increase your sales 
Magazine during the first six months of 1953 of the products they make. 
compared to the first six months of 1952! So far These appliance manufacturers are forward- 
this year, 19 appliance advertisers have taken looking leaders in their fields. They recognize 


Say m eS Pee 
‘ ; 








rae 








HAMILTON 
BEACH 


WAGNER WARE ni , 


Appliance advertisers using sectional editions of Family Circle: 


AMERICAN GAS ASSOCIATION DIXIE RANGES MAGIC CHEF RANGES 
CHROMCRAFT FURNITURE ENTERPRISE RANGES O’KEEFE & MERRITT RANGES 
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that products, such as those shown on this page, 
have their best market in your kind of store 
and among the actively-buying customers of 
nearby supermarkets. They know that, while 
you may not be located immediately adjacent to 
one of these supermarkets, this supermarket 
traffic can be directed your way‘through the 
pages of Family Circle. By advertising in 
Family Circle, read exclusively by supermarket 
customers, they are placing you right “next 
door” to your best source of business. 


} ~ 
| General Mills 





‘es 


WEAR-EVER || | | 
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ELECTRIC 
HOUSEWARES 


Fully 
Automatic 


STANDARD 
8-CUP 


No Wonder They 
Sell So FAST! 


SMALL quantities of coffee can be made auto- 
matically ONLY in a small automatic percolator.... 
like the 3 to 5-Cup EMPIRE “Thrift-O-Matic’! Just 
what the 40 million small families of America want! 
Prevents wasting expensive coffee. When larger 
capacity is needed, sell the popular 4 to 8-Cup 
Model 1942 EMPIRE Automatic Percolator. To be 
ready for all occasions, sell customers both styles! 


¢ Just plug it in—no regulating! 
¢ Automatically stops perking! 
Keeps coffee serving hot for hours! 


Makes perfect coffee—everytime! 


WRITE TODAY for Catalog and Prices 





ELECTRIC TABLE GRILL 


teams uP with the 


Cu Coffee Quickie”. 

Drive’ Food & Baby —_ 

Warmer, Hot Plate, and ben 

sensational Empire Autom apis 


ou the in. in- 
ors to bring Y 130 s4d- jds—heat in 
deanna: So line of profita interchangeable qt 
m 


ble dripping 
ou dicator — remove List. 

ble Electric Housewares Y pan. No. 788— $15.95 

can feature! 


The METAL WARE @Gorsoration 


200 Fifth Avenue TWO RIVERS, WIS. 


New York 


ith 
ted beauty, wi} 
grilling surface 


Merchandise Mart 
Chicago 
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Sol Polk—Price-Cutter or Pioneer? 





town. The men have to be big money 
makers or they would not endure the 
pace Sol sets for them. Sol saves 
money on heat—most of his places 
are glorified warehouses—and the sales- 
men have to wear long underwear in 
winter. When not selling they help 
with the stockkeeping, cleaning up and 
other physical chores. 

Chey get on the job at 10 in the 
morning, and leave at 10 at night 
(unless there is a sales meeting) seven 
days a week. General merchandising 
manager Jack Pettersen disputes this, 
but it comes from the mouths of the 
men themselves. It is a common joke 
that Polk salesmen either drop out 
because of pneumonia or ulcers. 

Sol is always in a hurry. It is an 


office joke that if he ever marries, it 
will be to some widow expecting a 
baby within two months—‘‘to save 
time” 


If Sol Polk did $12 million volume 
last year from four retail stores, and 
you apportion that among 60 sales 
men, each getting $50 a week draw, 
plus one percent on sales, plus spiff 
on special merchandise, you can 
readily understand that men making 
$10,000, $15,000 and even $20,000 a 
year are not rarities at Polk Brothers. 

Guess is that men average $100 a 
week. A beginner 1S expected to earn 
at least $75. Spiffs are graduated. ‘Top 
spiffs run from $10 down to $2. Aver 
age is $5 to $6. For example, an 
electric range at time carried 
$10, an ironer, $2 

While manufacturers sometimes 
discover that Polk Brothers does not 
always pass along spiff money, Sol 
scrupously sees that men always get 
what is coming to them. One ex-em 
ployee interviewed had just received a 
check more than a year after leaving 
the company. 


one 


Specialized Selling 


Polk salesmen are specialists. Som« 
even contact industrial buyers and 
unions, and come in two nights a 
week to close deals which they have 
originated. 

Some of the best retail men in Chi 
cago work under Sol’s banner. Mc- 
Clusky is Sol’s best range man. He 
moved 144 electric ranges in 1951, 
ind sold 141 up to the first half of 
1952 (or so a range maker told us.) 
Johnny Silagi stars in the laundry de 
partment. Munroe Singer is sales 
manager and Russ Weder is his assist- 
int. Les Bachman is assistant to Sol 
Polk, Jack Pettersen, a 
Motorola, is 


manager. 


veteran of 
general merchandising 

Sol sees to it that his men’s earning 
potential holds up. When a slump o¢ 
curred not long ago, he laid off sales 
men until those remaining were doing 
their regular ratio of business 

Each new man has a sponsor who 
is supposed to teach him his job. The 
new man doesn’t get a sales book un- 
til he learns. As payment for instruct- 
ing the new man, the sponsor gets an 
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override on his sales, which is called 
writing a split sale or ticket. 


Handling the Customer 


The doors at Polks are said to be 
always Open, summer or winter, sO Cus- 
tomers may wander in easily. That 
is what makes the place so cold. It 
makes for faster shopping, too. 

A courtesy card, passed out by mil- 
lions, is frequently in the new pros- 
pect’s hand. If he has no card, he is 
asked, “Is this your first visit? Yes? 
hen let us extend to you the courtesy 
of a 20 percent discount?” Some 
times, when business is good, and 
nothing is said, the prospect is sold 
at list. All price tags and the firm’s 
catalog carry list prices. 

Sol is a master salesman. He for 
merly kept a refrigerator full of Coca 
Cola, and if everybody was busy with 
customers, he handed the newly ar- 
rived prospect a coke and said, “Have 
this on the house—I'll be with 
in a minute.” It held the customer 
still until he could be waited upon 

l‘oday, with crowds, there is not 
that promptness. An Electrical Mer 
chandising shopper wandered for a 
half hour without getting a tumblk 
from a salesman. 

here is a hint of self-selling in th 
air. At holiday time counters 
made of electrical housewares in the 
cartons. One was displayed, and the 
customer was encouraged to pick up 
a carton, pay for it, and lug it out 
saving Polk Brothers on string, paper, 
ind delivery. 


you 


were 


Customers Don’t Always Win 


A typical deal at Polk Brothers may 
consist of an _ astonishingly long 
trade-in. Or the customer may get 
20 off list. A hard bargainer gets 
25. When business is dull, it is said 
that men are told never to let the cus 
tomer get out without buying. On 
the other hand, some of the salesmen 
have no compunction in putting as 
much of the discount back on the 
ticket as possible—charges for delivery, 
installation, etc. A shopper who re 
ported this said that the charge for in- 
stallation of a room 
higher than elsewhere. 

Chere is justification in this. Cus- 
tomers come in to outsmart the firm 
If they are outsmarted themselves, it 
is a mere of the amateur meet 
ing the professional. 

If a customer 


cooler was far 


CASC 


comes in and say 
he is just looking around, he may be 
quickly told to go to Commonwealth 
Edison or Marshall Field for a look, 
that one comes to Polk Brothers to 
buy (Jack Pettersen denies this). Idea 
of the salesmen is to talk two minutes 
to the customer and “burn ’em” 
move on to the next. 

he firm delivers, but it is reported 
that there have been cases where the 
customer has run into a deliver 
charge, and excise tax and a connec- 
tion charge. There have been alleged 

Continued on Page 114 
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ITS REALLY WORTH 
YOUR WHILE 10 SEE 


«< 
o 
. 
- 





NOW SHOWING 


SEE FEATURES twat seu! 





New GIBSON Room 
Air Conditioners with 
Draft Free” Comfort 








| rr'S REALLY WORTH 
YOUR WHILE TO SEE 


om ecveve Suing 00! 807% 

















Get in on what’s going on at Gibson! 


See your distributor or write us! 
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Furniture Mart... Space 525... Furniture Show, 
June 22-July 3... or at your Gibson Distributor’s 


Features that are different... features you can demonstrate 
got sell-by-demonstrating features in all the new Gibson products! 


- +. you've 


New Gibson Refrigerator with exclusive Swing-out Servers that practi- 
cally hand you the food! New Gibson Food Freezers with exclusive Tilt-out 
Bin and Stay-Packt Shelves for real convenience! New Gibson Electric Range 
with exclusive Ups-a-Daisy deep well cooker that raises at the turn of a dial! 
And new Gibson Room Air Conditioner that gives 6-way comfort! Show ’em 
and you'll sell ’em! 


Today, as you know, it takes a combination of demonstrable sales features 
and unusual national promotion to get prospects in to buy! 


Gibson's latest promotion... now going on for 5,000 Gibson dealers and 
highly successful —is a 3-bottle set of Harriet Hubbard Ayer Cologne given 
free to prospects for seeing a demonstration of the new Gibson products! 
Nationally advertised in 4 color LIFE bleed-pages, locally advertised in big 
newspaper ads—and backed by a sales-incentive contest of vacation trips to 
Havana or Bermuda, and to Europe, South America or Hawaii for dealer 
salesmen! A complete promotion package that helps Gibson dealers sell! 


Gibson 


GIBSON REFRIGERATOR COMPANY + GREENVILLE, MICHIGAN 
In Canada—Gibson Refrigerator Company of Canada Limited, Montreal, Quebec 
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Ag 
DISH MASTE R 


Vi the /SENSATIONAL Push-Button a 


| |: | leat stn 











DISHMASTER’s Se ll 
National Advertising ; GOD HOUSEKEEPING 
pre-sells your a 
customers... SUNSET 
Hard-Selling ads tell smALa nomes eowe 
, BETTER HOMES & GARDENS 
the Dishmaster story HOUSE BEAUTIFUL 
to over HOUSE & GARDEN 
McCALL’S 
95,000,000 emma, 
: FAMILY CIRCLE 
r eaders 7 WHAT’S NEW IN HOME ECONOMICS 


Write for details to 
GERITY-MICHIGAN CORPORATION 


Merchan dising Division, Dept. M-2 


als : 
r7\y over 300, 000 lr use 10 South Superior Street, Toledo 4, Ohio 
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Mail Coupon Today! 


GERITY-MICHIG AN CORPORATION 
Dept. E-9, 19 S. Superior Street 
Toledo 4, Ohio 


Gentlemen: Pleas send me free ¢, py of 
Dishw ishing the Easy Way 










Only 
that does dishes 
faster and easier 


es 


than models 
costing $300! 


HINK of it! Now You can own a 
dishwasher for only $49.50 a 
dishwasher that actually gets 
your dishes done in LESS TIME 
than others selling for ¢ 300-$400 
or more 


Hard to believe? Not when you 


consider these fax ts 


When you use an Ordinary dish 
Washing mac hine, you must first 
scrape the dishes get them as 
cle 4N as possible Many times you 
even have to rinse them under a 
faucet. In other words. you have 
to go through ¢ ertain preliminary 
Steps before yoy put your dishes 
in the max hine 


But now with the new and 
revolutionary DISHMASTE R, by 
"ve time you complete these “pre 
liminary” steps— Your DisnEs 
ARE Wasnep! Your dishes sparkle 

your silver and glassware 
gleam pots and pans shine 
easily and quickly, and far more 
brightly than when washed by 
Ordinary machine methods 
What’s more, you don’t soak your 
hands— yoy hardly get them wet! 

Yet this amazingly effective 
new type of dishwasher costs you 
only $49.50 Saves you literally 
hundreds of dollars! 


Dishmaster can be installed in 
any kind of kitchen modern or 
old fashioned large or smal] 


SEND FOR 


FREE 


BOOKLET 


. Fits any Sink 










“P erioy St, Toledo 4, Oh 
: io 
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THIS IS 
RIGHT DOWN YOUR 
ALLEY FOR QUICK SALES 














Th se ¢ vclusive featu res 
Easy access door adds to con 
venience. Makes unit easy to use. 


Heat resisting 12 gauge steel 
inner compartment. Built to 
withstand corrosive action of all 
types of rubbish and garbage. 


100% safe—Complete combus- 
tion within the cabinet. Sparks 
cannot get out, 


Handles all garbage and 
burnable waste. 


For the biggest appliance profits you've ever had, 


sll CORONATOR! 


There are a few choice territories yet available to 
wire or phone for details. 


distributors. Write 


THE COROAIRE HEATER 


CORPORATION 
1422 Euclid Avenue ° 
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Anyone who has enough knowledge to install a coo} 
stall a CORONATOR.A natural for high profits and large volume 


AND BIG PROFITS! 


Cotwuare 





Garbage and 
Disposal unit 


The greatest home convenience 
refrigerator and the 


washing machine! 


since the 


Get in at the beginning of this 
brand new appliance field. A 
virgin market already selling 
like wild fire | tll only 
beginning. 

Quick 
lutionary 


clean prone New revo- 
waste disposal unit 


sells on sight. Installation is 


| 


aone in a matter of minutes, 


stove Can in- 


Solves the problem of messy garbage and rubbish disposal 
make CORONATOR the outstandin 


leader: 


CORONATOR completely dehy- 
drates all material; ignites and 
reduces it to a powder ash. Manu- 
factures excellent fertilizer from 
refuse. Absolutely silent. Built to 
last a lifetime. 


CORONATOR eliminates and 
makes unnecessary the garbage 
can— paper burner—yard type 
incinerator —the sink unit... all 
at an unbelievably low cost. 
That's why they sell so easy! 





4 Le veland oF Ohio 


Sol Polk 





instances where 1 customer out 
marted the salesman and found out 
later he had bought a 


mode | 


lower step 


Polk Brothers is a big newspaper 
idvertiser. It also employs television 


ind radio, and Sol 
after 


song 


discovered that 
radio time midnight could be 


had for a 
The Mystery of His Buying 


Polk Brothers presents itself as the 
biggest outlet for advertised brands in 
Chicago. ‘This is mighty 
use on a manufacturer who wants hi 


Windy 


leverage to 


brand to make a splash in the 
ity 

Also, no purchasing agent in th 
ountry has a quicker instinct for th 
gnal of distress in a manufacturer 
Recently a di 
tributor related how he had sold Poll 
Brother by giving a margin of 48 


“We made two percent,” he 


r distributor's eye 


perce t 
| n 
uid, 


Another 


ud frankly, 


distributor went in and 
“You can have these for 
> percent above what they cost us.” 

It is commonly believed that Polk 
Brothers gets near distributor mar- 
erything that it sells. Thi 
explain th 


mms on ¢ 
20 and 25 percent oft 


[ want to do everything I can f 


my customers,” says Sol ‘I want 
them to have the biggest bargains in 
Chicago.” 

At the 195 ummer markets in 
Chicago Sol had the feeling that th 


teleyi } 


ision busin ] 


might not be on 
ground. A 
going trom manufacturer to 
manufacturer with a certified check for 
$50,000 in his pocket He was ready 
to lay it down to bind a bargain for 
rtain ‘I'V models at $100 each. It 
is reported there were no take 
manutacturet 
ibout theit 
[his story is 
vouched for by 


ich) firm cordingly, he 


tested by 


wert optimisti 
prospect 
denied by Sol, but 
IV people 
(he question arises as to why the 
industry continues to sell Polk Broth 
when cutting is 
ing the appliance busines 
Ihe answer may be found in the 
tory of a group of distributors who 
had lunch and agreed to cut him off 
he elder statesman of the group was 
delegated to call and perform the 
excision. “I had just told Sol and was 
pulling away from the curb,” he said 


forthcoming 


some 


price demoraliz 


CONTINUED FROM PAGE 110 


Price-Cutter or Pioneer? 





] 


when ho mut one 


ittended 


hould drive up 
of the other men who had 
the mecting.’ 

Not long ago ippliance 
ilesman wandered into Polk Brothers 
with an item that was sold more or 


a green 


] xclusively through ther Chi 
ago outlet. He hoped to k up an 
der f possibly 10 pi Instead 
Sol wht 100 I ( Trreement 
hat t firm ild ipply 

WS thin 
Within one month ] Brothers 
had sold 572 units, which eatly ex 
ited the manufacturer. When _ the 
ordained retail outlet protested, so 
the story goes, Sol wa elled out, 
ifter sold through the 


put wa there 


Nothing is Sacred 


innati distributor prophesied 


ago that with the reatly in 
creased capacity of factor the great 


ompctition that took pla 


A Cin 


not long 


] 
n the oil 


industry and the autom industri 
is about to begin 
One way to do it, he l, was to 
flood the country with 1 merchan 


dise than it could absorb idily, and 
drown out competition Whereupon 


th trong hands of t UrVIVOI 
uuld restore order 

He pointed out that today the au 
tomobile business, which has gone 
through the wringer, do iot fran 
hise everv ‘Tom, Dicl id Harry 
Most tail car outlet making 
non Order h | tored 

In the Chicago Tn late Sol 
Polk has been running a great deal of 
furniture ad 0 ! Ve slamorou 

) too Lhere i likelih 1 that 
the man who found a chink in th 
irmor of the appliance in try 1s now 
ving nt CC mp t I lish 
ings, and in days t ill 
the local Fish Furniture ¢ 

Meanwhile there are emerging 
Chicago from 10 to 20 cut-price opera 
tions modeled after Polk Brothers. It 
may be that Sol ha t pattern 
for the ipplian e€ super mark 

Grocery stores once had from 30 
to 40 percent margin, today the super 
market runs on around 18. And the 


grocery supermarket tells the manu 
facturer what he can do. It may be 
that the appliance supermarket, if it 
going to tell the manufac- 


t | End 


} 
turer what he can do, too 


comes, 18 








Special Report to the Industry 


Next month ELECTRICAL MERCHANDISING brings you 
a special report on the history, development, installation, 
service, demonstration and marketing of the appliance 
with the most neglected potential ...... 


the Dishwasher 
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PUT YOURSELF IN THIS 
5s a ae with 
SUB-ZERO 
a % e FREEZERS 
| ° MILK COOLERS 
















e AIR CONDITIONERS 


Yes, you can put yourself in the “profit-picture” 
with Sub-Zero ... the line that se//s because it has 
all the features your customers want most = 
handsome styling, large capacities, upright 
convenience and economy, dependable operation. 
And Sub-Zero is pre-sold for you by a hard-hitting 
national advertising campaign, kicking off 
with Better Homes and Ga sand Sunset, 
and continuing througho 
Help yourself to the profits th? 
“ right will bring you—Sub-Ze 
—— and built by refrigeration engin 
\ , 


‘rite today for complete information. 





















owe Ue A 
plONEERS IN 


coe i ee UPRIGHT ppeezet® 
MODEL 20 MODEL 18.5 MODEL 25 


. : z & i o- re ~ - y y a 
3 You sell pleasant living 


with this new Sub-Zero 
All-Season Air Condi- 
tioner, cools and heats 
filters and dehumidifies 

Fast, efficient, economical cooling really -.. it's a “best-seller”! 

sell Sub-Zero Milk Coolers. A complete 

line of 4, 6, 8 and 12 can coolers avail- 

able in both Cascade and Spray Type 

Modajls. (Model illustrated is 6 can 

or-rta-1: | O-1-] (1 
































SUB-ZERO ecreezer co., INC. 


MADISON, WISCONSIN 
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REG. US PAT OFF 
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=p 


Sey Sold by 
Leading Dealers Everywhere! 

















They MOVE F-A-S-T 





— Buys Dest Si 
"oon because they’re 


“arn 
+ 


1.9. ews On EB EN GOOD VALUE! 


sour 


a eT The UNIVERSAL Line offers you every- 

at iin thing you want in a Sewing Machine: 

RD OTHERS. INC. “= High markup... low cost...top qual- 

BENNE " o Dewelry: Silvers ity... proven performance... steady 
ec OS ne Sur Merchandise Distr ; demand . . . AVAILABILITY. 


YORK 
yet AVENUE new 








aes’ 





Precision built throughout . . . the 

Anoons, Penne UNIVERSAL is made to last and out- 
GOODJTEAR SERVICE STORES last... to give a lifetime of satisfac- 
eee a tory service. 


— —> Hundreds of thousands sold. 





. = \ 
pRAINGE: WAREHOUSES IN ALL 
| DaeAmereetemssee a W. W. GRAINGER, INC a oe 


























He Was Bankrupted 


oe CONTINUED FROM PAGE 90 ccm 


their time collecting instead of selling 
The finance company which had taken 
his paper—with recourse—swooped 
down on him whenever accounts de- 
faulted. Then there was trouble meet 
ing distributors’ bills. Work as they 
all did, the store was mysteriously 
falling behind. 

Bob Koepnick finally got a friend 
who was a certified public accountant 
to audit him. “You’re broke, Bob,” the 
friend told him 

The firm had lost money. It had a 
repossession rate of 34 percent and 
$10,000 worth of delinquents out of 
$250,000 worth of recourse paper 


The Final Blow 


A debt of $7,000 was coming due. 
“We probably would have squeezed 
through on that $7,000 debt,” says 
Mr. Koepnick. “But just then the 
state walked in and tapped us for 
$6,000 in taxes (a 2.2 percent excise 
tax on gross on television charged in 
Texas, payable on demand with no 
grace period) which we had never 
heard of. We couldn’t make that 
$13,000, so decided to throw in the 
sponge.” 

To an attorney the members of the 
Koepnick firm proceeded to explain 
their predicament. It appeared they 
had six large creditors. They had 
$28,000 in reserves earned on paper 
previously financed. All told, they had 
$50,000 in assets, owed $46,000. At 
the attorney’s bidding, F. B. Koepnick 
drew up a certified list of accounts pay 
able and inventory 

The attorney offered to turn this 
over to the creditors if they would 
wipe the slate clean for Mr. Koepnick 


Next Move 


Under the alternative, bankruptcy, 
Mr Koepnick could, by l'exas law 
keep his homestead and household 
possessions (which included a home 
freezer, dryer and automatic washer 
his “team of horses,” (which is in 
terpreted to mean a truck), his tools, 
meaning television repair equipment, 
and library, meaning a set of Howard 
Sams television circuit books. Becaus« 
of these possessions and an army typ¢ 
quonset hut which he had luckily 
built back of his home to house his T'V 
service department, Koepnick, even if 
he went bankrupt, might have been 
able to start a new business. However 
his creditors accepted his offered assets 


The Cause of It All 


Starting again in business with a 
bare floor, Mr. Koepnick studied his 
history to see what tripped him up 
He came to the conclusion that it wa 
above all else, a failure to check the 
financial standing of his customers. 

Small loan firms know, as applianc 
dealers often do not, that many peopl 
will obligate themselves for far mor 
than they can pay. The television craz 
caused many families to take on unduc 
responsibilities with the hope that 

Continued on Page 118 
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Arvin A -bity bottle 
Thal hl tame ! ae 














Abita Feuonal Fil 


COMPLETE WITH CLOCK 


Only °26°..., 


oy Smart, compact, rfect for those occasions 
when wrist watches are left at home! 


oy Powered a new long-life batteries with 
new long-life tubes. 


v Maroon, Jade Green, or California Tan. 


Vv Four improved-type miniature tubes— 
maximum performance, minimum battery 
drain. 


¥ 4-inch Alnico speaker for Velvet Voice tone. 
Vv Built-in Magnetenna for distance. 
v Automatic Volume Control. 


oy Dependable wind-up clock of nationally 
known make. 


v¥ Compact—only 734’ x 85%” x 23’. 


Model 746P 


Arvin Gadabout 


A WORLD OF GOOD LISTENING FOR THOSE 
WHO DON'T CARE WHAT TIME IT IS! 








v Maroon, Jade, or Taupe. 


v Same fine performance, same Velvet Voice 
tone, same features as above, but without 


clock. Modet 7467 $Q195S* 


@eeeeeeeeeeeeeeeeeeeeeeeaeeeeee ee 
Radio & Television Division 


ARVIN INDUSTRIES, INC. 


Columbus, Indiana 


*All prices less batteries 


























Model 747P 


1 
these stunning new Arvin 3-way Portables (Same famous 
chassis as the Arvin Vacationeer which sold at $39.95)* 


Fa shnmphnhnnnsnnnan 
= i 





es 











THE PLAYMATE THE COMPANION THE CABALLERO s 


Rich ruby plastic with Cloth-o- Variegated Jade and Cloth-o-Gold; Suntan with reptile grain trim 
Gold midriff $29.95* Jade handle and dial... ..$32.95* and mirror dial $34.95" 


They play anywhere on batteries or AC/DC « 5 tubes plus selenium rectifier « No 
warm-up delay on power-change e Handle folds flat « Weight, loaded, only 6% Ibs. 


All with Arvin’s exclusive Magnetenna—brings every station closer! 
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_ Prospecting 
for customers ? 


70 % 


Ky) 





Advertise in the 
‘yellow pages’ of your 
telephone directory 























nA oo 

















WA | vl /, Wle! 
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Wha“ AR Wi \\A 











The Directory Representative will gladly furnish you with all information. 
You can reach him through the local telephone business office. 





PAGE 118 JUNE, 





He Was Bankrupted 


CONTINUED FROM PAGE 16 


omething, somehow, would turn up 
Any reasonable credit check will 

ider earnings against outgo and 
eal instantly what families cann 
ifford a TV set. 

Credit bureau reports would ha 
helped Koepnick, but he, like man 
small dealers, felt that he could not 
afford them, and worked on a basis 
of taking a chance that four out of five 
deals would pay off 

On repossessions he did not realiz« 
how ‘Texas law favors the debtor. If an 
account goes sour, you have to go to 
court to repossess, then buy back from 
1 sheriff’s auction, with the debtor 
holding the right for 90 days to pick 
up the goods 

As a result, many a deadbeat pay 
off until he only owes $150 and then 
tops payment, defying the dealer to 
repossess Che dealer will not, becaus: 
it costs that much. 

In his reorganization, Mr. Koepnick 
gave up his $125 a month store, and 
» h homestead He 


noved back t 


OPAPP 
Electrical appliance dealers who 


keep pulling strings never seem 
able to make ends meet. 


switched from selling to servi | 
firm quit selling a service p icy 
harging $5 a call instead of th 
customarv $7.50. Everything was cash 
ind custom isking credit we tol 
“We don’t have a bookkeeper Ch 
were told that the firm I nsu 
n used art 

to timat | dav it ice 
television i ovel Houston n 
eradually is } Yup a merch 


ntor 


No More Floor Planning 
M Koepn k feels that the fl 


plan is the downfall of many a deale 
He sells a set, uses the money for hi 


pavroll, and ught short. Rea 

1 dealer goes for a floor plan is the d 
tributor’s warning, “Buy now becau 
we won't have anv more until June, 
etc.” 

Majority of distributors and finan 
houses take no interest in a deal 
velfare and give him no advice 
redits, he sa‘ \ny risk is accepted 

long as a dealer’s name is on th 
paper. Mr. Koepnick feels that, ina 
much as he was producing plenty of 
business, h hould have had n 
uidance a1 varning on his finan 

tuation 

Toda litt ) ) that 


ludes L. N. Sample, Curtis Denn 
Lloyd Dennis, S. B. Jones and M 
Anna Bowman is putting the Koepnicl 
company back in the running. Th 
boys say they are taking their eves off 
volume. 

“The healthy thing for a small 
dealer is to make 7 percent off 
$100,000 worth of business,” they say, 


‘and we aim to keep it that way.” End 


1953—ELECTRICAL MERCHANDISING 








© 9 








Refrigerator with 
UAL 


aud 


Deluxe Electric 
Food Freezer ; \ 








a 
\ 
' 
4 } 
Yy. u can whip up a cyclone of sales activicy during Hotpoint’s Sum- Hotpoint’s Summer Shower Campaign is under way The promotion 
mer Shower Campaign with Hotpoint’s Super-Stor Refrigerator with floodgates on Hotpoint Electric Appliances have been opened wide. 
Frost-Away, and Hotpoint’s Deluxe Electric Food Freezer. Here are two During June and July, all America will know, through national maga- 
I &. July § & 


Hotpoint Appliances engineered for SUPREME QUALITY ... topto bottom zine, radio, television, and direct mail, that the Hotpoint dealer is 


inside and out that provide the most wanted features found anywhere headquarters for the greatest outpouring of values in Hotpoint’s his- 


industry. Unparalleled consumer demand proves this statement. tory. Better get all the details from your Hotpoint distributor 


... rcewiaher off Peoqness! 


RANGES © REFRIGERATORS * DISHWASHERS * DISPOSALLS® * WATER HEATERS © CABINETS 
FOOD FREEZERS * AUTOMATIC WASHERS «+ CLOTHES DRYERS * ROTARY IRONERS © DEHUMIDIFIERS 
HOTPOINT Co. (A Division of General Electric Compony) 5600 West Taylor Street, Chicago 44, filinois 


in the 
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DePadro Electric Co., 6728 W. Cermak Road, Berwyn, Illinois 


—— = c ‘ : = 


—ere 


672€ 





How to attract more 
pre-sold customers! 


Michael A. DePadro believes that 
the manufacturer does much of 
today’s appliance selling job. 
The trick, he says, is to cash in 

on it. And he knows the trick... 


~,_ om HAVE CHANGED in the appliance business,” 
says Michael A. DePadro, proprietor of 
DePadro Electric Co., 6728 W Cermak Road, 
Berwyn, Ilinois. “Until a few years ago, most cus 
tomers expected the dealer to tell them what to buy 
Today, most of them have their minds made up be 
fore they come into the store. And the dealer who 
gives them what they want is the dealer who makes 
the sale.” 

DePadro will tell you that the average appliance 
customer today is pre-sold by the manufacturer's 
advertising. As he sees it, the dealer's problem is to 
take advantage of the situation in such a way that 
this pre-selling job pays off in his own store. 

This is the story of DePadro’s ideas on present- 
day appliance selling—ideas that keep his sales vol 
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ume up among the leaders in the competitive Chi- 
cago area appliance market 

The basic plank in his sales platform is a wide 
selection of big-name merchandise. ““The well-adver- 
tised brands are easier to sell,” he says, “because 
they're the ones the customers ask to see. By carry 
ing nothing but top-quality brands, we not only close 
sales faster, but we also make sure that there’s no 
such thing as a bad buy in the store. 


Customer attractions 


“The more top brands we carry, the more attrac- 
tions we have for pre-sold appliance prospects.” 
Among the famous names on display at DePadro’s 
are: Admiral, Bendix, Crosley, Crown, General 


AAR ST lhe eae is, 





Michael A. DePadro 


Electric, Hamilton, Hotpoint, Hoover, Magnavox, 
Magic Chef, Maytag, Motorola, Necchi, Philco, 
RCA Victor, Roper, Servel, Tappan, Thor, Whirl 
pool and Zenith. 

“Having the brand a prospect wants to buy keeps 
our store in the running,”’ says DePadro, “but that 
still leaves a wide choice of dealers for the prospect 
to choose from. So it’s up to us to give people addi 
tional reasons for wanting to trade with us. 

“We believe that pleasant surroundings help 
people choose our store over another, so we make 
that a specialty here. We keep our place so clean 
you could eat off the floor. Dust gives merchandise 
a ‘used’ look that lowers its value in the mind of the 
prospect. But a little polish makes it a lot harder for 
her to say no. 

“Keeping everything spotless is a merchandising 
function. It’s part of our effort to display merchan 
dise in a way that makes it easier for the prospect 
to visualize it in her own home. This home-like at- 
mosphere was what we had in mind a few years ago 
when we got some lamps to put on top of the TV 
sets. The lamps were strictly for decoration, but 
people started buying them. Now we sell better than 
250 lamps a year.” 

Inside and out, DePadro Electric has the appear- 
ance of a model store. Shallow, three foot deep dis- 
play windows contain small appliances so that the 
well-lighted mass displays of major appliances inside 
the store are visible from the street. Passersby, of 
which there are thousands daily on this heavily 
travelled thoroughfare, see dozens of shiny, new ap- 
pliances at a glance. 


Gives them what they want 


Probably the most effective way to build customer 
preference, according to DePadro, is to let people 
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make their own decisions. ‘‘Most of them have a 
pretty definite idea of what they want or they 
wouldn't be here,”’ he says. “We take advantage of 
this pre-sold condition instead of bucking it. 

“People appreciate it when you give them credit 
for knowing what they want. And although they 
may not show it, they resent being told that they 
don’t know what's good for them. 

“If there’s any switching of brands or ‘selling up’ 
on our sales floor, it’s handled tactfully so that the 
customer makes the decision under no pressure from 
us. As a result, people tell me that they enjoy trading 
here because they know they won't be pressured 
into buying anything 

“Satisfied customers will go out of their way to 
come back. One way we keep ours satisfied is to make 
sure that every item in the store can pass a simple 
test: If I wouldn't be proud to have it in my own 
home, I don’t offer it for sale.”’ 

lo uphold this standard of quality, he sees to it 
that no crated merchandise goes out of the store for 
installation without first being unpacked, inspected, 
tested thoroughly and polished. And he offers no 
used appliances for sale. “If it’s worn or out-dated 
enough to be traded in,”’ he says, “it’s not good 
enough for my customers and I don’t want to clutter 
up the store with it.”’ 

DePadro accepts trade-ins on white goods only 
when necessary. He advises customers to sell their 
old appliances privately because they can generally 
get a better price. He sells what few he accepts for 
junk. 


Unique service operation 


In television sets, however, it’s a different story. 
DePadro has a five-man TV service organization 
that specializes in rebuilding used TV receivers for 
the growing market of second-set buyers. When 
these sets are offered for sale, they are as good as 
new, as evidenced by the fact that each carries a full 
warranty exactly the same as a new set. 

DePadro’s service set-up is unique, as is the idea 
behind it. Located in a modern, attractive building 
across the street from the store, it bears no apparent 
relationship to the main store. Even the name is 
different: “Suburban Television Co.”’ 

This arrangement grew out of DePadro’s idea that 
sales and service should be entirely separated. He 
explains, “I never have agreed with the popular 
theory that service traflic builds sales. Show me a 
man who brings in an appliance for repairs and I'll 
show you a man who's unhappy. He’s anything but a 
hot prospect for more appliances. 

“Also, our separate building enables us to run a 
service business the way it ought to be run. When 
you've got everything in one store, there’s a natural 
tendency to use as mut h floor Space as possible for 
display. And you wind up with your service depart 
ment crammed into a dingy back room that gives 
customers a bad impression.” 

Busy as it is, the service department just takes in 
enough revenue to cover costs. DePadro explains 
that in order to profit on the operation, it would be 
necessary to cut corners on the quality of the serv- 
ice. “And that,’ he says, ““would be defeating my 
whole purpose, which is to provide service that will 
strengthen our ties with old customers and make our 
store more attractive to new ones From that angle, 
it has been very successful.” 


Capitalizes on factory advertising 


The advertising program at DePadro’s is designed 
primarily to take advantage of the pre-selling job 
done by manufacturers’ advertising. For the past 
few years, the largest share of the appropriation has 
been invested in co-operative advertising in the 
Chicago Tribune under that newspaper's Selective 
Area advertising plan. 

Selective Area ads are placed by appliance manu- 
facturers and paid for jointly by the manufacturer, 
the Chicago area distributor and participating deal 
ers thruout Chicago and suburbs whose names and 
At low cost, DePadro 
gets large-space advertising that provides the direct 
tie-up he wants with the big-scale advertising vffort 
of the manufacturer. 

A unique feature of the Selective Area plan is its 


addresses appeal in the ads. 
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“We take every Selective Area ad we can get,” says DePadro (right), looking over with soles pro- 
motional mgr. Ben Christi one of the store's ads in the Chicago Tribune neighborhood section 


zoned circulation arrangement. An ad lists a differ- 
ent group of widely-separated dealers in each of five 
Sunday Tribune neighborhood sections, so that each 
dealer gets virtually the full benefit of the advertis- 
ing in his own area of operation, 


“Amazing results” 
When DePadro participates in a Selective Area ad 


in the Tribune, he reaches 89° of the suburb’s fami 
lies. DePadro says of these ads, “* Chey give me more 


space and greater circulation that I could afford to 
buy any other way. And we have had some really 
amazing results from them. 

“After a recent Magnavox page ran, I received the 
most phone calls [ ever got in my life from an ad. 
We sold at least six sets as a direct result, Following 
one of Servel's Tribune ads, I was caught with no 
Servel refrigerators on hand. But I got several orders 
anyway. 

“You can see why we take every Selective 
ad we can get.” 


Area 





Selective Area advertising in the Chicago 
Tribune delivers more sales for manufac- 
turers because it sells the big Chicago 
market neighborhood by neighborhood— 
the way your dealers do. 

Chicagoland dealers are sold on Selec- 
tive Area advertising because it gets 
greater response from their own best 
prospects, yet costs them as little as one 
per cent of regular card rates. 

Selective Area’s prominent dealer 
identification, its unique zoned circula- 
tion feature and its retail-store-type copy 





NEIGHBORHOOD IMPACT FOR FACTORY ADVERTISING! 


add up to faster buying action. As a re- 
sult, scores of dealers make Selective 
Area participations their principal adver- 
tising investment. 

If you want to get your Chicago dealers 
solidly behind your line and give them 
something that they can and will mer- 
chandise to the hilt—if you want bigger 
profits out of the Chicago market—build 
your promotion around the Selective Area 
plan of the Chicago Tribune. For full de- 
tails, get in touch with your Chicago Trib- 
une advertising representative today. 








Chicago Gribune 


THE WORLD'S GREATEST NEWSPAPER 


ADVERTISING SALES REPRESENTATIVES 


Chicago 
A. W. Dreier 
1333 Tribune Tower 


New York City 
E. P. Struhsacker 
220 E. 42nd St. 


Detroit 


W. E. Bates 
Penobscot Bldg. 


San Francisco 


Fitzpatrick & Chamberlin 
155 Montgomery St. 


Los Angeles 


Fitzpatrick & Chamberlin 
1127 Wilshire Bivd 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEW SPAPERS, INC. 
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of her rope... 
} pe HARRIED HOUSEWIFE pictured above has (b) Complete heat range for any fabric Lint Trap Safety By-pass prevents clogging if uset 
pon about as far as she can go. And she’s typical Vacuum Dryine Systen pre heats air. has highest tails to empty trap. 
. . , } « j j ! , ; 
of all housewives. Hanging up a week's wash takes hourly drying rate, costs less to operate, reduces 8. Outdoor Humidity Vent is easily connected at reat 
' , 
as much eneryy as lifting a ton of coal te n feet Most Sia ecient inalads 7 ip an me 
women don't know that. But what they de know is ee 
>. New Extra-laree Infrared Element has three times 9. Handy Clean-out Duct to remove sand, small objects 


re heating area, purifies clothes, dries 


oO! 


that washday is just too much work. And you've got 
then 
The Lovell Drying System is used 


nore gently 
, if 7 ~ ’ la >. 
{. Easy-to-unload Door is extra large, opens all th 1 17 leading makes of tumble 


the solution—an automatic dryer with the Lovell 


Drying System! Take the work out of washday and 


type dryers, both gas and electric 


put profits in your po kets. Use the Lovell Drying 
System features below to help you sell way. Gives full visibility 
' : : Lovell Mfg. Co., Erie, Pa. Also 
5. Asr-cooled Cabinet allows easy access for cleaning ; _ 
‘ makers of famous Lovell Pressure 





l. Thermostatic Dial Control provides 
desired dryness 


6. Easy-to-clean Lint Trap Cleansing Wringers 


Se 


oll 
Americas newest household blessing De Drying y Haris 


thinks! 


(a) Automatic shut-off at 


(Remind every customer that she can get her wash done quickest with a wringer-washer and automatic dryer —and that the combination costs less than she 
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CROSLEY Automatic Washers 


Crosley Div., 

Avco Mfg. Corp., 
1329 Arlington St., 
Cincinnati, 25, O. 


Models: 4 new Crosley automati 


vashers—2 roto-tumble action mod 
ls, Customatic and Deluxamati 
ind 2 agitator-action models, Sper 
matic and Rollamati 

Selling Features: Customati 


CWE, handles 9 Ib lothes; au 
tomatic cycle includes soak, wash, 
inse, damp-dry and shuts off; fea 
tures an automatic heatkeeper to 
maintain water temperatures during 
washing cycle; Guide-A-Load cyl 
inder, combined with Power Jet 
Ilo provides gentle, complete wash 
ing of all fabrics; balancing a load 
unnecessary; Water Miser water 
level guide control imount of 
water used in relation to load 
Deluxamatic LWE, has all fea 
tures of Customatic except auto 
matic heatkeeper; automatic water 


temperature control allows hom« 


maker te elect water heat de 
Supt rmati DWI feature in 
ufomati witator-action washer 
lb. drv clothes ipacity; Resilloy 


Flex-A-Tub; Rinselector allow 
lection of number of rinses 1 

for particular load Win ip t 
14 eal. water a load icuum actor 
f Vlex-A-Tub permit 


drainage of dirt prior to final rin 


in floating dirt l drained on 
th ough top oft plast iwitatol i¢ 
heavy dirt is flushed out throug! 





APPLIANCE NEWS 


NEW PRODUCTS 


holes at bottom; tim« temperature 
dial controls permit varying of cycle 
tor special loads 

Rollamatic, SWF, portable agi 
tator-action washer; 8 lbs. capacity 
mounted on casters; can be stored 
anywhere when not in use; single 
dial controls washing operation; 
double drainage action rinse; damp 
drying is done by contraction of 


Hlex-A-Tub. 





HOTPOINT Ironer 


Hotpoint Co., 

5600 W. Taylor St., 

Chicago, 44, Ill. 

Device: Hotpomt portable ironet 
LR-6 

Selling Features: Weighs only 30 
Ibs.; roll, 5 in. in diam., 22 in 
long; chromeplated scratch-proof 
shoe controlled by adjustable thet 
mostat; roll can be stopped for 
pressing; shoe can be tilted for 


steaming; shoe pressure can be 
easil\ increased or decreased; 


chromeplated rollaway stand for 
easy storage and a posture foldaway 
chair available as extra equipment 





TELECHRON Clock 


Telechron Dept., 
General Electric Co., 
Ashland, Mass. 


Device: Butler kitchen clocl 


Selling Features: l’catures 3-dimei 

onal numeral modem case in 

black with white dial or white with 
} ] 


ioice of red, vellow or blue dial 
Black hour and minute hands on 
vellow and white dials; white hou 
ind minute hands on red and blue 
dials, sweep second hand and hour 
dots are red on white and vellow 
dials, and vellow in the red and 
blue dial model 

Other features include recess for 
excess cord and wide angle vision 
crystal for easy reading 
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ARVIN Heaters 


Arvin Industries Inc., 
Columbus, Ind. 


Models: Arvin portable room heat 
ers Nos. 5230 and 5200 


Selling Features: Newly designed 
heaters, No. 5230, Custom Safety, 
features fan-forced plus radiant 
heat; has 1320 watts capacity; d¢ 
livers 42 cfm warm air; safety 
witch cuts current if heater 1 
tipped over; silver-gray enamel with 
hrome trim; 12 in. high, 114 m 
wide, 13 in. long; weighs 7 Ibs 

No. 5200 Custom, similar in de 
ign and appearance to 5230, fin 
ished in bronze enamel with ma 
roon trim; available as fan-forced 
heater only; both models tilt ver 
tically. 





CROSLEY Ranges 


Crosley Div., 

Avco Mfg. Corp., 
1329 Arlington St., 
Cincinnati, 25, O. 


Models: 2 new pace 
ng RI P1ID30 md ihe | YJ 


Selling Features: Both models have 
l ] 


vens measurmg 234 in icle 
164 in. igh and 19 in. deep; RI 
P1ID30 compl tely automat ( 


tains all features of Crosley delux 
models including push-button con 
trol of 7-heats on 4 surface units; 
new Crosley-designed Best-Bak« 
oven unit with even heat distribu 
tion; floor levelers increase perform 
ince of new oven; new back panel 
designed to keep controls out of 









ANNA A, NOONE 


heat and steam zones; fluorescent 
light increases illumination on 
range top and controls; new oven 
and drawer handles 

RE-E30, economy model, las 
basic features of deluxe model in 
cluding Best-Bake oven, except au 
tomatic timing; rotary switches are 
used in place of push buttons; lamp 
and timer available as accessories 

Other features on both models 
include self-sealing, self-adjusting 
oven door; divided range top; 7 
heats; removable reflector pans; 
flush-to-wall installation. 





NESCO Roaster 


Nesco, Inc., 
201 N. Michigan Ave., 
Chicago, 1, Ill. 
Model: Improved Nesco Super De 
luxe 20-qt. roaster 
Selling Features: Has new ‘see 
through” window in lid for check 
ing food progress; designed 
handi-lift bake rack with guard 
rails to prevent sliding, and brackets 
that hold rack in a raised position; 
2 major internal improvements in 
clude relocation of the nichrome 
reflex elements in side-walls and 
bottom of roaster, giving faster 
heating and improved heat dis 
tribution, also the use of new reflec 
tive coating on inside of roaster 

en’s outer jacket. ‘These improve 
ments combine to make foods 
brown better and cook faster than 
irlicr model 

New color scheme of white and 
blue enamel with chromium cover 
mdstrim picce non-breakabl 
fiull-meal set 

New heat pattern improvements 
has also been imcorporated in the 
Deluxe rectangular 18-qt. roaster 
ven, which has also been restyled 
ml W bite ( hromium md blue Nec 
o's ¢ qt. or il roaster ovens have 
Hew color ch 11h and poli hed 
duminum cover New color 
cheme and smooth cover has also 
been ipplied to the 23 qt round 
model. ‘This model also has a light 
in thermostat that signals when cur 
rent is turned on 
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Chicavo buys 6361 ett 


. Ino2sales fd 
March 2 to ~ ekrore” April 30 
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this modern miracle of mass production 
and volume sales—get the Eureka promotion 
for YOUR city—when you attend the Summer 
Market in Chicago, 17th Floor, 
American Furniture Mart Building— 


Booths 86-87 
June 22—July 3, 1953 


yveeooeeeeooooeoeoeeeeoeeee/ eeee © 


“Big 4” carry the EUREKA ball 
for Chicago dealers in 
tremendous 122 sales-per-day 
Spring Promotion! 


The powerful Commonwealth Edison Company teamed up with the great 


@*@eeeeceaeeceeeeeeeeeeeeeeee se 





Public Service Company and two giant department store organizations— 


Mandel Brothers and the Wieboldt Stores—in a tremendous series of big news- 


eeeeecacaeaeoeae ee eee eee eee ee 


paper ads in the Chicago “Tribune” and leading suburban city new spapers to 
give the great promotion tremendous publicity for all Chicago dealers. 

This big Eureka drive started Monday, March 2, and continued for 52 actual 
sale days, through April 30, 1953. Chicago dealers maintained an average sale 
of 122 Eureka cleaners per day every one of the 52 days—for a grand total of 
6361 for the period of the Spring Promotion! 

Today, Chicago is so Eureka Roto-Matic conscious—so convinced that a 
super-powered Eureka Roto-Matic can be had for as little as $69.95 complete 
with deluxe cleaning tools—that, rather than break their backs trying to sell 
against it, promotion-minded Chicago dealers sell and feature the Roto- Matic 
at $69.95 and chalk up new sales records daily! 


‘Phone, Wire or Write Today! 
EUREKA DIVISION 


Eureka Williams Corp. - Bloomington, Illinois 


“EUREKA SeMic 


oa 7 Eureka Williams Corporation, Bloomington, WWlinois - In Canada: Onward Manufacturing, Kitcherer, Ontario 
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iitach-O-Matic 














This 60" advertisement 
was run many times m 
the Chicago Tribune” 
and all leading sub- 


urban city newspapers. : : if 
| toss BE SEN 
~~ VISIT EUREKA 
PRicE gz Nhe Booths 86-87—17th Floor fe 
American Furniture Mart 
~ ae Building, Chicago 
* JUNE 22—JULY 


$20 +. $30 


less than comparable 
cleaners : te 
. 0 TED TIME Onsy, ae ee es 


Pid "+ 


SO" — aa ae 
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HOTPOINT Freezer 


Hotpoint Co., 

5600 W. Taylor St., 

Chicago, 44, III. 

Model: Medium priced chest type 
freezer No. EK-105-7 

Selling Features: Highlighted by 
chromeplated combination hand 
lock; lid with rounded corners for 
casicr Cleaning; square plates on 
handles has “H” medallions and 
click to one side when user want 
to unlock freezer; counterbalanced 
lid; new handlelock automatically 
latches lid when pressure is exerted; 
stores 368 Ibs. food. 

Other features include hermeti 
cally sealed freezing unit; alarm 
signal to indicate power interrup 
tion; thermometer fitted to a wire 
storage basket, juice rack for frozen 
juice cans; interior light, storage 
baskets: line now consists of chest 
freezers in 8, 10.5, 15 and 23 cu. ft 
sizes; and an upright model EM 
105-7 





CROSLEY Dryers 


Crosley Div., 

Avco Mfg. Corp., 
1329 Arlington St., 
Cincinnati, 25, O. 


Models: 3 dryers, electric, CDI-1 
gas—CDIF-N and CDI-1 
Selling Feature ll models hay 
IS Ibs. wet clothes « ipacit iuto 
matic Operation by settin time 
ontrol according to load require 
ment cloth tumble-drned = in 


ealed-cylinder with lint « Ipmys 
to easily removable lint catcher at 
table-top level; Hi-Pressure air vent 
issures fast, even drving and eth 
cient exhaust of heat and moisture 
ifety door stops dryer when door 
is Opened; special thermostats pro 
vide safe operation; interior light 
interior 


automatically illuminates 


when door is open; clectric model 
operates on 110 or 220 volts; gas 
burner designed for natural, bottled 
or manufactured gas; ultraviolet 


lamp available as accessor 
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HARDERFreez Upright 
Freezers 


HarderF reez Div., 
Tyler Fixture Corp., 
Niles, Mich. 


Models: Harderl'reez 1953 Golden 
Leisure upright freezers with sin 


ind 20 cu. ft. sizes 
Selling Features: HU-15G_ holds 


tle door in 15 


25 lbs.; 34 in. wide 31 in. deep; 
69 in. high; HU-20G, holds 700 
lbs.; 43% in. wide Both models 


have hermetically sealed compressor 
vith static condensor—HU-15G, 4 
hy p., HU-20G, 4h p.; 2 stationary 
tluminum shelves; one double se 
tion, removable wire shelf; all 
helves trimmed in gold; both mod 
ls have Fiberglas 
insulation; ‘““Touch-Dial” tempera 


super-density 


ture control; continuously burning 
varning light in front; removabl 
guard = rail portable Pie-Tainet 
for baked good 


Packaging 


holds wrapping material 


below door 
Jufh Juice 
Racks in door liner for concen 
trates; Chiral up ¢ hart on door 
liner shows freezer contents, en 


pantr 


tries with lead pencil wipe clean 
Gold picture frame design front 
white baked-on enamel finish; blu 
rasket, gold ind bluc trim 
Chromeplated hardware 
locking device available 





SETH THOMAS Clocks 


Seth Thomas Div., 

General Time Corp., 
Thomaston, Conn. 

Nlodels new decorati 
locks, Prestig« , 
ew strike models, Sharon-Ech 
nd Rhythm 

Selling Features: Prestige, a mod 
m interpretation of the ‘Tole de 
ign, available in maroon, forest 
Hand-painted with 
ivy garland; white dial, black nu 


ereen or black 


merals and hands; sweep second in 
dicator; can be mounted to con 
ceal cord and outlet 

Destiny, available in blond or 
mahogany wood case; polished 


brass bezel; ivory dial background 
with silvery circular center; scroll- 
type hands; black roman numerals; 
weep second indicator. 
Sharon-Echo, Colonial clock in 
maple or mahogany finish; floral 
design on dial background match 





ing garland in lower panel; black 
hands and numerals; musical bell 
strike 11 in. high, 64 in. wide, 
3; in. deep 

Rhythm, modern design in blond 
raised brass nu 
merals; polished brass hands; musi 
cal bell strike. Blond model has dark 
brown dial bac kground; mahogany 
has brushed silver background 


or mahogany case; 





WASTEMASTER Disposer 


Lockley Machine Co., 
New Castle, Penna. 


Device: New type garbag disposer 
with “Shavitron Screen” 
Selling Features: Uses new prin 


iple of grinding—kitchen waste i 


haved through a een, becoming 


positively ized and thoroughly 
nixed with wate Shavitron reen 
pla ible from outside without 
movin unit from ink oO1 
rbing plumbin Rough-in dim 
f unit 1 redu a to Og 1n., wl 
t still maimtain ipa itv of 
quart ent tion of Sha 
mm) mah t p ble t perat 
ith tandard 4 hy 
t ph not I] moving pari 
ib placed without disturbin 
tallation 
Featur y mple installa 
n hit number of part 
duced to a l-piece combination 
witch, no moving parts ind actin 
is Stramer, stopper and _ starter 


witch for unit; vibration and nois« 
reduced to minimum umbrella typ« 
slinger adds positive protection to 
motor in combination with graph 
Models will rang« 
from a deluxe to a continuous feed 
unit 


ite type seal 
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HOOVER Washer 


The Hoover Co., 
N. Canton, Ohio. 


Device: Hoover washer for small 
homes and apartments. 
Selling Features: Washes lb 7 7 
lothes in 4 min., the manufa 

turers Claim; moves easily on larg 


isters; anodized aluminum tub 









vith rounded bottom for easi ¥ 
leaning; water action provided | 
pulsator located in side of tub 
movement of water washes cloth 
not pulsators; cover serves as tra 
to catch laundry after wringing; 
vringer folds inside washer when 
iot in use; white baked enamel fin 
h with natural aluminum cov 
vater fillmg and emptying ho 
ibout 40 in. long; automatic pum 
for easy emptying wate throug 
ime tube used to fill; 30 in. higl 
164x174 top dim.; available f 
1c. or dx 
Sy bed . 
ee, 
REVCO Upright Freezer 
Revco Inc., 
Deerfield, Mich 
. Pt 
Model: Kk ipright fr 
N Uk-17 
Selling Features: II t food st 
capacity ri u. ft rf - - 
rized » in) del | 
n over-all I } : l 
in. high an in. deep in 
luding har ( l-piece wraj 
round = stecl t; thi 
ettling tibs imsulation; ¢ 
light 11s tomati 
tem: \ tine 
wht in t ! ) { 
d indicate ( ON ite { 
we; aluminum food compartnn 
ith refrigerate \ plus 2 
frigerated shelves for direct conta 
freezing; 2 or 4 sheh of mn 
open wire-grille t non-refris 


ated, which aids rapid cold-ten 
perature circulation throughout 
terior; one shelf is removable; 
pull-out baskets; 4 handy do 
shelves; } h.p. Tecumseh comp 


sor unit; Freon 22 refrigerant 
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HOTPOINT Range 


Hotpoint Co., 

5600 W. Taylor St., 

Chicago, 44, lil. 

Model: N medium price, single 
wen, Il ytpoint range, No. RD-17 
Controlled — by 
lighted pushbuttons; oversize oven 


Selling Feature: 


has 4700 cu. in. useable oven space; 
iper calrod”’ surface unit 30 per 
nt more efficient; new plug-in 
olden bake” heating unit circles 
itire oven floor; 220 volt outlet on 
ontrol panel for automatic deep 
vell french fryer which is available 
is optional accessory 
Also included are standard color 
key system, oven and surface unit 
pilot lights, 2-speed electric time 
measure; full length fluorescent 
light: deluxe aluminum _ broiler; 


golden fryer” unit receptacle; 
timed ippliance outlet: oven light; 
torage drawers; roaster pan; and 
ib] lrod thrift cooker unit 








CROSLEY Upright Freezer 


Crosley Div., 

Avco Mfg. Corp., 

1329 Arlington St., 

Cincinnati, 25, O. 

Model: New custom upright Shel 

dor freezer No. UEF-13 

Selling Features: Has more than 
u. ft ipacity; holds up t 

+55 lbs. frozen food; exterior sty] 


ng matches Crosley Shelvador r 


frigerator line; interior ha Soft 
Glo” color; 5 recessed door shelve 
ncrease freezer utility; lift-out 
helf gives complete flexibility in 
toring bulky packages; pull-out 
: SS ioe 


rage basket on nylon bearing 


ll shelves except left-out are fast 
freeze shelves with open coil con 
truction and an additional freez 
located at top of 

t g yirfment Adjustable 
ecratur ntrol has 2 setting 


¢ protection of food 
id 1O de below zero for fast 
freezing; trigger-action latch on 


NEW PRODUCTS 





THERMADOR Cooking Top 


Thermador Electrical Mfg. Co., 
5119 District Bivd., 
Los Angeles, 22, Calif. 


Device: New Thermador cooking 
top added to Thermador “‘Bilt-In” 
range line 

Selling Features: Top of stainless 
steel has 2 ‘““Thermo-Kleen”’ units, 
individually controlled by 5-heat 
reciprocal switches; Neon indicator 
light glows when unit is on; 134x 
20x20} in.; cooking tops can be 
installed individually, in pairs, or 
divided, to answer all cooking needs 
for limited space. 





WESTCLOX Alarm 


Westclox Div., 
General Time Corp., 
La Salle, Ill. 


Model: Sphinx electric alarm, 0¢ 
casional clock for table, desk and 
mantel 

Selling Features: Modern cabinet 
tvling available in mahogany or 
blond wood cabinet; gold feet and 
bezel; has bell alarm; sweep hand 
ind current interruption — signal; 
#4 in. high; available with plain or 
luminous dial. 





CHROM-EVER Ventilator 


Chrom-Ever Co., 

Div. Asquith Associates, Inc., 

1150 Broadway, N. Y. C. 

Device: Chrom-Ever 1953 reversi 
ble window ventilator No. V-710 

Selling Features: Adjustable, heavy 
gauge steel frame fits all standard 
windows from 25 to 41 in.; rust r 
istant, metallic finish: cast alumi 
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num centér in which fan unit as- 
sembly is mounted; unit is me- 
chanically reversible with flick of 


hand; air-cooled motor. 





ROYAL MASTER Broiler 


Royal Broiler Corp., 
2330 Fifth Ave., 
New York, 37, N. Y. 


Device:  6-way Royal 
Broiler. 


Master 


Selling Features: Broils, grills, fries, 


barbecues, roasts and toasts auto 
matically; 


2-heat control—fast, for quick-sear 
ing, 1400 watts; slower for roasting 
or barbecuing, 1100 watts; removy 
ible glass spatter shicld; grill spit 
can be used for barbecuing or ro 
tating steak, chops, ete.; 6 broiling 
levels; removable tray shelves easy 
to clean; firm-grip handle for each 
carrving; detachable Kool Grp 
handle; chromeplated — stecl; a. 
motor. 





UNIVERSAL Blankets 


Landers, Frary & Clark, 
New Britain, Conn. 


Models: 3 new Universal blankets 
Selling Features: A double bed, 
dual control model; double bed 
single control; and a_ twin bed 
model with individual controls; 
Slumbcr Sentinel control maintains 
constant temperature through 
changing weather: self-1 gulating to 
compensate for rise and fall of 
room temperature; light behind 
control dial indicates control is on; 
double blanket is 72x86 inl., with 
heated area of 55x70 in. twin bed 
blanket fabric of 
vool, rayon and cotton; decorator 


VA! 6060x560 in 


colors of Forest green, blue, rose, 


ind pe bble tank 


selftimer rings bell, 
shuts off unit when food is cooked; 








FASCO Fan 


Fasco Industries Inc., 
Rochester, N. Y. 


Model: F'asco No, 1082. outsicd 
wall ventilating fan. 
Selling Features: Available in 7 and 
10-in. sizes; features remote con 
trol operation; fan opens outside 
door automatically and keeps it 
open; when fan is turned off, coun 
terbalanced spring action snaps 
door back weather tight. 

Separable plugs on Fasco wall 
and ceiling ventilating fans; motor 
plugs into outlet box as easily as 
connecting an electrical appliance 
to a wall outlet, the manufacturer 
says; this simplifies final installa 
tion and makes later removal for 
cleaning quick and easy 

Square design of inside grille and 
outside frame simplifies installa 
tion in outside walls; round tele 
scoping tubes quickly adjust to fit 
any wall thickness from 44} to 141% 
in overlap on outside door fran 
ind inside tube make flush finish 
ing casy and neat 





ACE Freezer 


Ace Cabinet Corp., 
1457 Broadway, 
New York, 36, N. Y. 


Models: 2 Ace upright food freez 
CTS 

Selling Features: An 18.2 and 12 

cu. ft. upright models; 4 im. high 
density glass insulation; chip-re 
istant double baked white cnamel 
ill-steel door; thermal breakers in 
ulated with semi-rigid fibre glass; 
extruded rubber gasket; heavy duty 
hromeplated hardware has provi 
ions for locking; special condensa 
tion retarding device; 4 prime con 
tact freezing surfaces; 3 refrigerated 
helves and the bottom of freezer 
compartment for fast freezing; ad 
ditional freezing surface provided 
at top; refrigerant tubing bonded 
to bottom of each shelf; automatic 
temperature control; thermometer 
in inner door panel; Freon 
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“I remember him from someplace. Maybe it was 
in the Service... or at school. It was a long time 
ago, anyway. Maybe I should say hello”... This 
happens to almost everybody at one time or an- 
other. It’s something we should remember in busi- 
ness. Our names, faces, products... everything 
about us are remembered longer if seen constantly. 
This same memory factor may be working for, or 
against you, all the time. Just think about it. 

Eddie Arcaro recently mounted his 3,000th win- 
ner. The Lunts have entertained packed theaters 
thousands of times. Amos and Andy are old 
friends. Gene Sarazen still plays championship 
golf. People remember them. They’ve been around 
for a long time. We’ve seen them in newspapers 
and magazines, heard them on radio countless 


times ... Now they’re on TV. The more we saw 


SERVING THE 
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BUT « WHO * WHERE 


them or heard them the better we remember them. 


Isn’t this a great lesson for advertisers? The peo- 
ple we remember best might be bus drivers, jani- 
tors, traffic cops or school teachers. We see them 
remember the 
. whether they 


often and remember them. We 
advertisers we see frequently too.. 


are big or small. 


Yes, continuous advertising pays off in product 


recognition. 


Recognition increases with continuous advertising 
with recognition. Use 
ELECTRICAL MERCHANDISING to get 


from appliance-radio-TV dealers and distributors. 


. and sales increase 


recognition 
They are the men who make the difference at the 
point of sale. 


Your sales payoff will be in proportion to the 


APPLIANCE-RADIO-TV INDUSTRY 


> ELECTRICAL @ 


MERCHANDISING. 
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I KNOW THAT GUY ? 


WHEN 


effort. Dozens 
Kk LECTRICAL 
MERCHANDISING. For instance, The Apex Electri- 


cal Manufacturing Company of Cleveland, Ohio, 


continuity of your advertising 


of advertisers prove this in 


our oldest user of continuous advertising, has used 


dominant space in issue of ELECTRICAL 


MERCHANDISING since June, 1933 


every 
241 con- 
secutive issues. They know it pays off to reach the 


men who sell. You can be in at the payoff too. 


Improve your distribution and cut selling costs 
with the cumulative effect of your advertising in 
ELECTRICAL MERCHANDISING, Your product will 
gain recognition and sales momentum among 
America’s leading dealers and distributors, Do 
your best selling job in their Best Seller. Use 
K;LECTRICAL MERCHANDISING regularly for best 


sales results. 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, WN. Y. 
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THE 
SILOMETIC HERMETICALLY 
SEALED REFRIGERATION 
SYSTEMS 


We offer twelve different types and sizes for use in 
domestic and commercial applications, air conditioning, 
freezers, etc., ranging from Yeth H.P. to 2 H.P. styled 
to suit your particular application with any required 
length of suction and capillary tubing. Alternatively, 
compressor domes only supplied. 








All systems fitted with the specially designed ““MOTO- 
SAVER” which gives complete motor protection against 
fluctuating voltages and safeguards against burn-outs 
under any voltage conditions. 


Manufactured by the 


LONGFORD ENGINEERING COMPANY LTD. 


of Bognor Regis, Sussex, England. 


Write for details and prices today (make use of devaluation while 
it lasts) —Dept. E.M. 
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NEW PRODUCTS 





BERNS Window Ventilators 


Berns Mfg. Corp., 
3050 N. Rockwell St., 
Chicago, 18, Ill. 


Models: Berns Air King manually 
reversible window ventilators AU- 
ION, AUI12N, and AU12N-2. 
Selling Features: AUILON, single 
speed, 10-in. AUI2N, single speed, 
12 in. model; and AUI2N-2, 12 
in. 2-speed model. All models have 
ivory finish; modern grill with hori 
zontal bars; 2-color plastic name 
plate; does not interfere with opera 
tion of windows or screens; blade 
can be set to reach any part of 
room; sliding side panels enable 
fans to adjust to practically any 
window width 


HOTPOINT Dryer 


Hotpoint Co., 

5600 W. Taylor St., 

Chicago, 44, Ill. 

Model: Hotpoint new air blower 
clothes dryer No. LD-7 

Selling Features: Designed for rural 
low water pressure areas; triple tem 
perature setting: low, 145. degs. 
medium 167 degs.: and high 190 
degs.; and timer, set for 130 min., 
ample time for drying normal load 
of wet clothes; Calgloss finish; can 
be wired for 115 or 230 volts. 





FRI-MAID Fryer 


Son-Chief Electrics Inc., 
Winsted, Conn. 


Model: Fri-Maid fryer No. 400 
Selling Features: Automatic bi 
metal thermostat control maintains 





temperatures from 200 to 450 degs; 
simple control dial; light signals 
when heat goes on and off, tells 
when to start frying; cast aluminum 
cooking pot with deep polished 
flange; seamless, 1-piece outer shell 
finished in white Dulux; Bakelite 
handles and knobs; Preenex plasti 
cord and plug; fry basket 8 in. sq.; 
chromeplated cover; __ leakproof, 
necdle-valve drain plug located at 
back; metal sheathed, tubular unit 
cast into cooking pot; 1500 watts, 
115 volts, a.c. only; cooking area 
inside $x$ in. 





Self 


VORNADO Fan 


O. A. Sutton Corp., 
Wichita, Kansas. 


Device: Vornado Turn-About win 
dow fan. 

Selling Features: Reversible circu 
lator rotates 180 degs; directs cool 
ur where wanted, changes from 
intake to exhaust fan at touch of 
finger; casy to install; window can 
be closed during inclement weather 
vithout moving fan; multiple 
peeds; Vornado twin air injector 
ones, streamlined propeller cowl 
ing and deep pitched propeller 
blades which move air far and fast. 





REX-AIRATE Attic Fans 


Air Controls, Inc., 
2310 Superior Ave., 
Cleveland, O. 


Device: 2 new models have been 
idded to Rex Airate vertical hom« 
ooler attic fans 

Selling Features: 24 and 38 in. mod 
cls deliver from 3854 to 10,000 
fm; easily installed; require mini 
mum of cutting and framing; com 
pact package units include resilient 
mountings, felt sealing strips; au 
tomatic ceiling shutters equipped 
with fusible link to close shutters 
in case of fire; fan unit also avail 
able separately; fan assembly is 
mounted on rigid “H” frame, 
welded to outside housing of heavy 
gauge steel; green Hammerloid 
baked enamel finish. 


JUNE, 1953—ELECTRICAL MERCHANDISING 





In all the world, 


washer! 


Only Dexter offers an exclu 
sive Twin-A-Matic washer with ex 


clusive profits and sales potential! 


Dexter offers the combination 
of lifetime guaranteed quality high 


profits and customer satisfaction! 


Exclusive!!—No competition in 


any price class!! 


Outperforms all washers—will 
get clothes cleaner, faster than 
any other washer, even auto 


lohan y 


Tremendous sales stimulating 
el celsirodilelalelm oleeleieeluke hile die 


A-Matic washer! 


Build the only exclusive home 
laundry business in the world with 
a , the only Twin-A-Matic! 


Dexter Twin-A-Matic, but two places to 
see it at the Chicago Market, June 22nd-July 3rd, Dexter invites 
you to space 1155, Merchandise Mart or Suite 800 Congress Hotel. 


More dollars in ’53 with the Dexter complete line of Home Laundry Equipment! 


| { 


THE DEXTER COMPANY, FAIRFIELD, 1OWA 
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Abnana 


FOOD FREEZERS 


guaranteed 


to outperform all others 








Proved best by actual laboratory tests of name in the food freezer field. Give your customers 
brand food freezers, the AMANA Upright can be more capacity, more economy of operation, plus 
sold with complete confidence, AMANA is the pres- top rated performance. AMANA assures you the 
tige name in food freezers. kind of volume sales and complete satisfaction 


i , ; ; a that build greater profits! 
The sound combination of engineering efficiency 5 a 


and distinctive design has made AMANA the leader Visit us at Space 1127, Merchandise Mart, Chicago 


the only freezer to 










receive the famous <a 


Fashion Academy Award ee 


“BACKED BY A CENTURY-OLD TRADITION 
OF FINE CRAFTSMANSHIP” 





_ 


MODEL 140 


S 
= 93Q9° 


Full 14 cu. ft. 
Capacity! 








~ MODEL 80 


719° 


Full 8 cu. ft. 
Capacity! 








REFRIGERATION, INC. 
AMANA 16, IOWA 
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tops in profits 
| * of en a 





As an AMANA FOOD FREEZER dealer, your profits Now~—during the greatest volume selling period 
; are assured. There’s no disastrous cut-in from for food freezers—AMANA profits will add up to 

trade-ins, service and installation costs or price- new heights for you. And the AMANA price leaders 

cutting. The big-volume, wide-margin AMANA are the profit leaders of the entire industry! 


profits are all yours. 


l-],[+*® ...the most copied food freezer in America 
UPRIGHT FOOD FREEZER 


——S—Fs DF EE. ee Me caien 












ee _ tg 

| ’ Amone ) 
oe —— =e 
| eee a ———<< ae . 
re———___ 


| 
ct | 
_— a 2 
@ 
J 


Amane | 











i 

































Pre-sold to millions with the nation’s greatest S FUND of 
freezer advertising campaign, AMANA FOOD FREEZ- S 

, — 
ERS are the logical choice of quality-conscious audiences G eo et by 
who see AMANA every week on Kate Smith's coast-to zoe ousekeep ng 
coast NBC-TV show .. . in colorful ads in Life, Post, Sun- #0 45 sovraristo Wg 






set, Time, McCall’s, Good Housekeeping, Fortune, others! 
PLUS—CBS’ great Radio Show ‘’People are Funny.” 
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“SOFTENED 

WATER’S THE 
BEST BUY WE 
EVER MADE” 





Enthusiastic customer response 


PAGE 





will boost your profits! 


There can be big money for you selling water softeners. 
28,000,000 hard-water homes need them badly. 

The Permutit Electro-Matic Water Softener works like 
magic —removes all hardness, gives silky soft water from 
every faucet for luxury baths and shampoos. More impor- 
tant—the Electro-Matic can save the average family over 
$16 a month on soap, plumbing repairs, wear and tear on 
home laundry, other items. 

Finger-tip operation makes the Electro-Matic the sim- 
plest to regenerate, the hottest seller. Rugged construction 
with a minimum of moving parts—no valves to turn, no 
motor, no gears. Compact and light weight—a snap to de- 
liver and install. Gleaming white finish and smart design 
make it the perfect display and sales-mate for appliances 


and water heaters. Your customers are good prospects! 


Here’s why Electro-Matics” pay off! 


@ Booming market—no trade-ins @ Big margin—no price- 
shoppers @ Fully backed by world’s largest manufacturer 
@ Up-to-date sales 


@ Sales-clinching home demonstration plan 


of water conditioning equipment 
training 


Here’s how you can cash in! Choice franchises are avail- 


able right now. Get the full story today! 


Water Conditioning Headquarters for Jd Over 40 Years 


PERMUTIT 


MAIL COUPON TODAY! 


THE PERMUTIT COMPANY, DEPT. EM-6 
330 WEST 42ND STREET, NEW YORK 36, N. Y. 


eo .— oe oe 


Please send me full details on a Permutit franchise. 


ADDRESS 


a ZONE —STATE 


I 
! 
l 
! 
! 
1 NAME 
I 
| 
1 
| 
' 
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NEW PRODUCTS 





FRIGIDAIRE Refrigerator 


Frigidaire Div., 
General Motors Corp., 
Dayton, 1, Ohio 


Model: Frigidaire 4.4 cu.ft. refriger 
itor. 

Selling Features: Space-saving 
model designed for small apart- 
ments and kitchenettes 244 in. 
wide, 344 in. high and 262 in. deep; 
flat top for snug fit under storage 
cabinets or as extra shelf space; 
square top model (not shown) de 
signed primarily for under-sink or 
custom installations, both models 
feature Super-freezers with 15.9 Ibs 
capacity; 2 freezing shelves; 2 
Quickube ice trays; aluminum cold 
storage tray; adjustable Cold-Con 
trol automatic interior light; porce 
lain interior; Meter-Miser unit 





HOTPOINT Water Heaters 


Hotpoint Co., 
5600 W. Taylor St., 
Chicago, 44, III. 


Device: 2 tabletop water heaters 
Selling Features: Models WB-33 
ind WB-44. with 30 and 40 gal 


h ve 


capacities respectively new 
top-connecting plumbing arrang 
ment that permit ister mstalla 
tion at reduced cost oncealed 
hannels provided at rear so metal 
tubing or standing plumbing con 
nections can be made after heater 
is in position; suitable for use in 
basementless homes, city apart 


available 
with or without porcelain counter 
idjustable temperature 
trol; removable front 
quick servicing 

~ Five 1953 evlindri 
ers with capacities 
gal ire 
line; features includ 
with 3 settings: “Vacation,” aver 
ige and extr double 
groups of heating units on all but 
WEB-33. 


ments, ranch homes, etc.; 


tops; con 
panel for 


1] water heat 
30 to 82 
in Hotpoint 
dial controls 


from 


iso included 


a hot; single ot 


JUNE, 
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KLENZ-AIRE Deodorizer 


Specialties Div., 

General Mfg. & Distributing Co., 
100 W. Taylor St., 

Quincy, Mich. 


Device: Klenz-Aire electronic ozone 
deodorizer for use in homes, com 
mercial and institutional field 

Selling Features: Suitable for use in 
kitchens, bathrooms, 
basements, closets, dens, offices 
laboratories, etc.; embodies 4-watt 
ozone lamp developed by major 
lamp manufacturers, 
chrome wall fixtures, of tapered 
design, with satin diamond pat 
tern; 64 in. high; equipped with 
8-ft. ivory cord and plug for usc 
on any 110-125 volt a.c. circuit; 
ozone lamp with continuous 24-h1 
use has life of approximately 4000 
hrs.; also serves as soft night light 
Available in three sizes No. 101, 


nurseries, 


encased in 


twin 


single lamp unit; No. 102, 
3-lamp unit 


lamp; No. 103 





SUPERFLAME Oil Heaters 


Queen Stove Works, Inc., 
Albert Lea, Minn. 


Models: Superflame Fuel-Saver oi! 
heaters for 1953 

Selling Features: Restvled 
cabinet, improved structu 
air circulation increased 334 per 


modern 


] 
| de sign, 


cent; bonderized; cooler cabinet 
aluminized interior reflects heat 
into aiflow and places more heat 
into home; stainless steel triple 


combustion burners; improved typ« 
’; improved off-the-floor 
design; larger side heat 
painted interiors; 17 models ranging 
in output from 30,000 btu ’s to 
135,000 btu.’s thermostat contro] 
available; dark mahogany, maple, 
blonde mahogany or platinum 


“fuel saver’ 
doors 


MERCHANDISING 








HOW MUCH 








TUF-FLEX DOORS—for maximum see-in 


























—_— 
joneemnens 


Libbey-Owens:Ford Glass Co. 
8063 Nicholas Building 
Toledo 3, Ohio 


Send me your book on Visual Fronts and the name of the 
nearest L-O-F Distributor 
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DO YOU HAVE? 


lo pull people inside your store, show them the inside with a 
Visual Front. Let them see what you're selling. Give them 
confidence in you and your merchandise by modernizing yout 
store.t Ask your local Libbey"Owens’Ford Glass Distributor to 
give you an estimate on a Visual Front 
He can put you in touch with local architects and contrac- 
tors who specialize in storefront work. He knows local codes 
and conditions 
And he has this complete line of storefront materials: 
1. L:O-F Polished Plate Glass 
2. Thermopane™ insulating glass 
3. Tuf-flex* Doors for unobstructed visibility 
4. Golden Plate to reduce fading of materials 
5. Vitrolite* glass paneling for exterior beauty 
6. Mirrors of L:O-F Polished Plate Glass to enlarge and 
brighten your store 


Mail the coupon for your free copy of our booklet on Visual 


Fronts, and for the name of your nearby L°O°F supplier *® 
t Published reports indicate that a well-planned modernization pro 
eram should increase volum »5°"% to 35° 





LIBBEY: OWENS: FORD 


GLASS DISTRIBUTOR 


(Please Print Plainly) 


Zone State 
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POWERIZED 


PORTABLE RADIOS 


.. With more hours of better performance! 


@ Backed by 35 years of leadership in Radionics® 


@ With New! New! New Features never before in portable radio 
history...and only from Zenith 








@ Quality and performance you would expect only from Zenith, 
World Leader in Portable Radios 




























The All-New Zenette” . . . a top 
notch sales booster priced to move 
fast. Brilliant tone . . . long range 
reception. Smartly-styled with a 
choice of 4 sun-bright colors. All the 
famous Zenith features and quality. 
AC, DC, Battery. Model 403. The Versatile Voyager... 
tunes Standard and Short wave — 
packed with new features, new 
exciting colors. A top performer 
at a low price. Built-in Wave- 
magnet® antenna. Patented Bat- 
: ~S tery-Saver Switch. Automatic 
pee fe Volume Control. AC, DC, Bat- 
tery. Model 406. 














SPECIALLY 
DESIGNED 
SPEAKER 


Acoustically contered 






EXCITING 
COLORS 


Setting the summer style 
pace. dashing reds, 
jewel-like greens, deli- 
cate greys, rich ivory, 
glossy jet-blacks. A spar- 
kling new color to fit 
every taste, 







on new “Universal” 
A terrific exclusive! 
Power cord reels out, au- 
tomatically springs back. 
No need to open cabinet. 
it’s easily demonstrated 
-+. @asily sold! 






























yrains, 
pee building* 
oll others 
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; The Super Trans-Oceanic 


. . . World’s most famous portable, and the only one with a 12-year record of 
proved performance around the world. Tremendous International short wave re- 
ception plus full Marine and Weather coverage and long-distance Standard Broad- 
cast. Push-button selection. Detachable Wavemagnet® antenna plus 4-foot Pop-Up 
Waverod antenna. No other portable made offers as many exceptional performance 















features . . . your prestige and profit leader. Model H500, 











TT ET 
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ee 
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ELECTRICAL 














The Popular “Personal” . . . for big-set per- 


formance at a low, low price. Convenient “‘Carry- 





Powerful loop antenna. Complete standard broad- 


SRECEEERCOOEEE 
VETRETEOD EERE 


ered battery operation for longer performance. 
Model 401. 


UUCEELELELLLES * 
TPOLELEEET Gt 
QECUERELEGL TI EEte 
HEGEECEREEE LC RGES 
PECUERERE LATTE 
GUEEERTE GREE EEt 
PEEERTEREREEE EE 
TEEEEEEEEeEtEeel 


Tritt tt 





The Marvelous Meridian... 
powerful 3-band reception, stand- 
ard and International Short Wave. 
5-foot Waverod antenna for super- 
powered reception. Automatic 
Volume Control. Battery-Saver 
Switch. AC, DC, Battery. Mode) 


The New Universal . . . popular 
style and popular price. Powerful per- 
formance at longer range. Exclusive 
Reel-Away cord —accessible from out- 
side of case, automatically springs back 
into cabinet. No opening or closing for 
instantaneous operation. Packed with 
super-powered features. 3 new colors. 
AC, DC, Battery. Model 505. 














Call, wire, or write 
yout Distributor NOW 


for your 
POWER-PACKED 
PROMOTION ON 
ZENITH POWERIZED 
PORTABLES 





RADIO° 
The royalty of television and 


Copr. 1953, Zenith Radio Corporation, Chicago 39, Illinois 
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About”’ handle. New ‘“‘Range-Finder”’ switch. 


cast reception . . . rich tone quality. Super-pow- 





NO OTHER MEDIUM- 


Gives the Buyer So Much 
in So Little Time . . . 


%& The newest products and 
merchandising techniques 


%*% The opportunity to meet and 
talk with policy making 
company executives 


* First hand knowledge of 
what is happening in the way 
of housewares production, 
distribution, prices 


*% Information with which to 
meet competitive conditions 





Get all this and more at the... 


NATIONAL 








HOUSEWARES 
EXHIBIT 





JULY 13-17, 1953 
AUDITORIUM 
ATLANTIC CITY, N. J. 


NATIONAL HOUSEWARES 
MANUFACTURERS ASSOCIATION 


Incorporated not-for-profit 


1140 Merchandise Mart, Chicago 54, Illinois 
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REPUBLIC STEEL Kitchens 


Berger Mfg. Div., 
Republic Steel Corp., 
Canton, O. 


Device: New Republic Steel Kitch 
ens ling 

Selling Features: Adjustable height 
in kitchen tailored to 
ht housewife; floating drawer action 
through elimination of metal to 
metal contact with nvlon slides and 
plastic bumpers; new R-53 insula 
tion deadens noise 


assemblies 


in doors and 


drawer heads; new Perma-Finish 
enamel; “clean surface’ design, 
with visible door handles elimi 


nated on wall cabinets; a complete 
line of accessories 

Adjustable-shelf wall cabinets in 
17 sizes and styles; 15, 18 and 
cabinet sinks, sink 
fronts and undersink cabinets in 
34 styles for most elaborate to 
smallest economy kitchen; 16-unit 
counter cabinet line includes a 9-in 
tray cabinet, spinner or shelf-type 
omer cabinets 


30-in. high; 


ind ad new 
sula cabinet with doubl 
either end 


penin 
doors at 


R-53 insulation deadens sound; 
I'nduro stainless steel for bar-typ: 
pulls on counter and sink cabinet 
doors and drawers; work surfaces 
wailable in 16 colors of Formica; 
tainless steel or laminated maplk 
tops also available 








PERFECTION Oil Heaters 


Perfection Stove Co., 
7609 Platt Ave., 
Cleveland, 4, O. 


Models: 1953 Perfection oil heater 
line includes 2 models H-822 and 
H-823. 

Selling Features: Both models have 
78,000 btu. output; equipped with 
Midget pilot and multi-heat burner, 
extra large heat director doors 
at sides swing open to reflect heat 
where it is wanted; extra radiator 


JUNE, 


CTS 


or heat exchanges; lighter opening 
at burner level provides instant 
positive lighting and rapid heat ac 
celeration; spring-action flexible 
plunger makes cleaning of fuel line 
simple; removable _ porcelain-en 
ameled top grille; automatic draft 
regulator 

No. H-823 has factorv-installed 
“Floor-Flo” blower. Accessories in 
clude automatic thermostat, aut: 
matic oil-air control; attached rese: 
voir and fuel pump when storage 
tank is lower than heater; mahog 
any-blend finish. 











CROSLEY Refrigerator 
Crosley Div., 
Avco Mfg. Corp., 
1329 Arlington St., 
Cincinnati, 25, O. 
Model: Crosley DAE-95 Shelvador 
refrigerator 
Selling Features: 9.5 cu. ft. ca 
pacity; horizontal freezer has 42 1! 
capacity; shelf area is 20.4 sq. ft 
push-button automatic defrostins 
‘Sea-Mist’”’ styling; recessed doo 
shelves; ButterSafe full-widtl 
sealed crisper; air flow control 
Pop Out ice tray 





FLY-BYE Insect Vaporizer 


Specialties Div., 

General Mfg. & Distributing Co., 
100 W. Taylor St., 

Quincy, Mich. 


Device: Fly-Bye electric insect \ 
porizer. 

Selling Features: Uses “Lindane’ 
vaporizing chemical; standard 15 
watt light bulb heats chemical t 
correct vaporizing tempé rature; pro 
viding automatic, economical, trou 
ble-free operation; controls flies, 
mosquitoes and other insects in 
spaces up to 15,000 cu. ft. when 
operating continuously. Dry chemi 
cal is poured into cup and lamp 
turned on; 2-months supply of 
chemical supplied with each unit 
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IT’S BRAND NEW... ALL NEW! 






America’s most beautiful vacuum cleaner... 
packed with purse-opening features 













Oversize motor, dual 8-blade fans 
provide super -suction. Quik-Vac 
gets all the dirt—and fast. 





SWIVEL TOP 


Cleaner stands in center of room 
for wall-to-wall cleaning 


... from floor to ceiling. Sweeps 
rugs and bare floors; dusts blinds 
and moldings. 


EXCLUSIVE 2-SPEED CONTROL 


High speed for deep, thorough 
cleaning; low for delicate rugs 
and fabrics. 


NO-LEAK 
FILTER SYSTEM 


Keeps air 
sanitary. 


SELF-SEALING, DISPOSABLE DUST BAG 


Women never touch the dirt—never 
even see it 


LIGHT 


WEIGHT 
FLOATING BRUSH 


FLOOR NOZZLE 


adjusts automatically—to 
any depth of rug nap, and 
clean-sweeps bare floors 


Easy to 
carry. 


This latest addition to the famous dirt- Sales-wise, it’s got everything—BEAUTY 
hungry Cadillac line is the greatest innova- that tops ’em all, and DIRT-GETTING 
tion in modern home-cleaning equipment. EFFICIENCY that out-demonstrates com- 
And it’s your best bet for future profits. petition. 








NOW A COMPLETE LINE OF CADILLACS ... By all means see the complete Cadillac 
line at the Summer Market! 


BOOTHS 1767-1768 


American Furniture Mart « Chicago, Ill. 
June 22nd — July 3rd 


puts Cadillac dealers in the strongest possible competitive 
position—lets you offer your customers a choice 
of motor-driven-brush upright, cylinder, 
cannister or motor-driven-brush 
3 hand" type Cadillacs. 





Also at space 268 National Housewares Show 
Atlantic City, July 13th — 17th 





For more than 43 years, sold only by reliable 


Hard-hitting ads in America’s lead- the “cleaner that’s got everything” Gniien sat dteteliea 
$a istributors. 


ing magazines tell homemakers about for the homemaker—and more profit 


the new Cadillac Quik-Vac. per unit for you. Write for complete 
Be prepared to meet the demand for  information—now/ CLEMENTS MFG. co. 


Dept. A, 6650S. Narragansett Ave., Chicago 38, Iill. 
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mr. dealer: | 


SELL THE FEATURES THAT CLOSE 
MORE SALES FOR YOU— QUICKER! 




















? Simple 
Lucluswe dial 
New WASHING ACTION control 


Washing starts with the full 
amount of soap and small 
amount of water whipped 
into luxuriantly thick suds 
that loosen deep-down 
dirt and grime 
instantly. 




















: 
New AGITATOR ACTION eupscesar auromavie wanes 


Clothes are gently flexed ia 
clean in tiny jets of rich, 
dirt-dissolving suds. 


Seas "eyk 
Peay ee 





“Centric” agitation coaxes ee No 

out the most stubborn dirt. ee 
Uses Gives cleanest ) a. bolting 
soap or washes ever. epee down 











detergents | 
4 
No-stoop 
top 
Automatic loading 
signal 
light 
Evcluswve 
New RINSING ACTION 
Three cleansing rinses ! e 
Deep-power rinse loosens Euclus 
dirt; overflow rinse Aushes We 
; dirt and soap curds over 
earl cc, ond wlak-cwll New DRYING ACTION: 
automatic rinse prevents it from Automatic Unique ‘‘spin-aire’’ drying, 
ie settling back. stabilizer with active air currents, 


removes all free water 
from the clothes. Leaves 
them soft and fluffy. 
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1, Demongtration 


is your 
SHORT CUT TO SALES 


ABC-O-MATIC is loaded 
with features that sell on sight. 
Show your prospects the speed 
... the ease... the cleanliness 
of ABC by demonstrating the 
unit. Prove the superiority in 
actual operation—and you 
close the sale! 


ALTORFER BROS. COMPANY 
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SELL THE COMPLETE 
HOME LAUNDRY LINE 


profit with the 
ABC DE LUXE IRONER 


with Triple-Action Ironing: 
@ Continuous Rotary @ Stationary 
Pressing @ To-and-Fro Finishing 





two open, usable ends... patented, ef- 
plus fortless foot control that stops roll “on 
the dot’...no “roll crawlage’’... gear 
case and pressure mechanism in rigid steel 
chassis entirely below the table ... thermo- 
static heat control at each end of roll... 


floor brake to keep ironer stationary... 


finger-tip control to change ironing action. 








¢ PEORIA, ILL. 
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SYLVANIA 1954 TV Sets 


Sylvania Radio & Television Div., 
254 Rano St., 
Buffalo, N. Y. 


Models: 5 Sylvania 1954 sets in 
clude four 2l-an. models and on 
17-in 

Selling Features: Ardmore, No 
270M l-in. table set in mahog 
my finish; HaloLight. Dorchester 
No. 271M, a 2l-in. open faced 
mahogany console. Fairmont, No 
375M, deluxe 21-in. blond tabl 
model with HaloLight; has new 
hassis, the Stratopower 515 de 
igned for distance reception 
Stratford, No. 376M, deluxe ma 


hogany open face onsole with 








HlaloLight; Stratopower 518 chas 
is; recessed speaker grille accented 
by intersecting metal dowels; also 
ivailable in blond. Windsor, No 
300M, 17-in. table set in mahog 
inv finish; features new Strato 
yower 520 chassis 

All models available with built 
in all-channel UHF tuning; 1-knob 
will tune in all 70 UHF and 12 
VIEIF channels 





MAJESTIC TV Sets 


Majestic Radio & Television Div., 
The Wilcox-Gay Corp., 

79 Washington St., 

Brooklyn, 1, N. Y. 

Models: 9 new Coronation series 
Majestic T'V sets 

Selling Features: Three 17-in. tabl 
models; two 21-in. tables; two 17 
in. open-face consoles and two 21 
in. open-face console models; all 
models have provision for UHF re 
ception by changing strips in tu 
ret-type tuner; fringe area switch 
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is included for extra reserve power 
where needed; built-in antenna; 
cabinets available in mahogany or 


limed oak 





SONORA TV Set 


Sonora Radio & Television Corp., 

325 N. Hoyne Ave., 

Chicago, 12, Ill. 

Model: Sonora new 21-in. No. 445 
Selling Features: Built-in “Sonora 
scope” ‘I'V antenna; large FM dy 
namic speaker; glare-free, dark-face 
tube with tilted tube-shield to 
climinate room glare; 2-knob tun 
ing; automatic gain control; auto 
matic fixed focus pentode turret 
tuner; adaptable for UHF recep 
tion; classic-modern cabinet with 
hand-rubbed finish; blond mahog 
any finish 





SPARTON Radios 


Sparton Radio-Television Div., 
The Sparks-Withington Co., 
Jackson, Mich 


Models: No. 381 table model and 
1 radio-phono consol 

Selling Features: Both models are 
8-tube am-fm radios with auto 
matic volume and bass compen 
sated tone controls; combination 
contains a 3-speed record changer; 
table model meludes phono jack 
ittachment; built-in loop antenna 
ind 10-in, permanent magnet type 
heavy duty speaker; 8L3 chassis 








ARVIN Radios 


Arvin Radio and Television Div., 
Arvin, Inc., 
Columbus, Ind. 


Models: 2 new models: Playmate 
and Companion 

Selling Features: Both sets operate 
on batteries, a.c. or d.c.; have built 
in “Arvin Magnetenna”; 5-tubes 
plus selenium rectifier; 4-in. Alnico 
V speaker; large tuning-dial ring 
ind semi-recessed control knobs 
located at opposite ends of case; 
handle folds flat when not in use; 
Playmate, burgundy case and cloth 
o'gold; Companion, in Jade with 
cloth-o’gold 





ZENITH Radios 


Zenith Radio Corp., 

6001 W. Dickens Ave., 

Chicago, 39, Ill. 

Models: Zenette and Voyager port 
ables. 

Selling Features: Zenette, light 
weight; 63 in. high; new iron core 
loop antenna; automatic volume 
control to level off; bar-grille of 
metal shields centrally located 
peaker; “pick-up” handle slips up 
for convenient carrying or slides 
down, recessed in top; available in 
maroon, ebony or green with gold 
color grille or grey with silver trim. 





Voyager, 2-band portable covers 
full standard broadcast band plus 
international shortwave through 18 
meters; dual antenna system; built 
in iron core loop antenna brings 
in AM. stations and a_ range-ex 








tender wire antenna; 2-position 
band switch makes it easy to 
change from standard to shortwave; 
maroon plastic case with matching 
handle and gold trim Both models 
a.c., d.c. or batteries. 





CAPEHART Radios 


Capehart-Farnsworth Corp., 

Fort Wayne, 1, Ind. 

Models: Capehart —phono-radio 
Classic RP-152 and “Caddy” port 
able; and short wave radio No 
r-522X 

Selling Features: Classic combine 
AM radio and an automatic phon 
that plays all sizes, speeds and 
types of records; both radio and 
phono employs Capehart Sym 
phonic tone system; twin record 
storage compartments at phono 
level. 


Caddy, new 3-way personal port 
able handbag-styled cabinet in 
green, gravblue, with  tartan-pat 
terned grill and ebony with Dre 
Stuart grille; weighs 6 Ibs.; play 
on a.c. or d.c. or on self-contained 
long-life batteries; 5-tube radio 
with Alnico speaker; ferrite rod 
antenna shock-mounted to with 
stand hard wear; CD emergency 
frequencies indicated on dial. 





No. 'T-522X has: One short wave 
band covering 4.7 to 18.1 me, in 
cluding Voice of America, UN and 
Armed Forces radio system trans 
missions and police calls; Alnico 
special permanent magnet speaker 
with well-balanced tone quality 
available in 3 decorator color com 
itin, lipstick red 
ind silver fox with fibre grilles. 


binations ivory 
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HARRISON IS A QUQIITY LINE 


contemporary design... superior construction and finish demanded for luxury kitchens! 


@ One-third heavier weight steel 
@ Radius edges Nylon roller drawers 
@ Spring hinges Sound insulation 





HARRISON IS ACOMplete LINE 


a the abinets..a the occessories...cil the gadgets needed for any kitchen jobl 








@ Colors and wood grain finishes 
@ Standard cabinet sizes 12" to 72" 


@ Custom units made to measure 


HARRISON IS A COMpetitive LINE 


the deluxe custom 





type features required for modern interiors...at standard prices! 
@ Priced for middle-income bracket fet ee 1 Ve ae aioe eee eee eee eee eee 


@ Specicl— purpose units standard priced SEND THIS COUPON NOW 
@ STANDARD cabinets in COLORS Harrison Steel Cabinet Co 


4718 West Fifth Ave 
Chicago 44, Ill. 

















sunrise pink natural oak 


spring yellow umber ook 


The HARRISON 
“Lazy Corner" Unit | 
For top she t 


Please send more inform ation on 
elf green natural birch 


| 

| 

| 

| 

| 

™~ | bonnie blue knotty pine | HARRISON steel kitchens te 

, mist grey | 

| 

| 

| 

| 
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colonial maple Name 
favorite white grey oak 


Company 
STEEL CABINET COMPANY 
4718 W. FIFTH AVENUE e CHICAGO 44, ILLINOIS 


Street 
City 
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OUTPERFORMS} — 
ALL OTHER 3’ hers 


Radio Corp. of America, 
Camden, N. J. 


Model: RCA Victor radio-phono 


: ; console, Oakland, No. 2S7. 
= —_ s 7. Selling Features: Combines stand 
"9 ard band radio and 3-speed Vic 
<>, —_—. trola phono; 3-watts of push-pull 
| ; audio output; 3-point tone control 
> ; " 2 for selection of radio or record 
bad —_ wr. sound; record player features slip 


on spindle for 45 rpm. records, 
permanent spindle for other speeds; 
Contemporary cabinet in mahogan 
or walnut; blond slightly higher. 


—_ 


ADMIRAL Portable Radios 


Admiral Corp., 

3800 Cortland St., 

Chicago, 47, Ill. 

Models: Admiral “personal’’ port 
able, and a 3-way portabl 

Selling Features: Both models hav: 
CD emergency bands (640 and 
1240 kc) marked on tuning dial; 
“Personal” portable weights 33 
Ibs.; “printed” circuit; _ large 
speaker; available in ebony maroon, 
green or gray. 


3-way portable has automatic 
shut-off which disconnects batteries 
when radio is plugged into an ac 
or de outlet; available in 3 colors, 
4Y12, maroon, 4Y18, green, and 
4Y19 gray. 

Both models have “cold” tubes 
that start playing instantly when 
set is turned on; Ferro-Scope an 
tenna filters out electro-static noise. 








144 JUNE, 1953—ELECTRICAL MERCHANDISING 








This PROOF-OF-CLEANLINI 
LEA 
fest celle more Pee ro 


$ 
ays MR. NOBLE M. ARMSTRONG 


Promine 
B nt Applia 
urbank, California, Dealer of 


—— Profit by it \ Only CAG Ranges GiveYou \ 


LCHEST profit margins 















- 
Most exclusive features 
* smokeless Broilers e Any heat you want, instantly 
. Flame Kissed Flavor e Easy tOP and oven cleaning 
« Fresh Air Ovens e Lifetime purners 
nd off” heat ° Lowest first cost — lowest upkeep 


Instant “on @ 


CRENTEST acceptance 
90,000,000 Homes cook with gas 
GGE \ 

\ unit yolume s¢ es 

More homema es each year in the United States 

and Canada than buy ® pes of ranges combined. 





BACKED BY \G NATION-WIDE 
PROFIT PROMOTIONS LIKE THESE 


r ive, 
ull Schedule of National Ads Every Mon 
with big color ads in every important 


m into your store. Tie in o 


kit showing you 
ry representative: 


‘ uD) 
y ~ ort 
Write f a 
. eter Book Gas Applionce Manufacturers Associ 
acturers A E lohideleal 
ssociation, | “a 
, inc. 


They dont” 
ey dont walk out i 
wat SEL bane ah vite 60 East 42nd Street, New York 17 
, New York 


mort 
Please s 
end me 
your FREE booklet, ‘‘Quicki 
: ie Demos Th 
at Sell 


when 
ou 
you demonstrate wae | 
ore Automati 
atic Gas Ranges."’ 


Automati CAC 
1c Orcs 
Ranges / N Manufacturer, 6 
Distributor, or AME 
Gas Utility. — 
REET : 
CHV. " 
2 STATE praee 
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Motor Repairman 
Insures Against Motor Burnouts 


with KLIXON Protectors 


ST. LOUIS, MO.: Mr. Frank X. O’Brien, owner of the 
Commercial Electric Motor Service, handles hundreds of 


new, rebuilt and repaired motors every year. He says: 


“Our experience has proved that the use of Klixon Inherent 
Overheat Motor Protectors have been our best insurance 


against any possible motor burnouts.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 





The Klixon Protectors illustrated keep 


; ae "< se) , > > 
— motors in electrical appliances and other 


Reset motor-driven equipment from overheating 


and burning out. Look for equipment with 
Klixon-Protected motors for trouble-free 


motor operation. 


= SPENCER THERMOSTAT 
LIxXO Division of Metals & Controls Corporation 


sas odie 2506 FOREST ST., ATTLEBORO, MASS, 


Automatic 
Reset 
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HALLICRAFTERS Portable 


The Hallicrafters Co., 

4001 W. Fifth Ave., 

Chicago, 24, Ill. 

Model: “Highlander” portable ra 
dio. 

Selling Features: Lightweight cabi 
net with plaid plastic band of 
green, red and white tartan; pet 
forated blue-green plastic grill; 4-in 
speaker; circular gold tuning dial 
with easy-read standard broadcast 
wavelength numerals; 4 cold tube: 
plus selenium rectifier; built-in 
ferriteantenna; a.c. or d.c. or bat 
teries. 





TELETALK Intercoms 


Sound Div., 
Webster Electric Co., 
Racine, Wis. 
Models: Two  moderately-priced 
series of intercommunication units 
1000 and 1100 series. 
Selling Features: New units permit 
instant 2-way, natural voice con- 
versations between rooms, depart 
ments or buildings; both series fea 
ture walnut grain plastic cabinets, 
perforated gold tone metal panels 
front and rear; units available with 
capacity of 10 stations or less 
1100 series unit has self-starting 
Sessions clock movement built into 
front panel, operates on 60 cycles 
only. 1000 series operate on 110 
125 volts, a.c. or dx 





SYLVANIA Portable Radio 


Sylvania Radio & Television Div., 
254 Rano St., 
Buffalo, 7, N. Y. 


Model: Sylvania Catalina a.c.-d.c 
battery radio. 


Selling Features: Detachable bat 


terv base holds either a long life 
(74 V A/75 Volt B) or long-rang 
(74V A/90 bolt B) battery pach 
by removing battery base it may | 
used as a table model; handle x 
tracts into top of case and flips out 
for carrving; controls located on 
top of case; 6-tube performance 
ind 4x6 in. Alnico speaker; built-in 
loop mnfenna 

A “Tartan Toter’, 4-gal. capacit 
picnic cooler, will be given with 
out extra charge with the Catalina 

Polystyrene case in tan, red, vel 
low, green and charcoal. 


TV BRIEFS -a° 


Three new products are an 
nounced by Radio Merchandi 





Sales Inc., 2016 Bronxdale A\ . . 
New York, N. Y 
{ 
| 
| 
RMS Bo-Tenna No. BT-10, flex 
ible bow tie and reflector antenna 
Bow tie and reflector sections a 
standard fitted units, each available 
separately. Reflector has tuned 
clements to minimize ghost pic! 
up; a steel channel-type crossarm 
mast mount extension is used 
RMS SkyTrak, all aluminum 
UHI vagis in a 6-element design 
using 3-wire folded dipole trans 
forme) Elements of # in. alu 
minum rod, force-fitted to extr 
thick channel-type aluminum cro 
im. 
RMS UHF lightning arrest 
No. LA-UH3, incorporates filt 
networks to isolate r.f. from ground . . 
potential so that arrestor operate 
to discharge static and lightning 





a. 


\ new Hi-Lo UHF TV Spiral 
enna, built to give peak perform 
ince for indoor UHF and VHE 
reception; takes only a second te 
install; receives clear picture im 
mediately; no switches or rod 
needed; Bakelite base, aluminum 
bars; 20-in. high, 32 m. wide 
Made by Hi-Lo TV Antenna Corp., 
3540 N. Ravenswood Ave., Chi- 


cago, Ill. 
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as a TWIST 
of the WRIST 













Operating an electric range oven minimize overshoot and cuts out pilots to signal 
is as simple as a twist of the wrist oven is ready for loading. It then recycles lower 
when equipped with this single element only, to maintain exact recipe tempera- 

2. fy Tura te breil dial oven heat control. You sim- ture and lights BAKE pilot to show it is on. 

Sent, tee ae ply turn dial to BROIL and back Consistent national advertising has made 

temperature to Recipe Temperature. That's all. Robertshaw a household word in millions of 

ie The control does the rest. homes. Consistent high quality and dependable 

{Op . \ It automatically switches on the performance have won the confidence of dealers 
SS electricity, cuts in both heating and manufacturers alike. 

elements for quick preheat and lights BROIL It all adds up to this. The simplicity of operat- 

and BAKE pilots. As oven temperature ap- ing ovens with Robertshaw oven heat controls 

proaches pre-heat it cuts out both elements to helps sell electric ranges. 


f 


. Robertshaw Fultow 


ROBERTSHAW THERMOSTAT DIVISION, 
CONTROLS COMPANY Youngwood, Pennsylvania 
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HERE’S 
AMERICA’S NEW 
STANDARD of EXCELLENCE 


Brilliantly designed and engineered, 
Laundry Queen is truly different! 
Greater EYE-APPEAL! BIGGER 
BUY - APPEAL! The finest of all 
with Exclusive Hydro-Poise Balance. 
Learn how the LAUNDRY QUEEN 
Automatic can make you BIGGER 
- EASIER - FAST- 
ER PROFITS! 






YOU ARE 
CORDIALLY INVITED 
TO OUR DISPLAY 


Chicago Market, June 22 - July 3 
Spece 503 Furniture Mart 

4 
June 22nd - June 26th 


Morrison Hotel 
Room 1228 


















LAUNDRY 
elulaa. 
FRANCHISE 


AUTOMATIC WASHER COMPANY 


Fine Laundry Equipment for 50 Years 


NEWTON, IOWA 
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Radion Corp., 1130 W.. Wiscon- 
sin Ave., Chicago, 14, IIL, has 
begun production on a new indoor 
UHF antenna. Called “Bullseye” 
because of its compact flat full 
wave loop; engineered for broad- 
band coverage, low standing wave 
ration and low “QO”. 10-in. wide, 
weighs under 1 Ib; rose colored 
anodized aluminum loop with ma- 
hogany phenolic base, padded to 
prevent scratching. Fully assem- 
bled complete with lead-in and 
instructions. 





Radion also announces a new 
UHF-VHF field strength meter 
which weighs 16 Ibs., including 
batteries, No. FSM-5000. Features 
include continuous 1-knob tuning 
for channels 2 to 83, direct accu- 
rate reading in microvolts of video 
or audio portion and_ sensitivity 
ranging from 5-50,000 to 50-100,- 
000 mv’s on UHF. Powered by 
standard A and B dry cell batteries; 
battery condition is shown at all 
times on dial. Requires no warm-up 
period; has separate input terminals 
for UHF and VHF antennae, and 
a phone plug for audio monitoring 
of TV and FM signals. Dur 
aluminum case. 


Vee-D-X has added a corner re- 
flector model COR-U to its line, 
according to La Pointe Electronics 
Inc., Rockville, Conn. Lightweight 
Fibreglas booms provide strength, 
permit use of small diam. solid alu- 
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minum rod to prevent icing; com 
pact swing open design for quick 
assembly. 


~ 





Electro-Voice announces a new 
3-tube tenna-top VHF TV booster 
No. 3012A. Multi-power low- 
noise broadband circuit multiples 
signal at antenna; has 3 tubes in 
balanced stages including a power 
multiplier stage to provide ade 
quate gain for producing clear, 
sharp signals; mounts at antenna 
ahead of lead-in; self-tuned to all 
VHF channels; turns on and off 
with receiver switch; built-in tapped 
transformer permits operation up 
to 3000 ft. with high quality lead 
ins. Electro-Voice Inc., Buchanan, 


Mich. 





An all-channel UHF converter, 
the “Ultraverter” now being made 
by Blonder-Tongue Labs., West 
field, N. J., combines conversion of 
all UHF channels with overall sig 
nal gain. Preselector circuits ar 
double tuned for uniform fr 
quency response and maximum 1 
jection of spurious signals. UHI 
VHF selector switch, separate 300 
ohm input terminals for WHF and 
VHF antennas and a 300 ohm out 
put to set are features. 





“Little Jewel”, UHF-TV an 
tenna, manufactured by Danforth 
Mfg. Co., Monmouth, IIL, uses 
non-corrosive ?-in. aluminum tub 
ing for boom, #-in. tubing for 6 
elements. Crimped ends eliminate 
vibration and whistle; high forward 
gain. Folded dipole, matched to 
300 ohm lead-in line. 


MERCHANDISING 
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Lau now brings you the 
complete, well-rounded fan line 
for fast profitable sales. 








Get all the facts about the Lau quality line of Combination Fans. 
It’s the complete, well-rounded line that appeals to every customer. 
For example, Model 2052 illustrated at right is without question 
the most outstanding fan in America today, It has 20” blades, 
moves 2500 cfm at hi-speed, is extremely powerful and com- 
pact. This fan comes complete with adjustable metal spacer 
panels for mounting in sash type windows 301%4” to 39%” 
wide. It may easily be lifted out and used as a portable fan. 
It may be used in either the “TILTA-BREEZ” easel or 
the “PORTA-BREEZ” pedestal. It’s the fan with 
dozens of uses and it will make a big hit with your 

customers. 


The One Fan Line That Gives You Everything! 


With just 3 models, 3 sizes, you can offer your customers a choice of ANY type fan they want! 
They can be used in Windows, on the Floor, on a Table, under Tables, on the Wall, as a 
Circulator or Hassock Fan. In fact, there isn’t a single occasion for which a Lau fan may 
not be used. In addition to the Combination Fans, Lau also offers 24’ and 30” 2-s 
electrically reversible Window Fans that will cool several rooms, an apartment or a small 12 
home. Why not get all the facts? Call your jobber or distributor today. 











Model 2052 

America’s outstanding 20” 
Window Fan complete with ad- 
justable metal side expanders. 


'TILTA-BREEZ’’ 
the easel fan that 


every customer wants 





Choice of 3 sizes for 
16° or 20° fans 


i A 
Pee ‘ 
pene: ines WE t 

Ay f 1H Hutte vas 
we 


ins 
cA 


12”, 16” and 
20” Fans all have 
carrying han- 
dles, finger-proof 
guards front and 
rear. 


large Window 
Fans with 2- 
speed electrical- 
ly reversible 
motors, 


“PORTA- 


BREEZ” ped. 
estal fan brings 
air into a room 
at any angle de- 
sired, 


“PORTA- 
BREEZ” ped- 
estal fan will 
exhaust air. 
Completely ad- 
justable as to 
height or angle 
of fan. 


ni GS se 
BREEZ” easel 
fan directs air at 
any angle de- 
sired . . . up or 
down, 


THE [AI] BLOWER COMPANY 


tle eat ad 
ey 
——_——— 


2005 Home Avenue, Dayton 7, Ohio 
World’s Largest Manufacturers of Warm Air Furnace Blowers 


‘PORTA-BREEZ”’ 
the Revolutionary 
new pedestal fan for 
Model 205215 
It's completely 
adjustable 


Cr hk SAS 
BREEZ” easel 
fan may be used 
as a Hassock fan, 
under a table, to 
circulate air 
completely. 


Write for full 
information and 
catalog pages 
describing the 
complete Lay 
fan line, 





WASHERS 
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ELECTRICAL APPLIANCE NEWS 


TRADE REPORT 








TED WEBER, JR. 





Sales Slowdown: Real or Just Nerves 


Any one interested in finding out 
how business was last month in the 
appliance-radio-T'V industry could 
come up with an answer to fit his 
frame of mind—whether he was opti 
mist, pessimist or just confused. 

Depending on whom you asked, 
manufacturers were 

not cutting back 
cutting back 
cutting back only “seasonally” 

And, depending on whom you asked 
and where you asked it, you could 
learn that retail sales had been 

very good 


off slightly 


off but steady 
softening 
Ihe reports varied, product by 


product, person by person, firm by 
firm and area by area. Lumped all to- 
gether they looked like confusion com 
pounded by confusion. There 
however, one conclusion which looked 
like a good bet: The whole industry 
remembering what had happened 18 
months ago when over-production, a 
slump in sales and top-heavy inven 
tories had combined to upset the 
trade—was watching its step. 

You can find evidence supporting 
that conclusion in the answers to the 


was, 


® You get no clear cut answers to a query 
raised by complaints of slow business and 
news of production cutbacks 


® But reports from manufacturers and normal 


inventories indicate 


that the trade may be 


just nervous instead of really sick 


one question on which everyone was 
willing to agree: inventories ranged 
from low to only slightly above nor 
mal. The absence of widespread 
“dumping” in the industry tended to 
confirm this. 

Two things gave to the lat 
spring speculation on whether busi 
l‘irst, retailers in 
many parts of the country—with the 
exception of most of the south—were 
complaining of the lagging sales pace. 


rise 


ness was slipping 


Second, adjustments of production 
schedules by some appliance makers 
made headlines in the daily press. 


that 
the importance of these cuts was ex 
aggerated by some and that some cuts 
were nothing more than downward ad- 


I'here is some reason to believe 


justments of abnormally high produc 
tion schedules. 

Actually, the cutbacks were prob 
ably contributing to the long-range 
health of the industry. It seemed safe 
to conclude that retailers, by refusing 
to build up their inventories when 
business slowed down, were forcing 
manufacturers of those lines to tie 
production to sales. If that was the 
case, the danger of over production 
predicted by some economists for the 
fall might well be avoided. During the 
early months of the year these analysts 
have been pointing out that the con- 
sumer durables industries were turn- 
ing out merchandise at a pace which 
couldn't be maintained indefinitely— 
and that if continued for any length 


of time might force inventones up 
ward to the point where severe dump 
ing and widespread production cuts 
might be necessary later on. Last 
month, however, there appeared to be 
some justification for the hope that 
the retailer was forcing the imdustry 
to take action now which might well 
avert serious trouble. 

A good indication that the industry 
wasn’t yet in any really serious trouble 
can be found in the manufacturers’ 
outlooks for the third quarter. Tradi 
tionally, re-tooling and plant shut 
downs for vacations hold down pro 
duction during this period. Even in 
the face of this, however, some firms 
think production will be up in the 
third quarter—and even most of those 
who see output sliding in the July 
September period think it will be due 
to these seasonal factors more than to 
falling business. 

One manufacturer almost unwit 
tingly put his finger on a major source 
of the industry’s spring-time troubles. 
Said he: “Hard selling and promotions 
are required to do business at retail.” 
Too many in the industry had forgot 
ten that this used to be a sign of nor 
mal good health rather than that of 
distress. 








QUESTION ] Have you cut back in the second quarter? 


Most manufacturers reported no reduction in their own 
production. Seasonal TV cutbacks were acknowledged 
by two firms and a definite appliance cutback by a 
third. One firm had eliminated most of its overtime; 
another had cut back from “higher schedules."’ 


QUESTION 2 How will third quarter production compare 
to that in the second quarter? 


Seasonal trends and factory vacations make this a dif- 
ficult question to answer. Considering this, most firms 
were optimistic and thought third quarter output would 
compare favorably with the second quarter. 


HOW THE MANUFACTURERS LOOK AT BUSINESS 


QUESTION 3 How are inventories at manufacturing, 
wholesale and retail levels? 


Everyone has apparently held the line on inventories. 


Most firms reported them to be normal or below normal 


at all levels. 


QUESTION 4 How is business at the retail level? 


This drew a variety of answers. Some firms said retail 
sales were good or very good. Three ventured no opin- 
ion. The remainder thought sales had ‘‘softened,’’ were 
off *‘slightly'’ or were ‘‘spotty.'’ But all of these were 
qualified and no one reported really poor business. 
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See it at American \\ 
Furniture Mart—Chicago 
17P/42-43 - 


The Line ™ 














"*aog weer 
‘Ss 
' a 
> 
R ey re a4 es dire 


*& New giant-size 36-inch fluorescent-tube illumination. 


+ a 
al * New “Oven That Breathes” for perfect browning-baking. 


al 


a 
Yes — and these are just a few of the intriguing, 
sales-clinching features offered in new L&H ranges 









. 
——— 


* Convenient divided tops. 





* New improved “Infra-Red” broiling. 


* Famous Vari-Speed switches for 1001 cooking heats. 


* New 2-position Duo-Cook that can’t burn out. 





for 53. Plus sleek new beauty of line and styling 
— a size and model for every demand — 
and all with the famous L&H quality that has 
been the envy of the industry. 


No wonder L&H dealers report that these are 
the fastest-moving, easiest-to-sell ranges in L&H 
history. Why not get the facts today on the 
valuable, customer-building L&H franchise. 





Consult your L&H distributor for prompt action. 


A. J. LINDEMANN & HOVERSON COMPANY 
MILWAUKEE 15, WISCONSIN 


Export: S. F. Appliances, Ltd., Ridgefield, N. J., U. S. A. 
~- - 


he 








Refrigerators Water Heaters 
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Crosley: Full Line 


The Crosley division of Avco Mfg 
Corp. in mid-April completed a job 
it had begun four years ago—the mar 
keting of a complete line of major 
home appliances and radio and tele- 
vision receivers. 

At a distributor meeting in Wash- 
ington’s Uline Arena (and in subse 
quent meetings in St. Louis, Biloxi 
and San Francisco) Crosley took the 
wraps off its long-awaited home laun- 
dry line. Thrown in for good measure 
during the meetings were three other 
new products—two 30-inch ranges and 
a 13 cubic-foot upright freezer. 

The laundry line—which bears a 
strong family resemblance to the 
washers marketed by another member 
of Avco’s family, Bendix—includes two 
automatic roto-tumble action washers, 
two agitator-action washers and three 
dryers. 

Vice-president William A. Blees 
told distributors that Crosley is now 
one “of only two companies who has 
such a full-line of major appliances 
and electronic equipment.” Every day 
Crosley dealers sell over 7000 pieces 
of the 355 separate items which Cros 
ley turns out, Blees said. 


Automatic for Easy 
Easy Washing Machine Corp., 


which last fall began expanding its 
line of home laundry appliances with 
a dryer, will add a completely auto 
matic washer by “mid-summer’’, presi 
dent W. Homer Reeve said last 
month. 

The firm will continue to manufa 
ture its Spindrier and wringer models 
The automatic will be a cabinet-type 
top-loading unit. 

Reeve said that the new product 
would allow “our dealer organiza 
tion to mect the varied consumer de 
mands for home laundry equipment 
and will expand our dealers’ overall 
sales volume potential as well as 
strengthen their bid to obtain a 
ereater share of the consumer dollar.” 
a personal, down-to-earth style. 


Voss Bros. Sold 


The Voss Bros. Mfg. Co., one of 
the oldest washer manufacturers in 
the country, has been sold to the Mid 
west Metal Stamping Co. 

The transaction included all sales 
and service rights, as well as all tools, 
dies, patents and equipment necessary 
for continued production of washers 
and repair parts. The business will be 
moved to Kellogg, Ia. where Midwest 
also owns the One Minute Washer Co 

A. C. Holmdahl, president of Mid 
west, said, “We see an opportunity to 
establish the new Voss line as one of 
the leaders in its field by taking th 
best features of the present washcr 
and bringing it up to date with new 
styling and other improved features 
and by developing new products into 
a complete home laundry line.” 


The first Voss unit was introduced 
in 1877. 
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WN Zrcranion Pece hy Hamilton. 


AUTOMATIC HOME LAD ee RY 


See the new Companion Piece home laundry 
and the all-new line of Hamilton washers and 
dryers at the Summer Market, at Distributor 
meetings and in leading trade magazines 


within the next few weeks! 





and OMY dering 
Hamilton of lor ested ‘ ' : 
Meers PO" Lcatary, estets there's big news coming from 
emiciency cientis™ diates 






onary ‘the folke who made automatic washdays possible 


HAMILTON MANUFACTURING COMPANY © TWO RIVERS, WISCONSIN 
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Whic 


Every Raytheon “Suburban” model 
has these 12 buy-now features! 


4 Power-packed chassis 


17 tubes plus 4 rectifiers, quality built for 
dependability. 


2 One-year warranty 


not just 90 days!—on all parts including 
picture tube! 


3 One control gets all TV 


tunes like a radio, simple, easy, gets all 82 
channels when equipped with the famous 
Raytheon continuous tuner. 


4a Tops for fringe areas 


Raytheon’s power-packed chassis brings 
bright, clear, snow-free pictures. 


5 Built-in antenna 
gives fine reception, finger-tip control, elim- 
inates unsightly “on-top-of-set" gadgets. 


6 Doubly approved 

every Raytheon TV set bears both the Good 
Housekeeping and Underwriters’ Labora- 
tories seals. 





“The Malibu" “The Warwick" 
MODEL C-2110, blond MODEL C-2127, mahogany 
VHF (with VHF-UHF C-2129-B, blond 


Model C- . 
Model UC-2110, blond) VHF (with VHF-UHF 
Model UC-2128-M, mahog- 
any— Model UC-2130-8 
blend) 
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“The Shoreham" 
MODEL M-2125-1, ivory 
Model M-2125-M, maroon 

VHF (with VHF -UHF 
Model UM-2126-1, ivory C-2109 
Model M-2126-M, maroon 





a 


Primary saturated 
market, 
trade-in sales 
dominate 







Saturated VHF, 
allocated UHF, 
trade-in secondary 


7 Built with electronic" know-how” 


backed by Raytheon’s 25 years of pioneering 
in radio, radar, electronics! 


8 Craftsman-made cabinets 


designed by Marholz to fit any home style, 
interior or budget. 


g Hi-fidelity interlace 


especially designed circuitry for razor sharp 
picture. 


10 Balanced dynamic speaker 


assures full and faithful reproduction of voice 
and music tones. 


il Distortion-free picture tube 


pre-focused electrostatically, gives clear, 
distortion-free viewing. 





i2 Protection against the future 


built-in continuous tuner available to bring in 
UHF clearly and easily. 


“The Glendale’ 
MODEL C-1736, biond 
VHF (with VHF-UHF 
Mode! UC- 1736 


“The Lakewood" 
MODEL C-1735, mahogany 
VHF (with VHF -UHF 


“The Westport’ 
MODEL C-2108, mahogany 
VHF (with VHF-UHF 


“The Plymouth” 
MODEL C-2111, maple 
VHF (with VHF-UHF 
Model C-2118 


“The Belvidere’ 
MODEL C-1739-M, mahog- 
any, Model C-1741-B 
blond (with VHF-UHF 
Model UC-1740-M mahog 
any, Model UC-1742-8 
blond) 


“The Statler'’ 
MODEL M-1737-1, ivory 
M-1737-M, maroon—ViF 
(with VHF-UHF, Mode! 
UM-1738-1, ivory—Model 
UM-1738-M, maroon) 


Mode! UC-1735) The Montclair’ Model 
2109) 
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New UHF-VHF market, 

good performance 
and price 

important 





WHATEVER YOUR MARKET...RAYTHEON 


IS READ 


Raytheon recognizes the fact that different deal- 
ers have different problems. And that’s exactly why 
Raytheon now offers this new sales program, tai- 
lored to the three main types of TV markets today! 


Whatever your market, this new advertising and 
merchandising program will fit it... and give you 
an edge over competition. And basic to this flexible 
Raytheon plan are the nine 1953-54 ‘“‘Suburban’”’ 
. all of them VHF sets that 


models shown here. . 


Raytheongs 


with its new 1954 Suburban line and 
a tailor-made advertising and merchandising program! 


can come to you fully-equipped for super-clear UHF 
reception too, thanks to Raytheon’s exclusive built- 
in one-knob all-channel tuner! 


You’re ready to sell—and customers are ready to 
buy—when you feature Raytheon. Better get in 
touch with your Raytheon distributor today. Get the 
story of how Raytheon’s tailor-made advertising 
and merchandising program can help you sell more 
and make more under your market conditions! 





RAYTHEON MANUFACTURING CO., Television and Radio Division, 5921 W. Dickens Ave., Chicago 39, Ill. 


World’s Largest Manufacturers of UHF Television Receivers 
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HOME <: HEATERS 


WALLOP! 


© RED-HOT OIL HEATER PROMOTION! 
e RED-HOT GAS HEATER PROMOTION! 


Now! ... the Hottest and Most 
Profitable line in the business 


SEE IT! Room 1147 - Merchandise Mart 


If You Can’t Come In, Mail Coupon For Details 


pototococc nen 


QUAKER MANUFACTURING COMPANY 
MAIL TODAY 1147 Merchandise Mart — Chicage 54, Il, 
Please send details on: 

[] Oil Heaters 

C) Gas Heaters 

C) Cabinet Heesters 

[) Sleeve Heaters 

















QUAKER MANUFACTURING COMPANY 





NAME 
aia ahi LCmelh able). me): 
: FIRM__. of cone 
FLORENCE STOVE CO ity 
relat lao Vamelty 4 44 Mme) iiia: 1147 MERCHANDISE MART (SNES. ne 
facie \cemeY Meee). lek CITY i Se ee 


T anelliceentibennslienenliementidenio ee 








People 


Sanger Dies 





A. C. SANGER, vice-president in charge 
of sales for Camfield Mfg. Co., died on 
April 20 in California after a long illness 
He was at one time head of small appli- 
ances for General Electric, later was a 
partner in the D. E. Sanford Co., ran his 
own factory representction organization, 
and was with Maxon ad agency. He is 


survived by his wife and one daughter 
y 


Schmitt Dies 


Oscar C. Schmitt, president and di 
rector of the Emerson Electric Mfg 
Co., St. Louis, died on April 21 shorth 
after suffering a heart attack. He was 
stricken while discussing business af 
fairs with associates. Born in St. Loui 
in 1894, Schmitt joined Emerson as 
an office worker in 1910. He became 
vice-president in 1936 and executive 
vice-president in 1940, and in 1945 
became president 


Guthman Dies 


Edwin I. Guthman, president ot 
the radio and 'T'V parts manufacturing 
firm bearing his name, died April 25 
at the age of 49. A pioneer figure in 
the electronics industry, Guthman wa 
active in RTMA and during World 
War Il was a member of the WPB 


electronics panel 


Resigns 





MONROE A. TOUSSAINT, vice-president 
and assistant to the president of the 
Conlon-Moore Corp., has resigned that 
position to become vice-president and 
general manager of Valley Industries, 
Inc., manufacturers of a new magnetic 
belt recorder for office use. Toussaint has 
been active in the home laundry industry 
for a quarter of a century, serving with 
Speed Queen and its ironer division as 
well as with Conlon-Moore 
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Sayre Resigns 


Judson S. Sayre, former vice-presi- 
dent and general manager of the Ben- 
dix Home Appliance division of Avco 
Mfg. Corp., who resigned recently 
to become a consultant to the corpora- 
tion, has terminated this relationship. 
His resignation will allow him to de- 





vote his time to personal and other | 


business activities. Sayre said that he 
and Victor Emanuel, president of 
Avco, had discussed his resignation 
ind “‘had reached a complete under 
standing about it.” 


Swartzbaugh Dies 


Clifford K. Swartzbaugh, formerly | 


vice-president of the 
Mfg. Co., Toledo, died on March 21 


at the age of 77. He had been vice 


Swartzbaugh | 


president of the firm, once known as | 


the Toledo Cooker Co., for over 50 
years. 





Scheduled Meetings 


EDISON ELECTRIC INSTITUTE 
21st Annual Convention 
Atlantic City, N. J. 
June 1-4 


STEEL KITCHEN CABINET MFRS. 
ASSN. 
First Annual Meeting 
The Greenbrier, White 
Springs, W. Va. 
June 4-6 





Surphur 


NATIONAL ASSN. OF ELECTRICAL 
DISTRIBUTORS 

Spring Meeting, Pacific Zone 

Huntington Hotel, Pasadena 

June 8-10 


RADIO-TELEVISION MFRS. ASSN. 
Annual Convention 
| Chicago 
June 15-18 


SUMMER HOME FURNISHINGS 
MARKET 
Merchandise and Furniture Marts 
Chicago 
June 22-July 2 


CANADIAN ELECTRICAL ASSN. 


Annual Convention 
Murray Bay, Quebec 
June 24-26 


NARDA SUMMER MEETING 
Conrad Hilton, Chicago 
June 28-30 


HOUSEWARES SHOW 


Auditorium, Atlantic City 
July 13-17 


LOS ANGELES FURNITURE MART 


Summer Market 
July 13-17 


MUSIC MERCHANTS SHOW 


Palmer House, Chicago 
July 13-16 


WESTERN SUMMER MARKET 


Merchandise Mart, San Francisco 
July 20-24 


AMERICAN HOME LAUNDRY MFRS. 
ASSN. 

Summer Meeting 

Grove Park Inn, Asheville, N. C 


July 26-29 
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Packed in self-selling 
display with 
illustrated booklet 


ERE’S the brand new Oster appliance that opens 
a big, unsaturated market with possibilities for 
. men want it... 
and the acclaim of each new user keeps sales rolling. 

This Oster Massagett offers users advantages avail- 
able in no other way. The pleasures and benefits of 


unlimited sales. Women want it 


Swedish Massage type action 


home. Users simply put the lightweight unit on either 


PACKED WITH FEATURES 
FOR MORE SALES AND PROFITS 


® Designed for 
volume sales. 


@ Easy to use. 
® Light weight. 
® Popularly priced. 


self-administered . . . at 








fas > An exciting new product... 
> A wide-open sales-field... 


> Big profit-making opportunities! 


Suggested Retail 


Price $19.95 





run (3f0 
MASSAGETT 


hand, then follow the detailed instructions provided to 
use vibrant massage as an aid to health and beauty... as 
the ideal way to relieve the aches and pains of sore muscles. 

Built to Oster standards, the Massagett offers pro- 
fessional-type action in every way is another Oster 
product designed and built to sell itself, and to keep 
right on selling through the years. Be sure that you 
profit through Oster Massagett sales! 


105 


SEND FOR FULL DETAILS NOW! 





ae GIFT choice - ELECTRIC HOUSEWARES 


OSTER GIVES $3 COOKBOOK 
BONUS TO OSTERIZER BUYERS 


The big Osterizer liquefier-blender of- 
fer...including the new “Mary Meade 
Cookbook” has captured the fancy of 
the electric housewares market. It has 
provided dealers with a tremendous 
sales opportunity . . . enabling them to 
offer a regular $42.95 value for only 
$39.95. For complete details, write John 
Oster Mfg. Co., Racine, Wis 


1953 


anaemia cantante iain ce sa 
™ JOHN OSTER MFG. CO. 
4 Dept. 116, Racine, Wisconsin 
® Patented motor * Please RUSH me full information 
s « on the Ww bs Ssage 
suspension. " n the me Oster Massagett 
P . ee 
® Professional action. 7 
® Oster quality. -4 
® Guaranteed. ees 
a 
* 
z 
© City Zoom State 
* 
= 


DEALERS FIND HOMEMAKERS 
WANT DOUBLE ACTION KNIFE 
SHARPENER 


Homemaker approval . . . showing it- 
self in stepped up sales . . . has proved 
the Oster double action electric knife 
sharpener a real money maker. Dealers 
report that women sa ey the speed and 
ease of sharpening both sides of a blade 
at once. Oster is helping its dealers with 


WORLD’S LIGHTWEIGHT CHAMP 
BOOSTS DEALER PROFITS 


The Oster portable mixer the most 
powerful mixer pound for pound in its 
field (actually weighs only 28 ounces ) 
Every home, every housewife is a pros 
pect for this lightweight beauty. To 
help dealers, Oster is now pre-selling 
this mixer with a nationwide advertis 


a hardselling advertising program in 
national magazines. For details, write 
John Oster Mfg. Co., Racine, Wis. 


ing program. If you would like to profit 
with Osterett, write John Oster Mfy 
Co., Racine, Wis. 
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SERVICE 


Big and Getting Bigger 


The business of servicing home electronic equip- 
ment promises to rival the automobile repair industry in 


size, NATESA members hear 


That the servicing of home ele 
tronic equipment promises to be 
that will rival the 
bile repair industry, was the prophe: 
offered by Frank Mansfield, Sylvania 
Electric Corporation, to the first na 
tional convention of the 
radio and electronics servicing indus 
try held at Kansas City, Mo., April 
10 to 12 

Sponsored by the National Alliance 


One 


1 busines wtomo 


television, 


of Television and Electronic Servic 
Associations (and locally by the Tel 
vision Service Engineers of Kansas 
City) the convention drew over 500 


persons. 


Mansfield, who is statistician for 


Sylvania, pre ented projections up to 
the vear 1962, when he thinks th 
electronic parts business will amount 
to almost $1.5 billion. The present 
276,000 persons servicing radio and 





FOUNDING FATHER, Frank Moch, 
NA TESA president, flashes a smile as he 
arrives for a convention session. 


television will grow to 543,900 by 
1962, he said 

lubes used in the renewal market 
in radio, auto radio and ‘TV number 


92,700,000 in 1952; by 1962 ther 


will be 94.300.000 used vearlv, plu 
ile of 130,000,000 transistors. B: 
1962 he thinks there will be 64,600 
000 television sets in use, and 26,800 
000 auto radio. Home radio is not 


dead, he said, but has a high rating 
for mornings and afternoons. Home 
imusement is here to stay, be it radio 
or television 

lo calculate the number of renewal 
tubes a market will absorb in a year, 
multiply the conversion factor (1.8) 
by the number of radio homes in an 
irea; for television, multiply 2.23 by 
the number of television homes 

UHF. The problems of UHF ab 
orbed the assembly, many of whom 
expect to see it soon in their commu 
mitic Robert Artman, chief engi 
neer of KCTY-T'V spoke on the ex 
pericnces founding 
station in Port 


encountered in 


the nation’s first UHI 


land, Oregon An outdoor antenna 
was needed for UHI, he said. In Port 
land the fan dipole with reflector wa 
most often used. For higher gains th 
corner reflector and yagi were common 

UHF is critical and the ignal 
strength may vary when you mov 
the antenna even a foot. The roof 


ica should be di COvVCT 
the best location 

Keep the line 4 inches awa 
thr pole, he advised, and do not em 
ploy VHF twin lead, which is no good 
rains A tubular lead-in 
should be employed, with a loop at 
the top of the connecting point (oth 


probed to 


trom 


when it 





MIKE BREAKDOWN during convention of NATESA in Kansas City brings smile to 


face of speaker John T. Thompson of G-E 
TSE in Kansas City 


Wade Williams, chairman of 
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Moving in to repair the damage is 

















1953 1956 1959 1962 
Radio Homes—End of Year* 43.2 45.0 47.3 49.7 
TV Homes—Beginning of Year* 21.0 33.5 39.6 45.6 
TV Installations during Year* 7.2 7.6 7.7 98 
Tube Requirements * 
For Radio Repair 50.2 55.6 68.6 90.4 
For TV Repair 46.8 71.8 103.0 134.0 
Total Receiving Tubes 97.0 127.4 171.6 224.4 
less Transistors 4.8 42.0 130.1 
Net Total 97.0 122.6 129.6 94.3 
Net Total @ $.721 $69.9 $88.4 $93.4 $68.0 
For Television Repair 
Total TV Picture Tutes 2.7 6.1 7.1 9.6 
Total TV Picture Tutes 
@ $20.80 $56.2 $126.9 $147.7 $199.7 
Total Tubes 
@ Distributor Cost $126.1 $215.3 $241.1 $267.7 
@, Distributor Selling Price 
(3314% markup) $168.1 $287.1 $321.5 $356.9 
Total Other Parts @ $3.13. $526.2 $898.6 $1,006.3 $1,117.1 
Total Parts Business $694.3 $1,185.7 $1,327.8 $1,474.0 
Manpower 
Radio Repair 53,100 55,500 58,200 60,700 
Television Repair 194,400 287,200 365,600 444,000 
Television Installation 28,800 30,400 30,800 39,200 
Total 276,300 373,100 454,600 543,900 
*(000,000 omitted) 
GROWTH of electronic repair industry from 1953 to 1962 portrayed in this 
chart prepared by Frank Mansfield of Sylvania, one of the principal speaker 


it NATESA convention in Kansas City 


Cut a drain where th 
enters the house. 

Lee Allen of the Amphenol Cor- 
poration added to the fund of UHF 
experience picked up at Portland. 
With UHF it was found that trees 
vould cause a splatter of the signal, 
Douglas fir particularly interfering. 
Conditions differed with trees when 
the leaves were off. VHF waves do not 
bend. 

Few Beefs. John Thompson, Gen 
eral Electric Co., declared that only 


CTWIS¢ seal) 


ling 


10 percent of the customers for ‘TN 
thought the work 
reply to a survey of 2,000 owners. Ex 
cellent was the opinion of 34 percent, 
good of 36. Regarding charges, 75 


SCTVICC poor, inl 


percent considered them reasonable, 
22 percent high. 


Speed of service was pronounced 


slow by 13 percent, average by 43, 
ind fast by 44. Only seven percent 
of the group said they had 
contracts. 


Thompson explained the antagon- 


SCTVICC 





HOST Albert A. Richards, left, president of TSE, Kansas City 
of NATESA convention 


R. G. Artman during dinner meeting 


visits with speaker 
TSE group was 


host to the convention during its April meeting 


JUNE, 
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DON’T LEAVE... 


THIS SHOPPING 


LIST AT HOME! 


BRING IT WITH 


YOU, YOU’LL NOT 


WANT TO MISS 


SEEING -A SINGLE 


ONE OF THE 


ELECTRICAL 
















HOUSEWARES 


AND APPLIANCES 





FEATURED IN 


THIS SPECIAL 


SECTION ....-- 


inn 
sian telly 





Pexerisi ieee 
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: A TURN HERE TO THE MARTS 
S ’ ELECTRICAL HOUSEWARES 
tu v VV é f AND APPLIANCE. SECTION. - 


Wo LesaLe STYLE 


That's The Mart 







But the | 
tha araria 1Y ; arb 1 y ry r+ amovir ler licy} <AP 


This is r-e-a-l-l-y one-stop buying and it’s convincingly demonstrated 


KA Aer} 
viGd 


ire more than 476 lines of electrical 


housewares and appliances, i: 1ppearing on the following 


ere during the International 


Home Furnishings Market, June 22nd to July 3rd. 


The Merchandise Mart 


SHOW-PLACE OF AMERICA’S BEST-KNOWN BRANDS 
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FOOD FREEZERS 





tops in profits! 


guaranteed 
to out perform all others 


SEE US AT 
SUITE 1127 MERCHANDISE MART 


AMANA REFRIGERATION INC., AMANA 16, IOWA 


Set our larger advertisement on pages 132 and 133 





When in EXIECES 


pohatt 


Invites 
BUYERS, DEALERS, 








DISTRIBUTORS 





to visit its exhibit at the 


MERCHANDISE MART 
Permanent Display Room 1118 





Be sure to see CAPEHART’S 
SENSATIONAL NEW ALL-CHANNEL VHF AND 


UHF TUNER with Reserve Supply Video Power that gives un- 
equalled clarity, stability and brilliance to picture reception in 
primary and fringe areas. 
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It will pay you to see 





] 





* SINKS * BASE CABINETS 
* DISHWASHERS * WALL CABINETS 
* ACCESSORIES 


ROOM 1476—MERCHANDISE MART 


Telephone DElaware 7-7070 














* * 











See the Newest Sensation 
IN THE 


UPRIGHT FREEZER Field 


COOLERATOR 


FULL DISPLAY OF THE COOLERATOR 


LEADERSHIP LINE 


OF FREEZERS, REFRIGERATORS, RANGES AND 
ROOM AIR CONDITIONERS 


Read our ad on Page 173, this issue 
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ROOM 1469—Merchandise Mart 
ROOM 510-B—Furniture Mart 








Suite 14-105 in “the Mart” 
kk * 


DORMEYER 


America’s buy-word in better appliances 


DORMEYER CORPORATION - Kingsbury and Huron Sts., Chicago 10, Ill. 
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Invites you 
to see the exclusive 
Dexter Twin-A-Matic washer, 

the complete Dexter Home Laundry 
line and the new sales stimulating pro- 

motional program at the Chicago 

Market June 22nd to July 3rd, space 1155 Mer- 
chandise Mart and Suite 800 Congress Hotel. 
* 


—For the sales story on the only Twin Washer 
in the World, see page 131 of the June issue, 
Electrical Merchandising! 


THE DEXTER COMPANY, FAIRFIELD, IOWA 















What you'll carry away 
with you from the 


GENERAL ELECTRIC 
MAJOR APPLIANCE 


EXHIBIT 


Permanent Display Merchandise Mart, 


Telephone 


Rooms 1115-16-17 MOhawk 4-3661 





Chicago 54, Ill. 
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STOP IN 


and see these fine products 


(>. 


MOTORS 





ELECTRIC CLEANERS 
STEAM OR DRY IRONS 
DRY IRON 


DUSTETTE 





FLOOR POLISHER 





SPECIALS 


THE HOOVER COMPANY 


Main offices and factory, North Canton, Ohio 


Room 1417 Mdse. Mart 








FOR THE VERY 
LATEST IN HARDWOOD 






intl 


st cue MS 


Wij 


SEE OUR DISPLAY ly 
ROOMS, SUITE 1125 / 
MERCHANDISE MART 
CHICAGO, ILLINOIS 


MUTSGHER nr 


NAPPANEE , INDIANA 


FRANCHISES AVAILABLE IN SOME AREAS 































>? ; : . . , 
qe 
a? anol? \ SUPER-stop J 
fe € esi w 













ay 
“Se- - 2s 
Aur 
rene / automatic = & 
ERs ew , 
pls t 
Se My - 
mii. AE * at 
if apy liances sales, make prune r , 4 
P 
lchinite plans to see the od / 
~% ¥0 as Visel as tu 
industry's hottest full line of gy ppeezt 
Electric Appliances Hotpoint bee wi ROOM 533 
Dest aot y FURNITURE MART 
ont go home until you've scer 
the line that’s creating casier, morc pr ficable appliance ROOM 1456 
sales everywhere! Again Hotpoint maintains MERCHANDISE MART 
ts LEADERSHIP! 
Mi BUILDS 
b 
ATTENDANCE 
y , y 
\ 
FOR 
bd q 


CHICAGO 
MARKETS 
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Ayasee 
| HOME Sy HEATERS 


Now! ... the Hottest and Most 
Profitable line in the business 


OOM 1147 
Merchandise Mart 





[His MONTH Chicago Market exhibitors are waiting 
to talk to thousands of dealers and distributors 
converging on Chicago to see the new lines. The 
suecess the manufacturers enjoy will depend upon 
the number and quality of dealers and distributors 
signed up at the markets. ... And make no mistake 
about it... it’s a two way deal. Dealers and dis- 
tributors make sure they see the lines they feel 
are important to them. 


v The Chicago Markets are important to everybody 
in the Industry. But manufacturer's displays will be 
more important and productive if more good dealers 
and distributors visit them. This bigger attendance 
naturally eases a manufacturer's selling job at the 


Markets. 


Ageressive manufacturers build a bigger attendance 
at the Chicago Markets throughout the year... not 
at the last moment. Their ads in ELectRicAL MEr- 
CHANDISING give America’s leading retailers and 


«+o ELECTRICAL 


SERVING THE APPLIANCE—RADIO—TV INDUSTRY 
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MARION 


ELECTRIC RANGES & WATER HEATERS 
MANUFACTURED SINCE 1912 














SPACE 14107 
FULL LINE 20-30-40-INCH MODELS OF 


ELECTRIC RANGES 





wholesalers the information they need. Distributor 
executives vote ELECTRICAL MERCHANDISING | their 
“most useful publication for sales-making ideas.” 
Dealer subscribers not only agree with them but rate 
it “most useful for advertising.” 


There isn’t much question that advertising arouses 
their interest, creates preferences and warms them up 
for your product. This buildup builds a_ bigger 
audience for your Market Display. Advertisers in 
ELECTRICAL MERCHANDISING can expect more sales- 
minded men at their booth. 


Advertise your line in ELECTRICAL MERCHANDISING 

. a year ‘round market pace. Thousands of leading 
dealers and distributors visit its marketing pages each 
month. Each issue offers more display advertising. 
Pre-condition this important audience with regular 
advertising in ELecTrRicAL MercHANpISING. You will 
go a long way toward getting the big sales-minded 


audience you need for a more successful Chicago 


Market. 


MERCHANDISING 


A McGraw-Hill Publication, 330 W. 42nd St., New York 36,N.Y. 
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JUNE 22nd TO JULY 3rd 
The 


International 





Only here can you enjoy all these comforts and 


Home Furnishings 
Market 


209 Lines of Furniture and Bedding. 


advantages — unexcelled parking and transporta- 


tion facilities .. . eleven air conditioned, modern 


948 China, Glass, Pottery and Gift Lines. 


478 Lines of Housewares, Appliances, Radice ized restaurants .. . 30 express elevators every 


and Televisions. 
174 Lines of Curtains, Draperies and Fabrics. minute . .. The Mart’s own stimulating, pace- 


134 Lines of Floor Coverings. 


250 Lines of Toys, Games & Wheel Goods. setting homefurnishings exhibitions, and 80% of 
224 Lamps, Shades and Lighting Fixture Lines. 


161 Linens, Beddings and Domestic Lines. 


2576 LINES UNDER THE BIG TOP 


The Mammoth Mart is now entirely air-conditioned! 


AGAIN — THE MART’S Free Bus Service — 
Buses from all loop hotels to The Mart every 
ten minutes from 7:30 a.m. ‘til 10 a.m. Re- 
turn schedule from 4 p.m. to 6 p.m. And 
twice-an-hour-during-the-day bus service 
between The Mart and Furniture Mart. 





The Merchandise Mart 


ee SHOW-PLACE OF AMERICA’S BEST-KNOWN BRANDS 


NE 
a ena 
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TAG YOUR FAST MOVERS... 





PHOTOGRAPH BY SARRA 


and you'll find trusted brands build better business! 


We'd like to make you a little bet. 

If you'll tag a dozen items in your 
store that have fast, steady turn- 
over, you'll find a dozen recognized 
brand names. 

Such brands are your best sellers! 

You know why. Your customers 
are pre-sold on brands. They come 
into your store with full confidence 


in certain makes. Naturally, brands 
like that take less time to sell. And 
your customers walk out pleased 
with each purchase. (If a complaint 


should arise, responsible brand 


manufacturers stand behind you in 
making good. 
That’s why you make more money 


and more friends, the more you 


promote and advertise recognized, 
responsible brands! Write for free 
material that can help you establish 
your store as a top brand names store 
in your community. 

BRAND NAMES FOUNDATION 

INCORPORATED 

A Non-Profit Educational Foundation 
37 West 57 Street, New York 19, N.Y. 


Win national recognition with a Brand Name Retailer-of-the-year Award! 
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Speeds 
installations and 
repairs! 





| Eliminates 








costly call-backs! 


















75 
c \50 
*) 


1S 


NEW " 
® AMPROB 


VOLT-AMP TESTER 


LOY GOL 





Now you can equip every one of your 
service men with this time-saving / 
pocket tool. The Amprobe Junior pays 
for itself the first month alone by taking 
the guesswork out of installation 

and servicing jobs. When your service 
man “Amprobes”’ it, he gets it right 
the first time and eliminates costly 
come-backs. One pocket size tester does 
the complete job: measures current 
instantly without shutdowns; measures 
voltage accurately on a full-size 
calibrated scale without guesswork. 


Write today for Catalog No. 132. 
Pyramid Instrument Corp., Lynbrook, 
N. Y. (Export Div.: 458 B’way. 

N. Y. 18. Cable: Morhanex). 


PICK THE RANGE THAT FITS THE JOB: 


MODEL “10”: 0-10 AMPS AC. 0-125/250 VOLTS AC. 
MODEL “25”: 0-25 AMPS AC. 0-125/250 VOLTS AC. 
MODEL “50”: 0-50 AMPS AC. 0-125/250 VOLTS AC. 
MODEL “100”: 0-100 AMPS AC. 0-125/250 VOLTS AC. 


Other ranges for specific requirements also available 
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100 
200 72, 


ACTUAL 
SIZE 





INCLUDING 
VOLTAGE 
TEST LEADS 
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Thompson cxplained the antagon- 
ism to the ‘I'V service man as coming 
out of the consumer demand to have 
something restored which is already 
his. L. B. Calamaris, vice president, 
National Electronic Distributors Asso- 
ciation, Chicago, said that the tele 
vision industry had failed to explain 
to the public just what could be ex- 
pected from its product, and hence 
had caused the service man to be- 
come the “whipping boy” 

Frank Moch, Chicago, president of 
the N. A. T. E. S. A. said that the 
epidemic of proposed licensing of 
service men was not the answer to the 
present unrest in television servicing, 
that no one was able to prove that it 
would be. He advocated consumer 
education. 

During the meeting the NATESA 
“Friends of Service Management 
Award” was given to G-E’s tube de- 
partment for “outstanding contribu- 
tions to service management in creat 
ing better customer relations.” For 
details of the program, see below. 


Ads for Service 


General [lectric’s tube department, 
which for a year has been devoting a 
part of its advertising budget to im- 
proving the general public’s opinion 
of television servicemen, last month 
announced plans for continuing the 
campaign in the months ahead. 

The company’s first public relations 
ad for the servicing profession ap- 
peared in Life and Collier's last Sep- 
tember. The ad was also reproduced 
as a mailer. Publication of a booklet 
“Facts About TV Service” followed. 
I'he company has distributed two mil- 
lion copies of this free of charge and 
is now making it available to dealers 
at cost—$1.50 per hundred. 

[he campaign is now being con- 
tinued through a series of four case 
history ads on service dealer organiza- 
tions. The first of these appeared in 
Look last month 

Why does GE spend its ad money 
for a campaign of this type? Tube 
department ad manager G. FE. Brad- 
ford explained it to a press meeting 
last month in these terms: “General 
Flectric is a business operation, not a 
philanthropy, and consequently we 
must confess a selfish motive in the 
public relations activity. It’s an ob- 
vious one. Anything that is done for 
the benefit of the industry must ulti 
mately work for our benefit also.” 


Service Briefs 


@ Ixpansion of the national service 
program by the air conditioning divi- 
sion of Remington Corp began April 
14 in New York, first of four intensive- 
one-day service meetings to be held 
throughout the country. Purpose of 
meetings is to acquaint distributors 
with firsthand information on service, 
policies, installation and maintenance 


@ Cory Corp. has introduced a newly 
designed form to clarify improperly 
identified parts orders. Visual means 
are used, with pictures of various styles 
and parts, with check to identify nght 
part needed. Form is designed to elimi- 
nate confusing correspondence in try- 
ing to identify parts. 
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it’s a dealer’s line... 

















with an escalator to bigger profits ! 


Few manufacturers are willing, or able, to 
include 20 different refrigerator models in 
their line. But Frigidaire does it to give their 
dealers more than the usual number of sell 
ing advantages 

On. the 
Frigidaire Dealer can always find a model 


sales floor or in the home the 


that is just right for the prospect’s needs 
He can talk about models with separate 
Food Freezers or full-width freezers. Models 
with Cycla-matic self-defrosting, automatic 
defrosting, push-button defrosting, or man 
ual defrosting. Models with rolling shelves, 





the Frigidaire refrigerator line. And the 


0 salable models in 
average price differential between models is approximately 


$20.00. Here is step-up selling made easier than ever! 


t— ’ Ps) seh . ‘ 
o—. —ss (te ae 
> ‘“ aes 
” * . | a i 2S | 
_ 
| 


= 
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porcelain exteriors, shelves on the door 
2-door or 1-door models, small models, big 
models, and everything in between 

No matter where he starts in the line the 
Frigidaire Dealer can work up or down as he 
pleases. The step-up from one model to the 
next 1s a very easy one in terms of price —a 
very big one in terms of value to the cus 
tomer and profit to the dealer. 

Which only goes to prove what every 
Frigidaire Dealer knows —that: breadth of 
line is one of the many important pluses in 
the Frigidaire franchise. 


Frigidaire means more business... 
more business for the dealer \— | 
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BEFORE THE CHICAGO session of Thor's regional CHICAGO: Thor general sales manager Tom Chad NEW YORK: In an almost identical pose during the 
distributor meetings gets underway president John R wick, left, listens as Detroit distributors Kent Zimmer New York meetings, Chadwick discusses business in 


Hurley, right, listens as D. R. Nighswander, left, man and George Williamson of Republic Supply Corp., northern New Jersey with Ben Golden and Edward 
product manoger for Gladiron rehearse his pitch explain local marketing conditior Erbe of Golden Electric Co Newark 


The Longest Show on Earth | 





That's what Thor calls its eight-hour distributor showing 
of new appliances in its expanded lines; distributors to have 


choice on whether or not they'll handle some of the new lines 


Lhe long awaited plunge by ‘Tho: We expect all of our present di 
Corp. into full line appliance met tributors to handle all Thor rang 
chandising took place in late April because they are built-in ranges, and 


ind early May when the company do not conflict with any conventional 
ent the “longest show on earth” to electric ranges. We do not have a 
Chicago, New York, Dallas, Atlanta plans for a conventional rang 





and San Francisco to introduce the Let me say that our poli v will no 
new lines to distributor be one of coercion if you 
Sharing top interest with the new elling other refrigerators you will not 
appliances was Thor’s sales policies for lose the washer-dryer line if vou d 
new lines. Recognizing that some of cide to continue your present aff 
the firm’s laundry appliance distribu- — tion 
tors already have freezer and refrigera l‘our refrigerators we introd 
tor lines, Thor president John R two 5 cu. ft 1 custom at S>59YYV.Y 
Ilurley assured them that “you will and a standard at $229.95) and t 
not lose the ‘Thor washer-dryer line if 10 cu. ft i deluxe at $349.9 
vou decided to continue vou present 1 custom model at $429 USHERED to their places by Thor sales vice-president Frank Simpson (standing 
velvincratiw affiliations ” ee ey ae Jew York i tributor Earle R. Latham, John L. Owen and Donald Kilby 
rhe SE nccnangs TOY Bee we You. ft. chest at $359.95: a 15 a“ ill of E. B. Latham & C settle down for day-long show 
have sold Thor washers for almost chest at $479.95, and a cu. f \ j 
10 years, saw a Chicago-produced model at $659.95; an 11 cu 
musical show that ran eight hour right at $429.95 and a | u. f 
New products in the show were th right at $539.95 
refrigerator md = range ling and An electric drver wa how DESIGN NODER , “ 
the Gladiron on which production $249.50 and a gas model at $2 s " 
is being resumed two wringer type wa hers were it sar branges 
Hurley summed up the firm’s nev line at $179.50 and $159.50; an aut ? 
sales policy by saying matic washer (with id p 
“In the first place, we are funda 5299.50; two spinners at 
mentally laundry equipment manu 5223.50 
facturers. Our relationship with you Production of The Gladiron 
as ‘Thor distributors will be governed 139.50 was resumed 
by the job you do on laundry equip Prices of the ranges were n 
ment. Our reasons for adding refrig nounced, but it is understood th 
erators and freezers to our lines we vill be in line with the firm’s Prest 


twotold. Fst, about 40 percent of line model 





our distributors do not handle am loom R. Chadwick, general 
refrigerators or freezers. Second, r manager; Daniel Nighswander, p 
frigerators and freezers are of assist uct manager, Gladiron; Fred Rexford 
ance to our branches and our con- vice president sales for Leeson Stecl 
i 

. ¥ ? y . . . 
tractor-builder department, as well a ind Robert Steltonkamp, product THOR’S NEW built-in range and Fred Rexford, vice-president in charge of 
to distributors who are participating manager for freezers and refrigerators ales for Leeson Steel Products, a Thor subsidiary, occupy center of stage 
in this contract work ; took part in the presentation during introduction of range to distributors 
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EXCLUSIVE TOP-VUE OVEN, with a touch of 


the button to illuminate the oven, lets home- 
makers really see what’s cooking. No stooping 
No squinting. No hot blasts of air in the a ee 
face. Saves burned fingers. ' ——S 
. ip 


EXCLUSIVE SIGNA-DIAL shows at a glance which 








Vj 











burner is turned on—and to what degree. No } 

peeking——No guesswork. / 

Complete line includes fast selling 30” model nell 

with full width oven. Phone, wire or write. 
DISPLAYED AT MID-SUMMER FURNITURE MARKET, JUNE 22 through JULY 2 


I 
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JETROMT. as. 


DM) °:":°" MICHIGAN STOVE CO., DETROIT 31, MICHIGAN 


American Furniture Mart, Space 17-118 ®© Merchandise Mart, Space 1128 © Chicago, Illin 
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Never before has there been such 
sales appeal’’ built into a LONG RANGE 
Tell and sell your customers on the 
CAPRI'S powerful, all-new chassis with ‘‘Ferrite-Bar 


portable 
Antenna 
that steps up power and sensitivity pulls in stations far beyond 
the usual range and assures clear, flawless reception for a full 
season on a single battery-pack. AC, DC or battery operation. Comes 

in ebony, $49.95 — and in forest green or cocoa 


brown, $54.95 (less batteries). Order TODAY! 














GADABOUT 


A ‘mighty mite’ in power and 
Compact size with big 
natural tone trim styling. Plays 

on battery, AC or DC. Value-priced at 
$39.95 Choice of 


forest green, dawn gray or maroon 


performan e 


less batteries) 


STEWART i LIFE” post: COLLIERS 


ol Ads 


Backed by Powerful wation 


STEWART-WARNER ELECTRIC «+ Division of Stewart-Warner Corp. 
1300 N. Kostner Avenue «+ Chicago 51, Illinois 


in Canada Belleville, Ontario — Leading Electronic Producers for the Armed Forces 
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The Winning Press 
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NEWSPAPERWOMAN Ann Gerber of the Chicago News Service claims the room 
cooler she won during Chicago Electric Association’s air conditioning show. The 
ganization, in cooperation with Commonwealth Edison and distributors of 13 
brands of room coolers, is staging a 12-week show with a display of 50 air con- 
ditioners, scientific demonstrations, and an air-cooled telephone booth as a novelty 
Half-ton units are given for best essays on ‘’| need a room air conditioner because 


With M Gerter vi we J.A 
Howard Haas of Mitchell 


RTMA in the West 


Ihe Radio-Television Mfrs. Assn. 
took another step toward reorganiza 
tion in mid-April when the group's 
board of directors approved a sugg¢ 
tion by a special reorganization com 
mittee that a plan be developed to 
enable the association to serve all 
egments of the radio-l'V and el 
tronics industry. 
headed by 
requ sted and r 
continue its 
tudy of the reorganization problem 

Occasion for the action was a four 
day industry conference in Los An 
gel the first such conference ever 
held by RTMA on the West Coast 
[he program included a panel discus 
ion conducted jointly by RTMA and 
the West Coast Electronix Mfrs 
Assn he tenth joint 
the boards of directors of the 
dian and U.S 


Ihe special committee, 
Robert C Sp! igue, 


ceived permission to 


meeting of 
Cana 
R'TMA’s was also held 


during the conference. Highlights of 
the conference included 

Approval by the board of director 
f the continuation of the retail set 
tatistics survey now being conductec 


by RTMA’s statistical department and 
iuthorization of a special 
to solicit the 
hnance the 


ommiuttec 
SOU_.UUU ne sar to 
urvey for a second fiscal 
( iT 


Selection of G-E’s Dr. W. R. G 


Baker to receive RTMA’s § annual 
nedal of honor during the group’ 
onvention in Chicago, June 15-18 


\ report by Robert S. Bell, repre 
nting the WCEMA set division that 
nine West Coast set makers last veat 
turned out 204,000 sets and that onc 
nut of every four sets ndéw sold in the 
West is manufactured there 


JUNE, 


Bilheimer 


left, of Philco Distributors and 


APJA Adds Members 


l’‘ourtcen new members and three 
new associate members (Bendix, Lovell 
ind Beam Mfg. Co.) have joined the 
Appliance Parts Jobbers Assn. Inc., 
and were accepted for membership in 
the organization 


during a_ special 


board meeting in Indianapolis in 
April. New regular members include 
Allied Washer & Appliance Co., 


Louisville, Appliance Parts Supply 
Co., ‘Toledo, Evansville Washer Parts, 
I’vansville, Ind., Sunseri’s Washing 
Machine Service, New Orleans, Greer 
Klectric, ‘Tulsa, Canton Washer Parts, 
Canton, Ohio, Triple A Washer Parts, 
Lexington, Ky., Appliance Parts, Inc., 
Minneapolis, Westchester Supply & 
Washer Parts, Yonkers, Brown Appli 


ice Co., Knoxville, the Starr Co., 
Nashville, and Hall Electric Appli 
ince Co., Arlington, Mass 


Sponsor Scholarships 


Some 14° new 
clectrical and 
tudents have 

tern universities 


scholarships for 
electronic engineering 
established at 


ind colle ges by 


been 


the West Coast Electronic Mfers 
Assn 

Lhe holarships range from $600 
to SS00 per student and will be 


iwarded directly by cight educational 
nstitutions to entering students in 
clectronics and electrical engineering. 
The scholarship fund was estab 
lished and will be maintained by volun- 
tary donations from association mem 
bers. In addition to aiding students 
in the field of engineering, the scholar 
ship program is intended to present 
the advantages that electronics offers 
1 Carect 
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GRAYBAR SALESMAN D. S. ‘DUDE’ THOMPSON DEMONSTRATES THE LATEST 
IN WRAPPING TECHNIQUES FOR THE STEWARTS OF INDEPENDENCE, MO. 


YOU GET PROVEN SALES- 





UILDING IDEAS...from GRAYBAR 


Says: M. W. STEWART 


Owner 


Stewart Electric Co., Independence, Mo. 


“We discovered the importance of gift 
wrapping when Graybar Salesman ‘Dude’ 
Thompson once suggested we tie-in with a 
NEMA promotion. Business picked up so 
much that now we've got a special gift 
wrapping bar. It’s a ‘must’ for us, because 
our customers like it and keep coming 
hack. Last Christmas, for instance, a hun- 
dred dollars invested in paper and rib- 
bon helped us do a $12,000 volume. No 
wonder we call gift wrapping our ‘best 
advertising !’ 
“Incidentally, 


seasons for gift sales. 


this is one of the peak 
We’re devoting all 
our promotion over the next few weeks to 


the June bride the school and college 


Your Customers WANT the popular appliances... 


ELECTRICAL 


MERCHANDISING—JUNE, 


graduate ...and, of course, a special effort 
over Father’s Day. Naturally we count on 
our Graybar representative to tip us off on 
fast-moving items... to help us especially 
with promotional ideas for sales letters. 

“Graybar’s mighty important in our 
business —so much so that we never plan 
anything without ‘Dude’ being in on it. 

We like the merchandising help and mar- 
keting advice that’s part of the Graybar 
package... plus the way ‘Dude’ pitches 
right in to help us. Proven ideas, too... like 
the one that got us started gift wrapping.” 
GRAYBAR ELECTRIC CO., INC. Exec- 
utive Offices: Graybar Building, 420 Lex- 
ington Ave., New York 17,N. Y. 
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e THE STEWARTS of Independence, Missouri... e 
Graybar customers for 38 years. Missing member in the 

ad group is Graybar Salesman D. C. ‘Dude"’ Thompson ° 

e who is considered ‘‘a family friend.’’ Son Bob returned e 
from the army in 1946 and quickly saw the possibilities 

bd in adding a gift department to his parents’ contractor e 

e and major appliance business. He attributes their grow ° 
ing sales in this department to attractive gift wrapping 

e of all purchases. ° 

. * 





“Dude” talks about merchandising. He makes sure his dealer 
customers understand every sales feature of the item he sells. 







IN OVER 100 
PRINCIPAL CITIES 
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FEATURED SPEAKERS on the ‘'New Currents and New Challenges’’ workshop 

program arranged by the New York chapter of the Electrical Women’s Round 

Table get together during lull in program. Willie Mae Rogers of Good House 

keeping is flanked by weather experts S. F. Leib, left, of Carrier (air conditioners 
t and D. L. McFarland of G-E (fans 


Currents and Challenges 


That’s the theme around which the New York 
chapter of the Electrical Women’s Round Table builds 
its eighth annual workshop session 


Ne Current ind. New Chal latest development in food freezer 
leges” was the theme of the eighth plans, 
innual workshop of the New York relative merits of existing food plan 
Chapter, Electrical Women’s Round wa 
lable, held April 16 and 17 at th 
General Electric Auditorium, 57 
Lexington Ave., New York 

\pproximately 170 home eco 
rriist editors, and teachers heard 
peakers tell the latest development 
in marketing, design, fabri 


including discussions on th¢ 


discussed by freezer expert 

George Cook, freezer instructor, Long 
Island Agricultural and ‘Technical In 
titute, Farmingdale, N. Y., and A. ‘I 

10 Millott, sales manager, home freezers, 
General Electric Co 

What 


designing electrical appliances w 


goes on behind the scenes in 
ind nev 
equipment, in the two-day session 


out 


lined by John Craig, general manager 

New channels in marketing clectri Crosley Div., Avco Corp., and indu 
cal equipment were covered by Lau trial designer John  Beimert Lh 
rence Wray, editor, Electrical Mer 


rowing importance of plastics in ap 
chandising 


Lhe role played by adve pliance manufacturer was covered bi 
tising agencies in developing and plot Howard McDonald, Dow Chemical 
ting the market and the distribution  ( 

of equipment wa told by Oliv \ panel discussion on the nev 


Gately of Fuller, Smith & Ros: fabri ind the problems they present 





LAUNDRY EXPERTS ot the workshop included Lee Ballard of Bendix, Helen Tangen 
of Hamilton and Mary Pickett of lronrite 
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CROSS-SECTION of industry is represented in this group at EWRT workshop 
From left to right are Olive Gately of Fuller, Smith & Ross, R. M. Oliver of 
Westinghouse, Jessie Bakker of Family Circle and chairman of the New York 


chapter, Marjorie Wardman of Long 


Calcinator 


in laundering and sewing was headed 
by Lee Ballard, Bendix, and included 
| H. Shick, DuPont Co., Bett 
Wadsworth, Companion, Grace Dei 
big, Westinghouse, Helen ‘langen, 
Hamilton Mfg. Co., Mary Pickett, 
Ironrite, and Marion Ross, Singer. 

Ihe importance of demonstration 
in selling appliances was discussed by 
Willie Mae Rogers, Good Housekeep 
ing Institute. 

\nother panel of experts outlined 
new developments in old appliances 
ind some of the newer equipment that 
is coming on the market. Included in 
this panel were Ralph Cameron, Hot 
point Inc., who discussed dishwashers 
ind disposers. R. M. Oliver, manager 


ippliance pecialties, W<¢ tinghous 


vho outlined new trends in electri 
housewares; Hardy Payor, Calcinato1 
vho described the new electric incine1 


itors; D. S. McFarland, small appl 
ince div., General Electric Co., wh 
outlined the new trends in fans, S. | 
Leib, Carrier Corp., who covered r 
dential air eonditioning and Mi 
Sigana Earle, editor Forecast for Hom 
Economists, who traced the new trend 
in range and refrigerator design. 

New lighting trends were demon 
trated in color slide talks by Lillian 
Iddy, General Electric and Myrtl 
l'ahsbender, Westinghouse. 


A transcript of the speeches was 
made available to all who attended the 


Workshop. Mrs. Marjorie W irdman 
Long Island Lighting Co., presided as 
chairman of the Workshop. 


Name McKesson 


L.. C. McKesson, vice-president in 
charge of sales for the Ansul Chemical 
Co., has been elected president of the 
Refrigeration Equipment Mfrs. Assn. 
Other officers, named by the board of 
directors in late March, include Lud 
Emde of Temprite Products Corp., 
vice-president, James Emmett, Jr., of 
the Jas. P. Marsh Corp., treasurer, and 
Cecil Boling of the Bush Mfg. Co., 


ecrctal 


JUNE, 


Island Lighting and Hardy Payor of 


City by City 
© Kansas City. The Electric Associa- 
tion of Kansas City has announced 
the completion of plans for the most 
imbitious promotional campaign in its 
Within the next several 
vecks (based on the opening of two 
new TV transmitters) the association 
ll embark on a program of radio-I'V 
ot announcements, booklets and 


history 


demonstrations, aimed at achieving 
lo advise Kansas 
City area residents what they must do 
ts in order to receive UHI 
l'o promote the sale of antenna 


i objectives | 


} 
Hid > 


lo promote the sales of new 
ts, overcoming such buyer resistanc« 
mav deve lop when the new change 
imnounced. Primary reason for thx 
imMpaign 1s the scheduled opening of 
new UHIF station in Kansas Cit 
nd the new VHF station soon to 
tart operation in St. Joseph, Mo. An 
idditional facet of the promotion is 
i traming program for local dealers 
ind servicemen in techniques peculiar 
» UHF reception, a program which i 
ilready underwa' 
@ Grand Rapids. Comprising the larg- 
est gathering of dealers ever to be held 
in the state of Michigan, over 390 ap 
pliance retailers recently met at the 
Pantlind Hotel in Grand Rapids. Those 
attending heard speeches by Mort 
Farr, past president of NARDA; H.G 
Blakeslee of Cory; Fred Kaiser of 
Detroit-Michigan Stove Co., J. B. 
Anger of Motorola, and others. 


@ Denver. The Rocky Mountain Ele 
trical League has recently concluded 
its spring conference session. The 
conference, which lasted for two days 
treated on such subjects as the present 
day problems of the electric industry 
in the Rocky Mountain area, and de 
voted one entire morning session to 
ippliances and television 


@ Milwaukee. Dealers from Milwau 
kee and surrounding areas were in 
ittendance at the recent Wisconsin 
NARDA convention. Included was a 
session largely devoted to TV. 
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the newest design in The Leadership Line 





COOLERATOR’S NEW 
12.7 cv. ft. UPRIGHT FREEZER 


- 
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MORE CONVENIENCE AND ECONOMY FEATURES IN COOLERATOR’S 12.7 CU. FT. UPRIGHT FREEZER: 


Now just when everybody wants it —Coolerator’s newest upright freezer e Four roomy shelves with fast-freezing plates 

—sized, styled and priced to sell on sight! It’s space-saving, it’s bulk- e One adjustable shelf for complete interior flexibility 
omy holding and it’s quality-built. It completes the Leadership Line of freezers e Compact! Requires only 314” floor width yet holds up to 

—both chest and upright—all the way from 1012 to 32 cubic feet! 445 lbs. of food 


e Fits in any kitchen. Matches up with Coolerator refrigerator 
e Inner door racks provide extra storage space 

¢ “Cupboard convenience” for fingertip selection 

¢ Famous Zerolator cold-making unit with 5-year warranty 
e Special FREE 5-year $150.00 food warranty 


See your Coolerator distributor for details about Coolerator’s 
complete freezer selection and other major appliances in the 
Leadership Line. Or write directly to: 


THE COOLERATOR COMPANY, Duluth 1, Minnesota 


The Leadership Line 
by 
my! 


3 = . . /AS80¢, 

LU d Are 

4 ROOM AIR 4 UPRIGHT 8 ELECTRIC 10 Electric Refrigerators, Ranges, Freezers mcf 
CONDITIONERS 3 CHEST-TYPE FREEZERS RANGES REFRIGERATORS and Room Air Conditioners 
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AWAKE AT THE SWITCH 








these millions of applianee-eager families have BUY on their minds! 

































HE 3%4-million families who regularly read 

Better Homes and Gardens are really interested 
in appliances. 613,000 of them bought major 
appliances for Christmas, 1952. 1,134,000 BH&G 
families bought small appliances for their homes 
for Christmas. 


BH&G offers a real BIG-BUY market...in fact, 7 out 
of 10 families who are building new homes read 
BH&G. Over half of BH&G families own a TV set; 
almost 600,000 bought theirs in the past 12 months, 


How does BH&G manage to get such a big audience 
of BUY-minded people? By devoting every page of 
BH&G to practical ideas for improving 
the home and enriching home life. 
Through every word and illustration, 
BH&G stimulates the family’s desire to 
live a better life—thereby creating a 
mental climate where appliance sales 
grow easily, quickly, and constantly! 


BH+G “BUYOoLoGICAL BRIEFS 


e@ IN 1952 BH&G carried more major appliance 

advertising lines, pages and revenue than any 

other monthly magazine. 

DURING A RECENT 12-MONTH PERIOD 

nearly a half-million BH&G families purchased 

refrigerators. 

© BH&G LED all monthly magazines in televi- 
sion, radio and musical equipment advertising 


revenue in 1952. 


MPANY 


wd 


ferllomes 


‘and Gardens 


Serving more than 3,700,000 lamilice 


oc 
June 1953 «Zoe to canete tie 
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MERCHANDISE MART 


A. B. Stoves Div., Detroit Michigan Stove 

Co 1128 
Aladdin Industries, Inc. Vacuum Div 1107 
Aluminum Goods Mfg. Co. 1129 
Aluminum Specialty Co 1170 
Amana Refrigeration, Inc 1127 
American Central Div. Avco Mfg. Corp.. 1476 
Apex Rotarex Corp 1472 


Basic Products Co 
Bellvue-Stratford Television 
Bersted Mfg. Co., Div. of McGraw Elec 
tric Co 
Bramer Mfg. Co 


1498 
1135 


1467 
11-112 


CBS-Columbia, Inc 
Camfield Mfg. Co 


11-106 
1102 


Capehart-Farnsworth Corp 1118 
Carrier Corp. 1186 
Casco Products Corp 1175 


Chimes & Signals, Inc 1451 
Coleman Co., Inc 1134 
Coolerator Co 11-107 
Crosley Div., Avco Mfg. Corp. 1132 
Dazey Corp 14-104 
Deepfreeze Appliance Div., Motor Prod- 
ucts Corp . . 1467 
Detroit Michigan Stove Co 1128 
Dexter Co. 1155 
Dominion Electric Mfg. Corp. 1422 
Dorby Company 1106-A 
Dormeyer Corp 14-103 
Dortch Stove Works Inc W111 
Easy Washing Machine Corp 1464 
Economics Laboratory, Inc 1177 
Eldredge Sewing Machine Co. 1468 
Everedy Co 1149 
Everhot Products Div., Tropic Aire, Inc.. 1455 
Farber, S. W. Inc 1419-A 
Fasco Industries, Inc 1422 
Florence Stove Co 1458-9 
Free Sewing Machine Co 1460 


Free Westinghouse Sewing Machine Co.. 1460 


General Electric Co., Air Cond. Div. 1144 
Electronics & Tube Div 1123 
Major Appliances 1115-1117 
Small Appliances 11-102 

General Mills, Inc., Home Appliance 
Dept. 453-A 

Geuder, Paeschke & Frey 1492 

Gorgie Mfg. Co 1401 

Hobart Mfg. Co., Kitchen Aid Div. 1492 

i? ee ee ae 1417 


Hotpoint, Inc. 1456-57 
Hunt Heater Corp. 1136 
Johnson, C. S. & Sons, Inc. 1158 
Kewaskum Utensil Co. W-111 
Kisco Mfg. Co. 1492 
Kitchen Maid Corp. 1188 
Knapp-Monarch Co. 1483 
Landers Frary & Clark 1479 
LaSalle Lighting Products Inc., Heater 
Div. 1492 
Magic Chef, Inc. 1166 
Magnavox Co. 1126 
Manitowoc Equipment Co 1422 


Manning Bowman Div., McGraw Electric 


Co. 1455 
Marlun Mfg. Co. 14-104 
Martin Co. 14-104 
Master Appliance Mfg. Co. 11-114 
McMahon, R. S. Co. 1155 
Metal Ware Corp. 1411-A 
Midland Distr. Co., Inc. 1188 
Mirro Aluminum Co. 1129 
Monitor Equipment Corp. .. 1435 
Mullins Mfg. Corp. 119 
Murray Corp. of America 1124 
Mutschler Brothers Co. .............. 1125 
National Sewing Machine Co. 1468 
Naxon Utilities Corp., Appliance Div. .. 1402 
Necchi Distributors of Ill 1195 
Nelson Machine & Mfg. Co. 1493 
New Home Sewing Machine Co. 1460 
Norge Div., Borg-Warner Corp 234 
Northern Electric Co. 11-114 
Nutone, Inc. 1451 
Nye, Walter & Co. 1492 
Orley Corp. 11-108 
Peerless Mfg. Co. 1485 
Perfection Stove Co. 1475 
Pollard, Frank L., Co. 1498 
Porter, J. E. Corp. .. 1498 
Proctor Electric Co. 1473 
Quaker Mfg. Co. .. 1147 
Radaire Gas Heating Appliances 1136 
Ram Electronics Sales Co. 14-107 
Rauland Corp. 14-107 
Raytheon Television & Radio 1191 
Republic Steel Corp., Berger Mfg. Co.. 11-116 
Revere Clock Co. , 1422 
Revere Copper & Brass Inc., Rome Mfg. 

Co. Div. 1463 
Rival Mfg. Co. 1492 
Robinson Heaters, Inc. 1136 
Rutenber Electric Co. 14-107 
S. K. Co 1422 
Samson United Corp. 14-104 
Schwitzer-Cummins Co 1422 
Scovill Mfg. Co. 1197-A 
Sessions Clock Co. 1409 
Silex Co., The 14-109 
Son-Chief Electrics, Inc. . . 1466 
Sparks-Withington Co 1175 
Sperti-Faraday, Inc. . . 1422 
Steinmetz & Kelly 4 ...1422 
Superior Electric Products Corp. 11-116 
Swartzbaugh Mfg. Co. 1498 
Swartzbaugh, Ted & Assoc. 1498 
Swing-A-Way Mfg. Co. 1498 


Telechron, Inc. Div., General Electric 


Oe pt OME eae OAs ., 14-101 
Temco, Inc. = 1110 
Thermador Electrical ‘Mfg. Co., Inc... 11-110 





Partial List of Market Exhibitors 


Toastmaster Products Div., McGraw 

Electric Co. 1455 
Tracy Kitchens Div. Edgewater Steel 

Co. ....1142-3 
Tuttle & Kift Inc. 1157 
Vermillion, W. R. Co. 1493 
Vischer Products 14-104 
Wagner, E. R. Mfg. Co 1422 
Welco, Inc. 1433A 
Welmaid Products Inc. 14-111 
Westinghouse Electric Corp. 262 
Youngstown Kitchens by Mullins 1119 


FURNITURE MART 


Acme National Refrigeration Inc. 17/90 
Admiral Corp. 526-28 
Altorfer Bros. Co. .. 541-42 
Armstrong Products Corp. 17/63 
Arvin Industries Inc. 441-42 
Automatic Washer Co. 503-A 
Barton Corp. 549-A 
Bendix Home Appliances, Inc. 535-37-A 
Bendix Radio Div., Bendix Aviation ...545-D 
Ben-Hur Mfg. Co. ; 540-B 
Birtman Electric Co. 17/35-36 
Blackstone Corp. .. 544-A 
Boston Stove Foundry Co. 17/64 
Caloric Stove Corp. 519 
Clements Mfg. Co. .. 17/68 
Conlon-Moore Corp. 504 
Cribben & Sexton Co. 538-A 
Crown Stove Works 541-B 
Conlon Bros. 17/105 
Deepfreeze Appliance Div., Motor 

Products Corp. ; 510B 
Detroit-Michigan Stove Co. 17/118-119 
Duo-Therm Div., Motor Wheel Corp. ... 517 
DuMont Laboratories Inc., Allen B..217-218 
Duchess Co. .510-A 
Empire Appliance Co 17-32 
Eureka-Williams Corp. 17/86-87 
Fresh‘nd-Aire Div., Cory Corp. ....17/106-A 
Frigidaire Div., General Motors. . 508-09-A 
Forgee Metal Products Co. 17/108-09 
Gibson Refrigerator Co. oe 
Grand Industries .17/3-3) 
Gray & Dudley Co. . 515-B 









Hallicrafters Co. 
Hamilton Mfg. Co. 531 


544-B 


Hardwick Stove Co. . 1530-31 
Holland-Rieger Div., Apex Rotarex 

Corp. 17/98-99 
Homak Mfg. Co. 17/39 
Hotpoint, Inc. 533-35A 
Ice Cooling Appliance Co. 810 
Ideal Steel Products Co. 17/Q-116-117 
Inca Metal Products Corp. 17/W 
International Oil Burner Co, 512-A 
lroner Div. Speed Queen Corp 549-B 
lronrite, Inc. 511-8 
James Mfg. Co. Inc. 17 /92-93 
Jordan Refrigerator Co 17/124-125 
Kelvinator Div., Nash-Kelvinator. 513-15-A 
King Refrigerator Corp 17 /33-34 


Leonard Div., 
Lewyt Corp. 
Lindemann, A. J. & Hoverson Co..17/P-42-43 


Nash-Kelvinator Corp. 513-15-A 
17/K 


Lonergan Mfg. Co, 514-B 
Marvel Metal Products 17/89 
Motorola, Inc. 505-07 
Norge Div., Borg-Warner Corp. 521-22 
Odin Stove Mfg. Co. 511-A 
One Minute Washer Co 512-A & 17/78 
Palley Mfg. Co. 17/84-85 
Philco Corp. 128 
Phillips & Buttorff Mfg. Co 630-31 


Phoenix Sewing Machine Sales Corp. of 


America 17/65 
Premier Stove Co. 513-8 
Prentiss-Wabers Products Co 549-A 
Queen Stove Works Inc 17/75-77 
Quicfrez, Inc. 539-B 
Quincy Stove Co. 17/94-95 
R.C.A. Estate Appliance Corp 523 
RCA-Victor Div., RCA 232-36 
Revco, Inc. 17/R 
Roper, George D. Corp. 529 
Royal Vacuum Cleaner Co. 17/102-103 
Ryan Industries 17/110-111 
Schaefer, Inc. ..17/N 
Servel Inc. 548 
Siegler Enamel Range Co. 17/44 
Skot Metal Products Corp. 17/U 


Sparton Radio-TV Div., 


Sparks Withing- 
ton Co. . 509 


Speed Queen Corp. 530 
Stewart-Warner Corp. ..17/55-56 
Stiglitz Furnace & Foundry Co. ....17/61-62 
Sunray Stove Co. ..17/54-54A 
Sutton Corp., O. A., Vornadofan Div...17/M 
Smith Corp., O. A. .. 536-8 
Starbrand Corp ..17/128 
Tappan Steve Co. isis ae 
Taylor Corp. .. 17/4) 
Tennessee Stove Works .. 5168 
Thor Corp. . 508-8 
United States Stove Co. .17/57 
Universal Major Elec. Appliance Co.. 512-8 
Victor Products Corp. 17/69-70 
Voss Bros. Co. .. 17/78 
Warmack Stove Co 17/0 
i errr ae ror 520 


Westinghouse Electric Corp 
501-03 & a B 
546-D 


Whirlpool Corp. 


Womans Friend Washer Div, Central 
Rubber & Steel Corp.. ..17/52-53 

Zenith Machine Co. oo DeOG 

Zenith Radio Corp. . 537-538-B 





Chicago 
Market Time 
Again 


ELECTRICAL 


MERCHANDISING—JUNE, 


The 


industry’s semi-annual migra- 


tion to Chicago will get underway 
this summer on June 22. 

Change of dates for this year’s 
summer markets in Chicago (now 


89 


June 22 to July 3) resulted from a 
conference between the hotels and the 
convention bureau. A 25-year program 
was set up with the idea of reducing 
the wild, frantic yearly search for 
hotel rooms to a minimum. 

Actually 20,000 buyers swoop down 
on the Windy City for the summer 
markets, and it is estimated that 
exhibitors and their people will bring 


1953 


the total up to almost 30,000. Pile on 
top of this the greatly increasing 
numbers of editors and publication 
writers and you have quite a mess of 
folks to take care of. 

And despite all this planning, it’s 
still better to come the second week of 
the markets unless one has a gilt-edge 
reservation. 

This is what you are going to see in 
Chicago. 

Merchandise Mart. ‘The curtain rings 
up June 22 and the show runs until 
the day before the Fourth of July. 
Most appliance, radio and television 


exhibits are housed on the 11th and 
14th floors. As Wallace O. Ollman, 
Merchandise Mart general manager, 
es it, most dealers are coming in to 
earn new ways to tease dollars from 
well-stuffed consumer pocketbooks. 
Ollman feels that the money is 
there, and the main job is to develop 
strategy which will extract it. Personal 


* (ELECTRICAL MERCHANDISING has prepared 
these partial listings from information provided 
by the managements of the Furniture and Merchan 
dise Marts and has made every effort to include 
all names of interest to the appliance, electric 
housewares, radio and television industries, but 
takes no responsibility for errors or omissions 
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Proof... the BONUS DOOR HOLDS MORE! 
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REFRIG CAPACITY 
MAKE SIZE HERE’S HOW MUCH FOOD THE DOOR SHELVES HOLD IN 
POUNDS 
- FL h ry 
BENDIX 10.5 AA: bd ba 47 
A 10.2 26 
F = as a ry 
B 9.6 32/2 
lecaciaanesindl a. 
C 10.4 13 
D 10.5 35% 
E 10.1 32 
F 11.4 23 
= 
G 11.0 13 
H 10.6 11% 
PROVE IT YOURSELF! MAKE THIS 
SIMPLE BONUS DOOR TEST... 
@ Here's the actual food that goes in the Bendix Bonus 
Door. Big bottles . . . extra eggs .. . plenty of packages. 
@ You can see this Bonus Door advantage . . . but prove 
it. Try putting this same amount of food in the tacked on 
door shelves of any other refrigerator. 
@ Only the Bendix Bonus Door will handle this amount 
of food ... give this much extra storage space without steal- \ 
ing space from the inside storage compartment! 
@ Remember . . . Bendix has other big features. Fully 
automatic defrosting . . . exclusive Butter ’N Egg Condi- a 


tioner that keeps butter spreadable, eggs ready for cooking 
..» Full-width Freeze Chest that holds more frozen foods . . 
adjustable shelves that can take the smallest to the biggest 
items. They're Bendix extras for extra sales! 





PRODUCTS OF 


At the Summer Market . . . come in and see the Bonus Door : BENDIX 


proof for yourself. And see the complete family of great 


Bendix Appliances. Furniture Mart . . . Space 535-537A HOME APPLIANCES 





BENDIX HOME APPLIANCES Div. AVCO Manufecturing Corp., South Bend, Indiana 
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| BONUS DOOR! 


BONUS DOOR FEATURES YOUR CUSTOMERS WANT 





1. BENDIX provides the greatest number of door shelves 


2. BENDIX provides the greatest useable door shelf area 


3. Only BENDIX has the Butter ‘N Egg Conditioner 


4. BENDIX Bonus Door shelves are fully recessed in the door 


5. BENDIX Food Compartment shelves are full depth . . 


. not cut off 


6. BENDIX Bonus Door shelves hold more food . . . deep enough for 


quart glass milk bottles 


HERE’S THE BENDIX WAY 


The exclusive Bonus Door is built deep .. . 
like a big bay window. Shelves are actually 
built-in . . . fully recessed . . . so there’s max- 
imum storage space in the food compart- 
ment itself. No stealing space from inside 
the refrigerator. The Bonus Door holds more, 
itself . . . lets you put more food in the re- 
frigerator, too! 


HERE’S THE ““TACKED ON” WAY 


This is how ordinary refrigerators try to pro- 
vide storage space. Door shelves are tacked 
on. They don’t hold as much food . . . and 
they steal space from the storage compart- 
ment when the door is closed. That means 
storage shelves have to be cut off. That 
means less easy-to-reach storage space in- 
side the refrigerator, too. 


IF 'T’S A BENDIX.....1T’S BETTER AUTOMATICALLY! 
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COMPARE! SEE THE BIG DIFFERENCE 
THE BENDIX BONUS DOOR MAKES... 


Do ULU ) 
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@@ Remember... if it’s 
FIBERGLAS - insulated, 
that’s a 


\ good sign of quality! 99 





EVERY WEEK, FIBERGLAS* PRODUCTS ARE ADVERTISED 
TO MILLIONS ON “ARTHUR GODFREY TIME” 


CBS Television and Radio 







OWENS -CORNING 


FIBERGLAS 


Now more than ever, 
A swell feature to have... 


A swell feature to sell... 


OWENS-CORNING FIBERGLAS CORPORATION 
Dept. 104-F Toledo 1, Ohio 


*Fiberglas is the trade-mark (Reg. U.S. Pat. Off.) of Owens-Corning Fibergtas Corporation for a variety of products made of or with fibers of glass 





income was running at an annual rate 
of $280 billion this spring, he said, 
which was $20 billion ahead of the 
year earlier. The increase in interest 
rates on FHA and VA loans should 
attract money from lending institu- 
tions to sustain a high level of build 
ing, he declared. 

Prices generally are expected to aver 
age about the same as last January 
with slight deviations up and down. 
Exception is metal housewares, which 
have already risen in price. Trend 
in merchandise planning seems to be 
to take up less space or for the piece 
to have two or three functions that 
will add to its usefulness. Brass and 
wrought iron and pewter—metals that 
were scarce during the Korean War 
ire swinging back in popularity. 

Naturally there will be a lot of new 
ippliances like air conditioners, dish- 
washers and automatic laundry equip 
ment on display. 

As usual, hungry visitors will find 
that the Henrici Restaurant, milk bars, 
doughnut shops, and passes wangled 
to the Merchants and Manufacturers 
Club in the building will take care 
of the hungry man 

The neighboring parking space for 
2,400 cars is not nearly enough but 
one can get along fairly well with taxis 
or ride the banner-bedecked buses 
marked “Merchandise Mart Buyers 
Courtesy Bus” which will run from 
the Loop hotels to the Mart from 8 
until 11 and from 4 to 6, at 10 
minute intervals Ask your hotel 
whether or not the bus stops there, 
ind you can probably save some taxi 
ib fare 


Furniture Mart. Look on other floors 
besides the 5th and 17th in the Furni 
ture Mart to see everything in appli 
inces. DuMont is on second and 
RCA and Philco are on the first floor 
I'he break-away started last year and 
has continued. 

his is written too early to discover 
from manufacturers what they ar 
going to have that’s new, but they 
ilways put up a show. Frank Whit 
ing thinks that sales promotions rather 
than products will have the nod, and 
that consolidated lines are smartening 
up their space and ideas. ‘TV, freezer 
ind air conditioners will lead in 
interest. 

The Furniture Mart ibout a mil 
from the Loop and can be reached by 
1 No. 157 bus, the Navy Pier street 
car (catch it on Wabash Ave.) or spx 
cial buses that run to the market: 
from all the Loop hotel There is 
parking space around for between 500 
ind 600 cars in the neighborhood of 
the Mart 

You won’t starve to death in the 
Furniture Mart as fountains, caf 
terias and traveling trucks all cater to 
the inner man and a card can be ex 
tracted from exhibitors which will ad 
mit vou to the club on the 17th floor 
which has a good dining room 


NARDA Meeting. The National Ap 


| pliance and Radio Dealers Association 


will meet at the Conrad Hilton Hotel 
on South Michigan Avenue, from 
June 28 to 30th, and Al Bernsohn has 
a block of rooms reserved for members 
Dr. Nicholas Nyardi of Budapest is 
the featured banquet speaker and 
there will be a number of manufa 
turers and dealers on the program 
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HEARD THE BIG NEW? 


CAMFIELD IC BRINGING 
OUT THREE NEW 
PRODUCTS AT THE 
HOUSEWARES CHOW! 


[ 
ight: We're expanding the Camfield line! In addition 


to our famous Automatic Coffee Maker and Auto- 
matic Toaster, we're presenting three brand-new Camfield products 
designed to give you new customers, new sales, new profits. These exciting 
new products will make their debut at the Camfield Booths (171-173-175) 
at the National Housewares Show in Atlantic City, July 13th! We hope to 
see you at the show; but if you can’t make it, write direct for complete details! 


Restyled Camfield Automatic Restyled Camfield Automatic new Camfield product for new Camfield product for Another new Camfield 
Coffee Maker—the beauty that Toaster —the only toaster with “dl small family. Nothing like it on i bedroom, You will be selling product for the bedroom—with 
brews perfect coffee every time! complete controls at each end. the market—a new profit-maker! color, comfort and better rest. a tremendous profit potential. 








CAMFIELD MANUFACTURING COMPANY e GRAND HAVEN, MICHIGAN 
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RADIO-TV 





Color: Not So Clear 


Color TV is coming but industry leaders don’t 
agree on how soon; Siragusa warns no color tube is now 
available and Du Mont suggests 3-D color 


\ eat d il Vad nd out ¢ lor 
it had 


idl na of rive 


television last month nd when 
1} } 


; ‘ 


tl 
an «i 

Ja \ bo rd chairm ! La id Sar 
noff continued to empha ize that hi 
firm is “ready to proceed with plan 
for commercial color television a 


is the FCC authorizes standard 


oon 


But in a widely quoted New York 
peech, Admiral president Ross Sira 
gusa warned that wishful thinking 
won't produce a television color tub 


md that the right tube for this pur 
“simply doesn’t t th 
moment, 

Another dissenting voice i¢ from 
Du Mont president Dr. Allen B. Du 
Mont who repeated for stockholde: 
his opinion that commercial color in 
quantity was five years awa Du 


po r 


Mont, however, helped th 'V 
guessing game along by announcing 
that his firm was working la LD 


color system 

What They Said. Sarnoff’s report 
to stockholders that RCA was ready 
to go ahead on color TV wasn't reall: 
news—RCA spokesmen had been sa‘ 
ing the same 
pa f 


thing for some weeks 


Dut Siragusa’s sobc nog opinion on 
the value of present color tubes wa 
definitely new Addressing a United 


Jewish Appeal dinner in New York, 
the Admiral president said that talk 
ot olor IV centered round three 


Portable for Explorer 





WORLD FAMED os the “glacier priest,” Rev. Bernard R. Hubard, S. J., 
takes delivery of a Hallicrafters eight-band world-wide portable radio trom firm 
president William J. Halligan. Father Hubbard will soon be off on anotner movie 


making expedition; he hopes t: 
the Sawyer glacier. 
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show Alaskan fjords 


hon 1) Will the FCC approve 

the NTSC standards? If the FCC 

Ipprove how much time will elapse 

efor jlor receivers are available? and 
W hat ll th t? 

» usa himself didn't » out on 


mb on question number one but 

d attention to a “presumption that 
rrowme” that the FCC would ap 
the NISC tandards by early 

1954. In speculating on when color 


ts might be available, Siragusa noted 
that some firms feel they will be on 
market ithin nine to twelve 
nonths after the standards are idopted 
md that othe: iv T'V is hve to ten 


vears away. Siragusa himself feels that 


it is impossible at the present tim 
to forecast when ol t ill } 
vailable in appreciable number \ 
handful of sets might ich the ma 


ket within a year after ompatib] 


tem 1 ipproved but onl 1 han 
ful.” He said that Admiral alread: 
had sets with circuits which produced 
excellent results. But, he emphasized 
the problem is with the picture tube 
At present two type ire availabl 
Both are hand made, bulky and ver 
expensive One does not give a colo 


picture which we consider satisfactory 
The other is complex and requires \ 
ritical adjustments.”’ 

“Don’t be misled by talk that color 
is just around the corner,” Siragusa 
continued. “First, the industry ha 
to have the right tube and the 
right tubs doesn’t exist at 


( olor 


imply 


right, 


and spectacular i falls near 


Educational TV 


- ~ > 
na: ; ee 





ge 4 

i 
es 
gE 


Stipe te. cated 


FIRST TELEVISION station in the country 


tional 


1 first te 


jucational television 


programs an qualify 
jrant is 
Emerson president 


f the University of Houston, in 
ist June that the first ten stations t 
by the FCC for nor 


The new station 


ent And when such a tub 

developed at least a year will be 4 
quired to tool up for mass production 
| have no idea when a more advanced, 
less complicated color tube will be 
ivailable I do know, however, that 
scientific progress cannot be produced 
by either congres mandate or 
vishful thinking.” 

Finally, he said, estimates of costs 
ire pure speculation. “How,” he asked, 
can you estimate the 
thing that isn’t even designed vet!” 

Du Mont’s announcement of a 

D system which could be used with 
black and with color is 
lescribed tory in the 
djoining 


] 
1Ondl 


cost of some 


white or 
elsewhe ema 
column 

Off the record another large manu 
facturer summed up his outlook on 
olor like this: A new set of standards 
von’t be approved until late in 1953 
or early 1954. It will take time to tool 
up. In the meantime it is reasonable 
that the cost of black and 
white sets will drop—and that color, 
initially, will be expensive. ‘The cus- 
tomer will then be faced with the 
choice of a fairly inexpensive large 
screen black and white set or a rela 
tively expensive, smaller screen color 
set. Not all telecasts will be in color. 
Will the customer be willing to pay 
the extra money for such color? 

And so the talk went. Unfor- 
tunately for the retailer, the less 
optimistic forecasts weren't making 
the headlines which the “‘color tomor- 
statements had received. The 
dealer—if he could find out enough to 

itisfy his own questions—was faced 
with the problem of educating as well 
is selling his customers 


to assume 


” 
rOW 
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KUHT-TV 
presents check for $10,000 to Dr. W 
recognition of this 


mmercial educational purpose 


which is a joint venture of the University 
Houston Independent t | District. will } 
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to open with non-commercial educa 


the Emerson Rudio and Phonograph 
at Houston. Benjamin Abrams, (left 
W. Kemmerer, president 


fact. Emerson announced 


begin broadcasting on channels allocated 


would receive $10 000 each 
f Houston and the 


operate on channel 8 


3-D and Color 


Complications in the television busi 
ness took on a third dimension last 
month as experiments with three-di 
mensional ‘T'\ headlines from 
coast to coast 

Last 


ever, were experimental in nature and 


] 
THACiG 


month’s developments, how 
the arrival of 3-D in commercial appli 
cation scemed some distance off 

The most publicized 3-D 
development was demonstration by 
the American Broadcasting Co. of its 
three-dimensional 
convention of the 


widely 


svstem during the 
National Assn. of 
Radio and ‘Television Broadcasters in 
Los Angeles. Although these 3-D 
broadcasts can be transmitted over ex 
isting stations, they required use of a 
specially designed 'I’'V receiver and us¢ 
of polarized glass« ABC vice-presi 
dent Frank that 
this method was severa 


Marx emphasized 
only one of 
possible and should not be regarded a 
final or conclusive for home teleview 
ing. Picture quality varied during th: 
demonstration, according to press 1 
ports. 

Possibly holding more promise { 
the future was a 3-D color television 
system described to stockholders m 
early May by Dr. Allen B. Du Mont 
He intimated that the system might 
be demonstrated by the end of tl 
year. Although he emphasized that hi 
company was not preparing to put thi 
system forward at this time, he showed 
enthusiasm over the 
early successful developments. 

Du Mont estimated that 3-D black 
ind white reccivers 
than color receive 


possibility of 


would cost | 
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It’s easier to sell appliances 


finished with 


GENUINE 
PORCELAIN ENAMEL! 

















THIS LABEL 
oil will help you sell. It identifies 
Genuine Porcelain Enamel! made in 














accordance with established stand- 
ards of the Porcelain Enamel Insti 
tute, Inc. 





Geitulvg ) 
i ELAIN ENAMEL 


Gxaz | 


THIS MATERIAL IS 
ACID RESISTING 
PORCELAIN ENAMEL 


© Will not rest, burn, or discolor 
* Does not harbor odors or germs c 
® As easy to clean as a china dish 
® Is not harmed by household acids, fruit 
jvices or alcohol 

© Hordest howehold wars surtice 

* Color and beauty will not fade 
GUARANTEED ty Se weietouere 1 sates 
the Porcelain Enamel 
pa a Resistant Type (PEI; $102)" ie 
Porcelain Enamel Institute, Washington, 


TO CLEAN: soar ano com 

































\I | Porcelain Enamel Gives o er 
: | MORE FOR THE MONEY! 


Manufacturers using a Porcelain Enamel finish on their 
\ appliances give you many important sales advantages ot : 
No other finish equals Porcelain Enamel in beauty, dura- No other finish resists 
bility, ease of cleaning and resistance to household service 
hazards. Because Porcelain Enamel is a hard, mineral : 
coating melted and fused to steel at about 1500° F., it is scratching as well as 
scratch-proof, stain-proof, fire-proof, glass- Rs sort 
of material you like to sell because it builds good will and : ges 
profitable business is why it is used more 
Make sure that your customers fully appreciate the many 
advantages that only this extra-quality material provides. : ; 
Show what Porcelain Enamel means in long-term satis- as well as interiors of 
faction and economy. Let the many advantages of Porcelain 
Enamel help you sell the product! 








rusting, staining and 


Porcelain Enamel. That 


and more for exteriors® 


washers and dryers. 














This message sponsored by the Frit Division of the 


PORCELAIN ENAMEL INSTITUTE, INC. 1346 Connecticut Avenue, N.W., Washington 6, D.C. 
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TV Boom for Canada 


Dominion dealers expect heavy sales—and some 
business may fall into the hands of U. S. merchants 
even though Canadians must pay 20 percent import levy 


Canada is getting ready for a t 
vision boom of its own 

Last vear, for the first time, dollar 
volume from ‘T'\ i] passed that 
And this year, with 
the government having announced an 
program to extend I'\ 
throughout the 
ountry, still further gains appear cer 
tain. ‘rade officials are reluctant to 
predict anticipated volume for thi 
year or next but foresce greatly stepped 
up business for the industry 

Behind all this is a change of 
heart toward TV by the government. 

(he Canadian Broadcasting Corp., 
wholly owned Jand operated by the 
federal governnient, is establishing TV 
stations m six centers; possibly mor 
important, ipphi itions are now being 
accepted for privately owned stations 
to serve other areas. Until nation-wide 
service is provided, only one station 
will be authorized in each community. 
The rate of application for stations 
now being received, however, indicates 
that it may not be long before enough 
national coverage is available to justify 
the government giving consideration 
to permits for additional stations in 
some areas 

Prospects for more widespread TV 
has produced a flurry of activity among 
Canadian retailers. In many appliance 
departments, sets are now on display, 
although it may be some months be 
fore listeners in the area will be able 
to get anything but fringe area recep 
tion from other Canadian and U. § 
border cities. In cities where TV serv 
ice is available, a real sales boom is 
on already. Last year, in the Toronto 
Hamilton area slightly over 54,000 sets 
were sold; in the Niagara Peninsula 
20,600 sets were sold; in Windsor the 
total was about 19,000 and in other 
parts of the country more than 43,500 
were sold 


from radio sak 


ambitiou 
broadcasting facilities 


[he promise of st pped up busine 
has led a number of Canadian set 
to consider expansion of pr 
ent plant 


makers 
ind one or two are alread 
vell advanced on expansion of their 
production facilitic 

Even so, many dealers feel that 
hen Canadian stations open up in 
eral areas this year, shortages and 
delay in deliverie will bring a de 
mand for set imported from the 
U.S. Dealers feel that many set buy 
ers are so impatient with delays or so 
determined to get a particular model 
that they will not hesitate to pay duties 
on imports from U.S 

(New government policies make it 
illegal to bring in ‘T'V sets, parts and 
picture tubes under the tariff rule 
which usually exempts $100 worth of 
goods or merchandise brought back to 
Canada by residents visiting the U. S.) 

Despite this new regulation, Cana 
dian dealers note that TV “hungry 
residents are willing to pay the 20 
percent duty, in addition to a 10 
percent sales tax and 15 percent excise 
tax 

Another stimulant to the trade is 
the government's decision not to levy 
1 special annual fee on TV sets. (Until 
April, such a fee had been in effect 
on radio sets in the Dominion). The 
government will rely instead on col 
lection of the 15 percent excise tax. 
his levy applies also to the picture 
tube; government officials figure that 
the purchaser of a $200 TV set who 
pays $63 for a new picture tube during 
the year will be paving in about $39 
in excises which would be about equi- 
valent to what the government would 
receive from a $15 license fee over a 
two and a half year period 

Principal demand right now is for 
table sets selling under $400. Next in 
popularity are console models under 
$500, table models selling at $400 and 





TELEVISION is becoming big business in Canada 
there may seem familiar to retailers here 
taken in one of the stores owned by Coronet Television Corp 


and some of the developments 
The picture above, for instance, was 
a factory to store 


operation which is in its third year of operation and, like many TV firms in 
Canada, is currently enjoying record-setting business 
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over and ‘T'V-phono combinations 

Dealers note some complaints that 
prices are too high but a general price 
reduction doesn’t seem to be in the 
irds. ‘Trade-ins or reconditioned sets 
may take up part of this price market. 
In fact, dealers feel that Canadians 
isiting the states may bring back 
heaper U. §. models—even if they 
have to pay the import duty of 20 
percent. Should such cross-border 
reach the proportions of a 
dumping” operation, Canadians fecl 
the government would step in 


DUSING 


Hoffman Expands 


Ihe Hoffman Radio Corp., one of 
the largest West Coast ‘TV makers, 
will increase its television set produ 
tion locally and extend its output tor 
eastern and midwest markets through 
the construction of a $1 million fa 
tory in Kansas City. 

Novel in the growth of an indus- 
trial firm is the expansion of sales and 
distribution from west to east, instead 
of the conventional pattern of cast 
to west. This expansion marks the 
first such move by a California televi 
sion manufacturer. The Los Angeles 
facility will also be increased and will 
devote its present operation to servic 
ing the western market 

The Kansas City plant will cover 
85,000 square feet and will utilize 
mechanized conveyor systems. Hoff 
man expects to employ about 1,000 
people when the unit begins opera 
tions early in August. 


Super Antenna 


The Denver Research Institute has 
built an experimental antenna to im- 
prove reception in mountainous areas. 

Developed when one of the staff 
members could not get reception in 
a canyon location, it is known as the 
“double rhombic antenna.” It is 
shaped like two giant rhombi more 
than 200 feet long and is placed on 
a high peak overlooking the canyon. 
(he antenna receives TV impulses 
from stations without obstruction and 
then re-radiates these impulses down 
to regular receiving antennae of sets 
in the canyon. Reception has been 
reported as excellent. ‘The antenna has 
no electrical power of its own and 
costs nothing to operate after installa- 
tion. 

\ pamphlet giving brief instructions 
for building and installing a double- 
rhombic antenna is available from the 
Institute. So far 4500 inquiries have 
been received 


Transistor Output 


Mass production of transistors for 
military and civilian use in electronic 
computers and hearing aids has been 
announced by CBS-Hytron. The 
firm’s semi-conductor division has al- 
ready outgrown its temporary quarters 
and expansion plans are underway. Re- 
seach and development includes new 
germanium diodes for UHF television, 
in ultra-sensitive photo transistor and 
new tiny transistors for electronically 
operated wrist watches. 
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Printed Circuitry 


-_ 





MASS PRODUCTION of printed circuit 
components has been announced by RCA 
Victor’s tube department These com 
ponents—six 40-mc IF transformers, coil 
and traps—are produced by a special 
photo-etching process making use of 
giant glass negatives like the one at top 
Model holds a printed circuit IF trans 
former in her left hand for comparison 
with the conventional wire-wound trans 
former in her right Printed circuitry 
eliminates laborious wire-winding opera 
tion and “‘produces unprecedented uni 
formity and efficiency,’’ RCA says. They 
also allow simplification of equipment 
design and reduction in number of part: 


Clock-Radio Survey 


More than half those interviewed 
in a recent survey did not know what 
a clock-radio is or what it does. 

Conducted by the Ross Federal Re 
search Corp. for the Telechron dept., 
General Electric Co., in February 
1953, the study was aimed at evaluat 
ing various clock-radio features, learn 
ing how owners got them and pre 
testing advertising appeals 

In brief, here is what they found 

Some 70 percent of clock-radio own 
ers interviewed used the buzzer alarm 
while 81 percent used the wake-up-to 
music feature. Of the total, 62 per- 
cent bought their own sets and 38 per 
cent received them as gifts. 

Telechron also reported that of the 
105 million radios in the country, 
about five percent are clock-radios 
The firm believes there will be a wired 
home increase of 1,200,000 in 1953, 
there are now 82.5 million wired bed 
rooms in the country. There will be 
about 1,300,000 marriages in 1953, a 
rich gift potential. Telechron states 
that clock-radio sales in 1952 were up 
118 percent over those of 1951 with 
sales dollar volume second only to elec- 
tric irons in the traffic appliance field 
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Don Gabbert of Minneapolis, 


NARDA board member, 


tells success methods 





DON GABBERT 
President 
GABBERT NICOLLET, INC. 
MINNEAPOLIS, MINN. 
BOARD MEMBER, NARDA 

















Mr. Gabbert writes for the fifth edition of 

“Ladies’ Home Journal Appliance Store Success 
Bulletin.” This new service to a group of appliance 
dealers is condensed each month in this space 

for the benefit of the entire appliance industry. 


ON OPERATING PROCEDURES... 


“We feel, in our operation, that if any action, although 
small in itself, repeats itself over and over again, it is 
important and that it should receive our careful analysis 
for a method of handling.”” (Mr. Gabbert applies this 
systematic thinking to every phase of his business. He 
has worked out various printed forms which save a great 
deal of time, and cut errors, omissions and 
misunderstandings to a minimum.) 














ON HIRING SALESMEN... 





‘*\.. . be on the alert for prospects at all times... 

Last December I visited a neighboring men’s store to 
purchase a Christmas gift. The salesman’s first remark 
was ‘What may I show you?’ Here, to me, was something 
to look into—which I did—and learned that this 
salesman was temporarily helping his friend, who owned 
the store, during the Christmas rush and was 

interested in securing a permanent sales position. 

This man, today, is one of our most promising 
salesmen. Be mentally on the alert and you will know 
when you’re exposed to a promising sales applicant.” 


< 
« 


“We sell our merchandise at the manufacturer’s 
suggested or fair-traded list price. My one suggestion 
here is that you do business with suppliers who 
respect your thinking on list price selling. 





“We post a large sign in each store which reads, 
“GUARANTEED PrICcES—if obtainable elsewhere for less, 
difference will be refunded.’ If you believe in list price 
selling, I suggest you try such a sign to learn which 
franchises are costing you money. You will learn of your 
supplier’s policies when you present him with a 
cancelled refund check on his merchandise.” 








ON TRADE-INS... 


“Tt’s satisfying to be in the trade-in business when ‘you 
know your salesman is concerned because he’s sharing 
in the responsibility of the profit or loss. Many stores 
assume blindly this entire responsibility. This is where 
many stores’ profits are killed and buried . . . Our 
salesmen share one-half in the profit or loss on each 
transaction, giving them an incentive to do an intelligent 
trade-in job and increase their income.” 
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\f Ladies’ Home 


JOURNAL 


") «..the magazine your customers 
believe in 


— 


®. 


A Curtis Publication 
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NEW and 
NEEDED! 








Deluxe Ceiling or Wall Fan 











The CW-100 is 


another feature addition to the 





respected 


is li 


Complete catalog sent upon request. 


SIGNAL ELECTRIC MFG. COMPANY, MENOMINEE, MICHIGAN 








Tries Out Message Center 





HAROLD RUSSELL, past national commander of AMVETS and a featured player 
motion picture ‘‘The Best Years of Our Lives,” 


n the 


tree messages 


to servicemen overseas from a 


was among those sending 
Hallicrafters G.!. Radio Message 


enter set up in the Jordan Marsh store, Boston 


TV Briefs 


@ The Electrona (¢ orp has been ac 
quired by Olympic Radio and Tel 
vision Inc. ‘The firm will continue 
operations at Irvington, N. J. under 
Dr. Carl Bosch, who becomes vice 
president and director of research of 
| lectrona 

@ Production of television picture 


! 


tubes by Du Mont’s cathode-ray tubs 
division showed an increase of 234 
percent for the first three months of 
1953 as against last vear. ‘This was 68 
percent over the previou ord first 
quartet ot 1950 

@ Nark Sunpson Mfg. Ce In ] 


nnounced doubled produ tion on 
Musco Concert Mast high fidelit 
equipment 


Portable for CD 





A PORTABLE RADIO with the 


civilian defense emergency 


new 
bands marked 
n the tuning dial is presented to Herbert 
R. O’Brien, director of New York City 
Defense, by Robert Howard, vice 
f resident of Admiral N. Y 


Civil 


JUNE, 


1953—ELECTRICAL 


@ The Sheraton Hotels will imstall a 
RCA Victor television set in every 
room in each Sheraton hotel within 
range of ‘I'V service. A joint state 
ment by the hotel chain and RCA 
Victor disclosed the purchase of 4,000 
sets in the initial order for the eastern 
ection of the country. Several thou- 
ind additional sets will be needed 
to complete the long range planning. 
@ General Electri 
name of its 


has changed the 
receiver department to 
that of the radio and television depart- 
ment. New title is “more descriptive 
of the nature of the work performed.” 


@ Potential of the European market i 
being studied by K. L. Bishop of the 
V-M Corp. during an eight-week trip 
through eight countries. Plan is part 
of the continued expansion program 
vhich has already been developed in 
Mexico, Canada and South America. 
Bishop is the export sales manager for 
the firm. His intention is to establish 
cooperative activity with leading 
manufacturer-importers in four Euro 
pean countri 

@ Pioneer Electonics Corp. has started 
construction of a new plant for tele 
vision picture tubes in West Los An 
geles. The plant will have 30,000 
square feet of enclosed space with ex 
tensive paved areas for parking, load 
ing and potential expansion. The new 
manufacturing unit is expected to in 
crease Pioneer production 500 percent. 


@ Because of an unexpectedly large 
number of Westinghouse dealers qual 
ifying for “Holiday” trips in nation 
wide T'V sales contest, Westinghous 
Radio-T'V division has scheduled an 
additional “European Holiday” flight, 
the ninth to carry Westinghouse deal 
ers and wives to Europe. This will 
bring number of contest winners and 
wives participating in the program up 


to 502? 
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EPT: A Case Study 


Whirlpool president Elisha Gray uses his firm's 
experience as a concrete argument for elimination of 


excess profits tax 


lhe case for the elimination of th 
excess profits tax was presented to 
congressmen and key government ofh- 
cials last month by Eh:sha Gray, presi 
dent of Whirlpool Corp., who used 
his own firm as a case history to prove 
his point 

Using only 2400 words of text (as 
part of a 24-page illustrated brochure 
which he presented to each congress 
man and official), Gray showed how 
his firm had been penalized by the 
excess profit tax when Whirlpool sales 
doubled during the three years thc 
tax was in effect. 

Using a_primer-like presentation, 
Gray told Washington that “During 
the three years of the Excess Profits 
lax (1950-52), and the highest cor- 
porate income taxes in history, we 
looked prosperous . . . on the books 

“we took in $285,000,000 
ve paid out $257.000.000 
our stockholders received $4.2 


million 
ve showed a net profit before 
taxes of 28 million” 
lle also pointed out, in the sam 
manner, that “Actually, we were « ip 
ital poo! We were hort of cash op 
erating funds) to run the business by 
2 million dollar 
reeded pa million to 
anded customer 


Wins Safety Award 





“needed 6.6 million for additional 
materials for production 

“needed 8.1 million for increased 
factory capacity 

“needed 5.4 million for extra op 
erating cash.” 


Posing the question, “How could 
this happen?” Gray answered it by 
stating that capital needs had ex- 
panded due to increased volume in 
business, larger employment and 
greater demands for production re- 
sources. 

He cited five sources used by 
Whirlpool to meet the working cap 
ital shortage: 


Retained earnings 7.5 million 
Increased credit by sup 

pliers 7.5 million 
‘ax monies owed but 

not paid 4.9 million 
Bank loans 8.7 million 
Issuance of preferred 

stock 3.6 million 


“Our difficulty is simply this: a 
head-on collision between our ex 
panded need for capital and a tax 53 
tem which doesn’t leave us with 
enough retained earnings to finance 
the increased volume of our business 
without going heavily into debt.” 
Gray demonstrated that Whirlpool 
had an excess profits tax base of 
$6,000,000 which in their operation 
would represent profit before tax on 


SMILE AND HANDSHAKE comes to J. P. Mclihenny of Waring Products Corp 
right) from desig: er John Vassos at annual home safety awards dinner April 22 
The Waring ‘‘mixor’’ was among the eleven products chosen in 1952 for their 
contribution to the safety of the home. Winners were selected by a panel of judges 
who tested each item for their safety factors as relating to home use and as to 


their looks and design. Competition is 


sponsored by Lewis & Corgo 
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The Chicago SUN-TIMEs! 





Ideo suggested by 
GENE VINIK 
Campbell-Ewald Advertising, Chicago 





In Chicago, it takes 2- 


to make a clean sweep 


BECAUSE... Chicago has outgrown the 
power of any single daily newspaper to 
reach even half of your city and suburban 


prospects. 


Today it takes two daily newspapers to 
reach a majority of the market—and for 
MOST net unduplicat- 
ed coverage, one of 


your two MUST be 





CHICAGO 


/ su N-TIMES 


—/ 211 W. Wacker Dr., Chicago * 250 Park Ave., New York 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., 
LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA 


HAL WINTER CO., MIAMI BEACH 








GOMPLETE HEATING PACKAGE 





| a sales volume of $60,000,000. After 
ayment of the normal corporate tax 
of 52 percent, $2,880,000 remains for 
dividend payments and retained earn- 
ings. Of this amount stockholders re- 
ceived about one-third, and the bal- 
ance is used for re-investment in the 


a") 


business. 
| The penalizing and paralyzing ef 
fects of the EPT on expansion and 
growth were summed up like this: 
“Let’s assume—as was actually the 
| case in 1952—that we double this vol- 





Factory Assembled—Easy to Sell—Easy to Install 
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Their many advantages make them ideal for Basement-/ 


Apartment! M Week Cabins —Anto Court 
and Over-Garage Rooms—H y Rooms —Farm Utility 
Buildi Gara Factory Off 

Other Sales-Building Advantages: 
Economical Operation — ¢ Silent Operation - 
Beautiful Baked-On Hammertone Finish - 
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Compact, Space-Saving Design —Only 10°x ‘ee 
need tor fae? tiverter (B) “ie Easy, Low-Cost Installation — No wall opening for unit need 
ne A), OF! ow vith oul! a vent opening and fe iting screws do the trick 
wasted Boot Vs H. C. Lice * Clean Operation —N i walls or 
room hearet oY _— * Zoned Heating — m lits, temperat 
Zone Mma b Hy | i t 
* Automatic Control — B f 1. N 


mounted thermostat. N 










Power Failure Can't Prevent Heat— A 
Key te i hav no ¢ ts t t 
-section . ) 
cross-s© ‘ ® Burn Any Gas — Nat fact lor LI 
drawing © (16.000 BTI put rat 
| 
t ater: ® A.G.A. Approved and Factory Guaranteed — Ov 
, he PI 
H.C. Litt tallat ( ( f f 


SEND COUPON FOR PROFIT-MAKING FACTS TODAY! 


T 
H. C. Little Burner Co., Inc. Dept. M-6 
San Rafael, Calif 
Se < 
AM LLL 2 
ewe sd 
5 Burner Company, inc. 
DISTRIBUTORS IN 
18 PRINCIPAL CITIES SAN RAFAEL, CALIF 
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ume and do $120 million of sales. 

“What have we really accom- 
plished? 

“Having doubled the volume of 
sales from $60 million to $120 mil 
lion, we have realized another $6 mil- 
lion of profit. 

“And therein lies the rub. For it is 
this additional $6 million of profit on 
our growth sales which puts us in the 
Excess Profits Tax bracket. And it is 
this $6 million which is subject to the 
Excess Profits Tax. So in addition 
to the 52 percent normal corporate in 
come tax, we must now pay under the 
Excess Profits Tax still another 30 
percent. 

“Where does this leave us? 

“We have left over $1,080,000 

“After our stockholders have re 
ceived the customary amount for divi 
dends, there is left to plough back 
into the business $720,000. 

“How do you finance $60 million 
of growth sales on $720,000? 

“It took intelligence, imagination 
and an abundance of plain sweat to 
make possible that additional $60 mil 
lion of sales. 

“Yet out of every dollar of these 
hard-earned sales, the Excess Profits 
l'ax—piled on top of the corporate in 
come tax—allowed us to retain for 
running the business only 1.2 cents 

“Put yourself in my position: Am | 
justified in permitting my company 
to continue its growth . is it pru 
dent management judgment to want 
my company to continue as a vigor 
ous, dynamic and competitive busi 
ness . . . when, under the Excess 
Profits ‘Tax, I can only progressively) 
weaken the business?” 

Entitled, “A $ad $tory, or what 
happens when a tax system doesn’t 
leave you with enough retained earn 
ings to run your business,” a four 
page colored chart summarized capital 
requirements of Whirlpool and how 

such capital was secured, from 1939 
through 1953. 

“There is a bitter irony in this situ 
ition: it is inconceivable that our 
Congress ever intended that these con 
sequences would result from a_ tax 
measure ostensibly designed to reach 
‘excess” profits arising out of defens: 
production. 


Lockers for Freezers 


Frozen food locker operators have 
been selling about 30 percent more 
home freezers this spring than during 
the same period last year, B. G. Sand 
erson, general sales manager of Deep 
freeze reported in April. 

Calling locker operators “natural 
merchandisers” for home freezers, 
Sanderson revealed that Deepfreeze is 
currently selling about 10 percent of 
its freezers through such outlets 
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VISIT US AT 
THE AMERICAN 
FURNITURE 
MARKET, 
SPACE 539-B 


See these and all the other 
Quicfréz models. Then you'll 
know why there’s not a loafer in 
the Quicfréz line...why it’s the 
short, active, paying line...why 
it’s a good foundation for build- 
ing your business! 


Build your business with... 
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FREEZERS? Just four chest and two up- 
right models—all in styles and sizes most 
wanted by 80% of your customers. At left 
you see the new QU201A 20 cu. ft. Upright 
Freezer. It's good-looking; it’s space-engi- 
neered to save kitchen room; it’s priced for 
quick selling! (Also 4.2 cu. ft. upright, and 
9, 13.2, 16.8 and 20 cu. ft. chest models.) 


REFRIGERATORS? Just two regular and 
five trim Color Harmony models in the 
most popular sizes, each a smartly styled, 
space-engineered beauty with high-power 
features, a low-figure price tag. Shown is 
the beautiful H96B Imperial Color Har- 
mony refrigerator, color-styled inside and 
out—a masterpiece of good design and food- 
keeping convenience. Priced to build busi- 
ness for you—retails at just $279.951! (Also 
9, 7.4, 7.2 and 6 cu. ft. refrigerators—a com- 
plete selection of models in the Quicfréz 
active line.) 


IT PAYS to build business with Quicfréz— 
the line that meets the needs of most of 
your customers. Take a look at the exclusive 
Quicfréz Twins—a 4.2 cu. ft. upright freezer, 
matching 5.6 cu. ft. refrigerator, plus a 
handy plastic-covered counter top that gives 
extra kitchen work space. The Quicfréz 
Twins open a practically untouched market 
among small-unit dwellers, and the price is 
attractive: retails at just $399.50| complete. 








You're on mighty solid ground when you build 
business and profits on a Quicfréz* foundation. 
Quicfréz is a line with the fat lopped off; every 
unit hustles for you! 


*T. M. Reg. U. S. Pat, Off. 
tf. o. b. Fond du Lac, Wis. 
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NOW A GREAT, NEW 


3-WAY PORTABLE RADIO! 


..-the life of any party...and the lift to every sales record! 


TH Here is the radio to 

‘ sell for bigger 
Spring, Summer and 
oll-year-round 
business... Tele King’s 
latest entry in the 
radio field...the 
TELE KING Three-Way 
Portable! 


It gives the same 
true-tone and 
high-fidelity 
performance on 
battery as on normal 
AC or DC house 
current! 


The 5 tube radio 
(including rectifier) is 
packaged ina 
handsomely designed 
plastic case and is 
available in four 
different colors! 


Operates 3-ways: 
AC, DC, Battery! 
Light Weight! 
Oversized Speaker 
giving high fidelity 
of tone! 








The New TELE KING 3-Way Portable Has Been Designed And Manufactured With 
The Utmost Care And Skill, To Give Years of Superior Performance And Pleasure! 


TELEKING 


601 West 26 Street, New York 1, N. Y. 








Gear-Rounde 
ee NOW ithe only AIR CONDITIONER that has 
ea the BIG TWO. .. in ONE unit... .AT NO EXTRA COST! 


© coois in summer... EEZIEL in winter! 
— @Z Automatic “Climate Control” Thermostat ! 


Ye ton “Weatherking” also available, with all “Year ‘Rounder’ features except heating 


° 5-YEAR WARRANTY! 
“Tale Kirg— beats the heat of competition with the line that beats all! 


the New Wele King Kocritinertxing) 










Contract Only 


Lewyt Corp., which had enjoyed 
years of success as a contract manu- 
facturer before it began marketing its 
own vacuum cieaner, last month an 
nounced that it was ready to turn out 
a different type of appliance on a con- 
tract basis. 

Alex Lewyt said that the firm is 
planning to produce room air condi- 
tioners of various sizes on a contract 
basis for the 1954 selling season. It 
isn’t a completely new field for Lewyt; 
the firm turned out a pilot run of 
such units just before the Korean war. 
Lewyt is prepared to manufacture a 
line either to the customer’s designs 
and specifications or to Lewyt’s own 
designs. 

Lewyt has no plans to manufacture 
and sell air conditioners under its own 
names. The reason: “too many dis 
tribution problems.” 


Freezer Know How 


Almost nine out of ten hom 
economic teachers in schools not 
having frozen foods courses would like 
to see such courses taught in their 
schools. 

This is the finding of Philco’s 
director of home economics, Mrs 
Adelaide Fellows. Her report on a 
recent survey shows that 88 percent of 
home economic teachers without 
classes in home freezing want such 
classes and see a need for them 
Some 11 percent of this group have 
no interest in home freezing. 

Mrs. Fellows points out that in 
the past four years alone, the sale 
of home freezers has jumped from 
one home freezer sold for every ten 
refrigerators to one home freezer for 
every three refrigerators sold. It i 
felt that students learning how to 
prepare foods tor freezer processing 
can also pass this information along 
to their mothers and families, in addi 
tion to using it in their own hous 
hold it a later date 
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SMILES MARK celebration over produc- 
tion of eight millionth Maytag washer. 
A brief ceremony at Maytag’s Newton, 
lowa, brought out smiles from (left to 
right) George Umbreit, executive vice 
president and treasurer, Robert E. Vance 
secretary and Roy A. Bradt, vice presi 
dent in charge of distribution as they join 
employee seated on record breaking 
washer. Maytag hit five million in 1947 
six million in 1949 and passed the seven 
million mark for washer production in 


1951. 
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HERE’S HELP 


for your engineer-recruitment problem 


Engineers’ Joint Council and The Advertising 
Council offer free, expert help to advertisers 
promoting engineering as a career. 


The booklet reproduced here was prepared by The Adver- 
tising Council in cooperation with the Engineers’ Joint 
Council to help you make your advertising work most 
effectively in recruiting engineers for the future 

1. It tells you what the problem is and the impor- 
tant part you can play in solving it. 

2. It outlines the advantages of an engineering ca- 
reer to help your company develop advertising 
appeals. 

3. It informs you as to the current activities of in- 
dustry in the education and recruitment of en- 
gineers. 

4. It offers specific suggestions as to what you can 
do (from present manpower). 

5. It provides material that you can use in your 
own local and national programs. 

Many advertisers are using this booklet today. They say 
that it helps in orienting their engineer-recruitment ad- 
vertising to industry-wide recruitment programs. 


Send for this Free campaign guide 
Prepared by 
THE ADVERTISING COUNCIL 
for the 
ENGINEERS’ JOINT COUNCIL 


‘----------- cam eam com eae 

| The Advertising Council, Inc. 

| 25 West 45 Street 

New York 36, New York 

| Gentlemen: Please send me a free copy of 

| “How your company can help promote engineering 
as a career.” 

! NAME 

. POSITION OR TITLE 

| COMPANY 

| ADDRESS: 
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Announces their New 
BIRCH GAS LOGS 


Very attractive and practical. Model LB-24 Logs are so 
“birch-like” that it’s almost impossible to tell them from 
genuine logs. They sell on sight for around $38.00 retail. 


AGA approved 
for all gases. 
24,000 BTU. Bar 
steel assembly, 
cast iron burner, 
brass valve. Size 
24" wide, 11°’ 
deep, 17 high. 


Model L-24 Logs, same 
@s above but in “oak.” 


ORDER FROM 
YOUR JOBBER 
or write for litera- 
ture on full line of 
Electric and Gas 
Heaters, lroners, etc. 





VISIT OUR EXHIBIT 


American Furniture Mart 
Chicago, June 22-July 3 
Booth 17/63 








| ARMSTRONG 


DEPEND ON IT! 
IT’S THE BEST 











every home, 
farm, office, business 

is already wired for Port-A- 

Phone . . . each a live prospect 
for volume sales . . . just plug in and 


falk and listen 
WITHOUT WIRES 











low-priced for mass sales . . . Two 
units, complete, ready to use... . 
suggested list price, only $84.50 
pair, Additional units $42.25 each 
(slightly higher west of the Rockies 


and in the South) * NO WIRES... 


NO INSTALLATION 
* JUST PLUG IN 


* DESIGNED TO BLEND with 
any furniture 


* COMPLETELY PORTABLE 


* WORKS ON STANDARD AC 
or DC CURRENT 


* ECONOMICAL TO USE 





Available at leading distributors everywhere. 
Write for “hard-hitting” sales literature. 


A few choice territories still available 
for experienced representatives. 


FEILER 


MFG. CO. 


* Skokie. Illinois 
(Chicago suburb) 


ENGINEERING & 


‘al 
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‘Manufacturers Optimistic 


First quarter reports from manufacturers show 
healthy start for 1953 with some record highs; crystal 
gazing for the coming months varies 


Despite doubts in the minds of 
many a dealer across the nation, ap 
pliance and radio-I'V manufacturers 
are optimistic over what’s ahead. Con 
sider, for example, their financial re 
ports for the first quarter: 

The sales figures of most of the 
firms have taken a sizeable jump, car 
rying the earnings along with them. 
But net earnings still show the tax 
bite on which most of them com- 
ment. 

Here’s how they look, firm by firm: 

Stromberg-Carlson. First quarter 
sales showed an increase of 48 percent 
over same period in 1952. Present 
sales forecasts indicate firm will prob- 
ably do largest volume of business in 
its history in 1953. 

Magnavox. An 85 percent increase 
in sales as compared with last year. 
Earnings before taxes were 219 per- 
cent greater than a year ago, with net 
earnings coming up 11 percent. 

Motorola. This was the largest sin- 
gle quarter in the electronics firm’s 
25-year history. Opening quarter 
showed an increase of 66 percent over 
1952, previously the highest quarter 
in sales. The record-shattering first 
quarter brought sales gains in each 
of company’s five major products di- 
visions. Introduction of portable 
clock-radio in March is expected to 
strengthen firm’s position. 

Admiral. Net earnings for first quar- 
ter of the year will be over 60 percent 
above comparable period in 1952. 
Admiral thinks the second quarter is 
off to a good start and that sales for 
the first six months of 1953 will set a 
new record high. Outlook for the sec- 
ond half is uncertain. 





Ship “Ore to Store” Cabinets 


wa 


Hoffman. First quarter sales were 
47 percent greater this year. They 
were 31 percent higher than in any 
previous quarter in the firm’s history. 
Chey’re optimistic on rest of the yeai 
look for pick up on ‘T’V-radio at retail 
level about September. 

Webster-Chicago. Sales were up for 
first two months of the year, with 
quarterly statement yet to come. With 
expanded line, the company expects 
1953 to surpass any previous year in 
sales volume. 

Sylvania. Both net income and net 
sales for the first quarter of 1953 hit 
an all time high, tops in company’s 
52-year history. Net income increased 
88 percent over last year. Net sales in- 
creased 43 percent and topped pre 
vious high (final quarter of 1952) by 
ten percent. 

Amana. Opening quarter of 1953 
was record one for this food freezer 
firm. The first three months showed 
an increase of 65 percent over same 
period of 1952, some ten percent over 
last quarter of last year. Firm claims 
season started earlier than last year. 

Thor. Shipments for the first quar 
ter totaled $9,651,391, an increase of 
40 percent over last year. Net profits 
after taxes increased 20 percent. Firm 
hopes second quarter will equal, if not 
exceed, first. 

Admiral. Reports an increase of 102 
percent in net earnings and a 57 per- 
cent jump upward in sales as compared 
with first three months of 1952. At- 
tributes high sales to opening of new 
stations and substantial replacement 
market; see second quarter as “very 
good” in a competitive market requir 
ing imaginative selling at retail level. 


STEEL KITCHEN CABINETS bearing the Republic Steel trade name are now 
being shipped to the firm’s newly franchised distributors across the country. 
Firm formerly manufactured cabinets for other companies and for jobbers through 


its Berger Manufacturing Division. 


Entrance of Republic into cabinet field also 
marks establishment of first ‘‘ore to store’’ operation in industry. 


Features of 


new cabinets include adjustable height in kitchen assemblies, ‘’floating’’ drawer 
action, use of a new insulation and enamel and availability of what the firm 
calls the “‘broadest selection’’ of sizes and styles in the industry. 


JUNE, 
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Challenge to Distribution 


Direct to consumer outlets challenge the place 
of conventional distribution in the industry and radical 
improvements must be made, G-E’s Linder warns 


I'he emergence of the “‘manufac- 
turer-direct-to-consumer retail outlet”’ 
poses a “very fundamental problem” 
for those portions of the industry 
which use a more conventional dis 
tribution pattern, General Electric’s 
Clarence H. Linder told the Invest- 
ments Analysts Society of Chicago in 
April. 

Linder, who was speaking to the 
group as vice-president and general 
manager of the company’s major ap 
pliance division, is now vice-president 
of engineering for the company as a 
whole. 

“The difference one finds in the 
product price tags in comparing the 
conventional distribution structure 
with this direct approach cannot be 
explained completely, except that 
there must be a degree of efficiency 
and effectiveness in the direct-to-con- 
sumer outlet which is not now appar 
ent in the conventional structure,” 
Linder said. 

“However,” he continued, “there is 
insufficient evidence to predict that 
major appliance distribution will in 
evitably take the form of manufac- 
turer-direct-to-consumer retail outlets.” 
Linder added that the industry must 
do some “soul-searching” and cited 
four conditions as “examples” of de 
velopments which need attention: 

(1) Needless duplication of effort 
by manufacturer, distributor and 
dealer in transporting and stocking 
appliances. 

(2) Many dealers are not equipped 
or do not choose to display products 
well enough to make possible an ef 
fective sales presentation. Linder 
called attention to a situation he had 
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discovered in one area during a three 
month promotion effort on ranges. 
Seventy percent of the franchised 
dealers in the area did not have a 
range on the floor for demonstration 
during the promotion. 

(3) Many dealers are contributing 
too little—in one area Linder said that 
62 percent of the dealers are con- 
tributing only 17 percent of the busi- 
ness obtained in that area. “Certainly 
this situation cannot represent low 
cost, effective distribution.” 

(4) Many dealers do not carry the 
full line—in another area, Linder said, 
only seven percent of the dealers 
sell the full major appliance line in 
volume. 

Major appliance manufacturers 
must, Linder believes, “take leader- 
ship, with the distributors and dealers 
working in the closest of cooperation, 
to develop an effective distribution 
operation which will lead to a realiza- 
tion of volume objectives of the in- 
dustry at reasonable cost to the con- 
sumer.” 


Eight-Pager 

Landers, Frary & Clark believes a 
new vacuum cleaner ad record was 
set in April when the firm used an 
eight-page editorial style ad in Coronet 
magazine to plug the Jet 99 cleaner. 

The ad featured the various selling 
points of the cleaner, a free ten-day 
home demonstration trial and offer 
of a spring cleaning kit. A concerted 
effort is being made by Universal to 
turn the returned coupons resulting 
from the ad into successful leads and 
sales for dealers. 


Host to Foreign Businessmen 


meen Te, 


ELEVEN foreign businessmen and export representatives of the Ebco Mfg. Co., 
recently toured the firm’s plant headquarters in Columbus, Ohio. On hand for a 
luncheon celebrating the visit were, left to right, Del Starkey of the Columbus 
Chamber of Commerce, Ad. Auriema, president of Ebco’s export agency, and 


Louis P. Benua, vice-president of Ebco. 
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Showing The Line 
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SALIENT POINTS of new Revco upright freezer are explained during open house 
held at Hempstead, Long Island, by G & F Sales Co., New York distributor for 
the Revco line. Harold Overmyer (left), Revco’s vice president in charge of sales, 
points out shelf features to William Feder, sales manager for G & F, while 


Revco’s ad manager, John W. Rietzke, looks on 


New models in both upright and 


chest types were shown to dealers during day long affair. 


Price for Owners 


A “discount plan” for stockholders 
of Remington Corp. who wish to pur- 
chase the firm’s air conditioners for 
their own use has been announced 
by president Herbert L. Laube. 

The discounts, ranging from 35 to 
40 percent, may be applied against 
purchase of as many dollars worth of 
Remington units as are represented by 
the par value of the shareholder's 
stock. A person holding $500 worth 
of stock could buy $500 worth of air 
conditioners (actually about $800 
worth at list price). The orders must 
be placed direct with the factory. In- 
cluded in the discount price is a stand 
ard five-year warranty but installation 
and service are not covered. These 
services will be made available to 
shareholders at cost. The option is 
good, as long as 1953 units are still 
available, until August 1, 1953. 


Necchi Gift 


Six years ago Leon Jolson arrived 
in the United States a penniless dis 
placed person. 

One year ago Jolson, by then head 
of the flourishing Necchi Sewing 
Machine Sales Corp., became a 
naturalized American citizen and to 
commemorate the event set up a 
$10,000 fellowship for two DP’s at 
Columbia University. 

Last month Jolson, celebrating the 
first anniversary of his citizenship, 
established a quarter-million dollar 
foundation “dedicated toward help: 
ing to promote better understanding 
among people of different races, 
creeds and nationalities on the com- 
munity level.” The Necchi founda- 
tion will not be a fund raising 
organization, Jolson said, explaining 
that additional grants to it would 
come from him personally. 


No More Soldering 





A NEW CONNECTING TECHNIQUE de- 
veloped by Western Electric eliminates 
necessity for soldered connections in 
many applications. Wire-wrapping tool, 
top, produces a gas tight joint between 
terminal lug and connecting wire. Gun 
has two openings; one receives the wire 
terminal and the other holds the skinned 
end of the connecting wire. Gun rotates 
its spindle, virtually ‘‘shooting’’ wire 
around the terminal in a tight helix, 
below. Although Western Electric does 
not plan to manufacture the gun, it will 
be made available through licensed tool 
manufacturers. The price: comparable 
to a good Y2-inch power drill. 
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Wantz water filter 


“ 


Dealers all over the country are 
stocking ... and selling ... this sim- 
It's the 
convenient, low-cost way for your 


ple, sure-fire water filter! 


customers to get the kind of water 
(mineral-free) their steam irons need 
. tight from the kitchen tap. Water 
is also ideal for use in vaporizers, 
bottle-warmers, ice cubes, batteries, 
etc.... Nota “gadget,” but a scien- 
tific filter made by a well-known 
company in the industrial field... . 
Profit from filter and refill sales: 


No.C-600:; Filter and 
six tubes of filter com 


pound in 


play carton $2.98 


No.FS-100: Filter and 


one tube of filter com 


counter-dis 


pound 98¢ 
No.R-200: Two refills 
98¢ 





Ase Write today for description of items 


ond promotional helps. Address: Illinois Water 
Treatment Co., Rockford, Illinois. 


WATER FILTER 
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To Double Production 


A plant expansion program which 
will more than double previous freezer 
production capacity is nearing com- 
pletion at Manitowoc Equipment 
Works, Manitowoc, Wis. 

The program, costing $350,000, is 
mainly concerned with assembly areas, 
but service, research and office opera 
tions will be affected. The modern, 
3-story building will give an added 
30,000 square feet, bringing the total 
floor area to more than 200,000 
square feet. All plant sub-assembly 
lines, as well as major assembly lines 
are now mechanized. 

The research facilities include two 
new “hot” rooms for temperature and 
humidity testing 


Manufacturer Briefs 


@ Ilg Electric Ventilating Co. has be- 
gun construction on an addition to its 
Chicago plant, allowing expansion of 
engineering, factory and general office 
facilities. Addition of 35,000 square 
feet will bring total space up to 210 

QOU square feet 


@ Admiral Corp. intends to take ac 
tion against other trademark, infring 
ers, following upholding in U.S. Court 
of Appeals of a lower court decision 
against Penco Inc. for using the name 
Admiral. U.S. District Court, Roches 
ter, has granted a permanent imjunc 
tion against Penco’s use of the name 
Admiral on household appliances and 
related goods. 





@ National Presto Industries, Inc. is 
the new corporate name for the Na- 
tional Pressure Cooker Co. of Eau 
Claire, Wis. New title was chosen 
as more representative of growing line 
of Presto products made by firm 
Lewis E. Phillips has been re-elected 
president of the company. 


@ Hotpoint has introduced a new 
series of shelf accessories to equip 
standard refrigerators for biological 
use. Aim is to help retailers obtain ex 
tra sales in refrigerator market and to 
show them how to exploit the labora 
tory and hospital fields. Hotpoint 
will supply sets of drawers to fit inte 
riors of all of the company’s 1953 re 
frigerator models, plus some older 
models. 





MANUFACTURERS’ SALES 





First 

January February March Quarter 

DISHW ASHERS 1953 9,470 11,395 20,504 41,309 
1952 14,448 9,086 8 067 31,601 

% Change 34.45% 95.41% +-454.17°% + 30.72% 

DRYERS,” CLOTHES 1953 62,260 57,136 49,593 168,989 
1952 45.121 44,540 41,161 130,822 

%, Change 37.98 - 98.98% + 90.49% 99.17% 
FREEZERS 1953 85,239 83,661 111,888 980,788 
1952 44147 50,127 52 344 146,618 

% Change 93 .08' 66.90% +113.76% +91.51% 
IRONERS 1953 94 395 22 588 16,066 63,049 
1952 15,636 17,630 13,913 47,177 

% Change 56.02% 28.11% - 15.479, + 33.63% 
RADIOS, HOME 1953 361,921 402,742 442101 1,206,764 
1952 288,723 312,705 357,689 959,117 

% Change 25.35% 28.79% + 23.60% +25,82% 
RADIOS, PORTABLE 1953 93,962 87,711 177,656 359,329 
1952 68 433 72,866 99 720 241.019 

% Change 37.31% - 90.37% 78.15% +49.09% 
RADIOS, AUTO 1953 447 667 491,062 654,367 1,593,096 
1952 195,147 267,779 343,314 806,240 

% Change +129.40°% 83.38% + 90.60% + 97.60% 
RADIOS, CLOCK 1953 189,592 910,924 275,079 675,235 
1952 80,151 106,103 175,169 361,423 

% Change +136.54°% - 98.79% + 57.04% + 86.83% 
RANGES 1953 109,240 114,465 130,788 354,493 
1952 80,826 64.984 95,215 241 025 

%, Change 35.15% 76.14% + 37.36% +47.08% 

REFRIGERATORS 1953 347,047 377,605 428 048 1,152,700 
1952 275,297 277,986 298 092 851,375 

% Change 26.06% + 35.84% + 43.60% + 35.39% 
TELEVISION... 1953 719,234 730,597 810,112 9,959,943 
1952 404 932 409,337 510,561 1,324 830 

% Change 77.62% + 78.48% + 58.67% +70.58% 
VACUUM CLEANERS.... 1953 255,886 246,007 329,294 831,187 
1952 230,226 235,936 290,092 756,254 

% Change + 11.15% + 4.97% + 13.51% 9.91% 
WASHING MACHINES... 1953 277,309 326 604 345,989 949 902 
1952 213,998 255,864 248 431 718,293 

%, Change 29.58 27.65% + 39.27% + 32.24% 
WATER HEATERS 1953 48,299 49,385 62,095 159,772 
1952 37,730 43,453 46,147 127,330 

% Change + 27.99% 13.65% + 34.56% + 95.48% 


“WASHERS, IRONERS, DRYERS—Membership of American Home Laundry Mfrs. Assn 
RADIO TELEVISION—Industry Estimate Radio-Television Mfrs. Assn.; 


Assn.; 


JUNE, 


VACUUM CLEANERS—Industry Estimate by Vacuum Cleaner Mfrs 
ALL OTHERS—NEMA Members, Not Industry. 
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UPRIGHT 


5 = 
FREEZERS 


New World Standard 


of 


Fine Food Freezers 


ONLY FREEZE PANTRY OFFERS ALL THESE FEATURES... 


vvvvvvvvvvvvvvvvVvVY 


Radiant Freezing Surfaces 


Non-rusting rigidized aluminum liner 
os > 


Automatic Alarm Signal 


Hi-density Fiberglas insulation 


h. p. Tecumseh unit 
Upright convenience 
Built-in door lock 


Five-year unit warranty 


New and superior structural design 


Lighted compartments 


Optional inner doors 


Distinctive styling for eye appeal 


Furnace brazed coiled shelves 


Food spoilage warranty 


New type, patented door seal 


Freon 22 refrigerant 


Unsurpassed Refrigeration Performance 


I very freezer performance-tested before 


shipment 
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The men who create, design and manufacture Freeze Pantry are 
acknowledged authorities in the freezer field. Ryan Industries, 
as a fabricator for many major firms, is the recognized producer 
of the new world standard of fine freezers. Distributor and 
dealer inquiries are cordially invited . .. you'll find Freeze 
Pantry to be the luxury freezer with exceptional profit margins. 
Write today for complete information and prices. 


See the new world 
standard of fine food 
freezers—17th floor 
American Furniture 
Mart. SPACE 110-111 


RY AN industries 


REFRIGERATION DIVISION 
HOPKINS, MINNESOTA 
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SERIES 1000 





SERIES 1100 


TOP: NEW SERIES 1000 © Teletalt 
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BELOW: NEW SERIES 1100 © Teletal 
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Spr ng, these two new 
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Webster Electric 
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ew Teletalks give 
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' Webster Electric Company, Dept. EM-6, Racine, Wisconsin f 
Send me full information on the new Teletalk Series 1000 and 1100. 
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Brand Name Retailers—1952 


Yet RMR ANE 


FIVE APPLIANCE WINNERS get together in New York after being honored 


during the tenth anniversary Brand Names Dinner. 


Harold Sampson (center) 


of Samsons, Milwaukee won the top honors in his field for 1952. Standing with 
Sampson (left to right) are winners of Certificates of Distinction; Mort Farr, 


Upper Darby, Pa., Harold Frankel, 


Huntington, 


W. Va., Raymond Hackett, 


Hudson, N. H. and C. E. Gerhard, Glenside, Pa. 


BBB Recommends 


A strong and vigorous resolution 
against bait advertising and selling was 
adopted by the 39th annual con 
ference of the Association of Better 
Business Bureaus on April 24. 

The resolution is an answer to a 
previous report made by a BBB ad 
vertising committee on bait adver- 
tising and selling practices, partic- 
ularly in the vacuum cleaner and 
sewing machine fields 

The text of the resolution, passed 
by the conference, covered the fol 
lowing points: (1) BBB condemns 
insincere or bait advertising and sell 
ing practices wherever found, includ 
ing that presently found in_ large 
segment of new and used vacuum 
cleaner and sewing machine fields. (2 
To curb these malpractices in the 
future, the BBB committee 
mends a specific appeal to sewing 
machine and vacuum cleaner manu 
facturers; that in addition to all volun 
tary efforts, the question of legislation 
be considered. (3) ‘To curb existing 
malpractices, the BBB committee 
recommends referral of committee 
findings to appropriate agencies, wide 
distribution of findings to all business, 
consumer, trade and media groups, 
and preparation of publicity packag 
on bait advertising and selling prac 
tices for local bureau use to protect 
consumer interest 


Vetoes Bill 


A New York bill making it a mis- 
demeanor for a dealer to offer for sale 
any appliance on which the serial 
number had been obliter 
ated or covered was vetoed by Gov- 
ernor Thomas E. Dewey in mid-April. 

Dewey referred to a memorandum 
from the committee on criminal courts 
of the Assn. of the Bar of the City of 
New York in vetoing the measure. 
The memo noted that the legislative 
intent of the bill was “specified as 
being to punish those who tamper 


recom 


removed, 


JUNE, 


with serial numbers for the purpose 
of preventing the detection of a crime 
or defrauding the manufacturer or 
purchaser of such machine.” How- 
ever, the memorandum continued 
“The present bill appears to depart 
from this purpose and standard, by 
eliminating the element of intent, and 
making the offense a police regulatory 
one. As such it has slight relation to 
detecting frauds or thefts, especially 
since it does not deal with second- 
hand sales. . . . It thus can easily be- 
come a device to help enforce manu 
facturers’ restrictive sales policies, 01 
Fair ‘Trade laws. It is not the proper 
function ef this penal statute, we be 
lieve, to do this. Injunctive relief or 
other civil remedies are available.” 

Dewey noted that it is already a 
misdemeanor for a dealer to removi 
alter or destroy the serial number or 
identification mark for the purpose of 
defrauding any purchaser. It is also a 
crime for a dealer to knowingly buy 
sell or have such equipment if there 
is intent to defraud. 


Paris Bound 


A “Paris trip extraordinaire” has 
been awarded by Lewyt Corp. to the 
Daybert Distributing Co. of Detroit 
as the winner in a contest for Lewyt 
distributors which ran during Febru 
ary and March. 

Sales manager Ed Hinmon of Day 
bert (and his wife) will spend 12 day: 
in the French capital at the expense 
of Lewyt. Several “extras”, including 
accommodations in the Royal Suite of 
the Waldorf while in New York, a 
“red carpet” reception at Orly Air 
field in Paris and 250,000 francs of 
spending money, have been added to 
the basic prize of a trip to Paris. 

Second and third place winners in 
the contest were Betco, Inc., of Louis 
ville and Morris Distributing Co. of 
Binghamton. 

Basis of the winning Daybert pro 
motion was a carefully prepared radie 
and TV saturation campaign. 


1953—ELECTRICAL MERCHANDISING 





Two-Way Tie-in 





BROILERS AND SAUSAGES were the principal ingredients in a two-way promo- 
tion staged by Broil-Quik and Oscar Mayer Sausages during the spring housewares 


irnival at John Wanamaker, Philadelphia. The “‘little chef’’, Mayer's trade 
haracter, drew a steady flow of shoppers to sample sausages broiled on a 
Broil Quik “Chef Drawing for a free broiler also built traffic 


Sweepstakes Underway 


General Electric appliance dealers 


ire this month embarking on the 
cond leg of a three-month long 
weepstakes” sales campaign being 
yonsored by the firm’s major ap 
pliance division and its distributors. 
Ihe campaign is called the “75th 
Diamond Anniversary Sweepstakes” as 
art of a company-wide observance 
f the founding of the Edison Electric 
Light Co. (a forerunner of G-E) in 
\ppr <imately 300 trips will be 


iwarded winning dealers who will com 


ete within each distributorship for 
the prizes. Destinations will be s 
ted by distributors 
In addition, 110 trips to Mexico 
City and Acapulco will be awarded 


distributor personnel. A special set 
of 15 trips for distributors will be 
warded by G-E for sales in the 
ipartment house market. 

he campaign will cover all major 
yphi but to 
the Mav 
contest period has been split 
tag During the first five 
will be high 
ixth, the full line 


Mob Hphla | 


ylian multaneously 
ite idditional 
June-July 


! 


| 
I 


interest 


re 


ipphianc 


Rural Appliances 


1 ipplian ( ire in 
mand by rural 
f whom nt 


do i] indoor 


om 


than 


hou ekeep 
ipphan mor 
bathroom 
indicated by a recent 
vev conducted Northwest 
n Rural Electric Cooperative Assn 
f Meadville, Pa. In a four-county 
rea of nearly 1,300 farms served by 
o-op, it was found that a number 
intend to get televi 
they bath 


by the 


bring the 


found in 4¢ 
the farm home vhil 
nearh ll (92 percent) use el 
Only four percent use ele 


About one-third of 


vash 


tric dryer 
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homes have automatic water heaters; 
freezers used by 23 percent of 
the farm housewives. Few (5 percent) 
use electric dishwashers. 

Ilectric water heaters headed the 
list of things to buy in the future, ac- 
cording to the survey. Then come 


are 


home freezers, television sets, indoor 
bathroom facilities, water pumps, 
clectric ranges, food mixers, clothes 


dryers, barn ventilating fans and milk 
coolers in order of importance to 
farmer-consumers of the rural electric 
Co-Op. 


Baby Sitters, Too 


Two important extras have been 
added to the conventional trip to Paris 
as a first-place award in a contest being 
sponsored by Dulane, Inc. 

The two extras are the services of 
a baby sitter while the winners are 
away on the trip and payment of full 
salary to the winner for time lost from 
work for the junket to Paris. 

Second prize in the novel contest 
is $1000 worth of groceries offered 
by the Independent Grocers’ Alliance 
and redeemable at any IGA store. 
Other prizes include 100 Dulane “cof 


fyrvtes’, 18 U.S. Savings Bonds, 200 
imported French handkerchiefs and 


1000 boxes of scented toilet soap. 
Each entrant gets a sample bottle of 
Tussy’s “midnight” perfume. 

To enter the contest, the customer 
must complete the following in 50 


words or less: “The new Dulane 
Fryryte is my choice because. 
Entry blanks must be secured from 
Dulane dealers. The contest closes 
on June 30, 1953. 
Opens Drive 

The 1953 American’ Kitchens 


summer sales campaign was kicked 
off April 22 at French Lick Springs, 
Ind., by a three-day sales conference. 

The summer campaign will feature 
an incentive contest for distributor 
sales personnel and special sink pro- 
motions for dealers, according to C. 
Fred Hastings, sales manager. Aim 
of the campaign is to stimulate busi 





ness at the distributor level and create 
maximum activity at the dealer level. 
Some 13 factory sales teams, com- 
prised of general office and field repre- 
sentatives, will personally present the 
campaign story to all American 
Kitchens distributors. 

Films, chart books and other props 
will be used in presenting the incen- 
tive contest to distributors. News- 
paper mats, display banners and direct 
mail brochures will help spark the 
“sink special” to dealers. 


Sales Seminars 

A series of three regional “‘sales 
seminars” will replace a national sales 
conference for distributors of Web 
ster-Chicago this year. First of the 
seminars got underway in New York 
late last month; additional meetings 
will be held in Chicago and Los An 
geles early this month, 

Sales vice-president Norman C. 
Owen said that the three regional 
sessions will make it convenient and 
economical for each distributor organi 
zation to have several people attend 
About 100 persons are expected at 
each of the sessions, : 

Programs for the meetings are 
aimed at familiarizing distributor 
management and sales personnel with 
new techniques in merchandising, 
marketing, advertising, identification, 
sales traming, inventories and the 
psychology of buying and selling. 

Seminar patterns have been estab 
lished for the meetings so that those 
ittending may participate actively in 
discussions 





ESTIMATED OWNERSHIP OF 


ELECTRICAL 


APPLIANCES AND RADIO AMONG 3029 FARMS 


Based on Data Reported in Special Studies of Department of Agriculture, Bureau of Agricultural Economics) 








Iowa North 
Eastern Upper South East Kastern Clay Hills Central 
Investment Piedmont western Tennessee ash- rea North 
Area of Georgia Kansas Valley ington Mississippi Daketa Surveys 
Apr. 1948 Aug. 1918 Mar. 1919 1919 July 1951 Aug. 1952 Oct. 1952 


161 Farms 


557 Farms) (284 Farms 192 Farms 


330 Faris 


500 Farms) (405 Farms) (3029 Paris 





Air Conditioner 9! 7.79, 1 1I5.1' es 2.6% 
Blanket 2.0 1.6, 3.9 1.0 10.9 6 I 2.9 
Broiler 2.4 9 1.8 2.6 ) | 2.3 
Clock 67.0 15.8 68.7 5.4 87.9 12.6 i4 5.2 
Dishwasher 2 1.4 2 it.2 
Dryers, Clothes 1 2 \ 2 
Evaporative Cooler 8.4 5 1.0 
Fans, Household 18.4 LO 05.8 10.5 3.0 3.4 49 2 
Fans, Exhaust—Attic ys 6 ; ) 
Fans, Exhaust-—Kitchen \ \ 9.7 1.6 } 1.8 
Fans, Ventilating, Window . a 1 | } =. 
Freezers. 9.5 Lo 16.2 ‘.o 391 1.8 i) 13.0 
Grinders, Meat 2 a 1 8 2 q 1.9 
Heaters, Space 19.5 2.9 23.2 14.2 69.1 +0 14 17.9 
Heating Pad. _ 51.9 6.3 16.6 14.6 42.4 4.8 ‘7 22.2 
Hotplates 7.1 28 .2 21.8 10.9 a2 28.0 5 15.0 
Irons 98.3 98.6 98.9 97.6 97 3 96.2 Of 97.5 
lroners 1.8 - $4 1.8 Z nh} 6 5.4 
Lamp, Heat 1 1.2 15 2.5 
Mixers, Food 6 | 5.3 $.5 | , 0 7) 29 4 
Percolators 9% B84 BT.2 7 1805 1 ) 17.) 
Radio 97.4 97.7 97 .2 94.5 97.9 O16 ‘ 96 0 
Ranges 37.3 16.2 25.0 121 r 21.6 4 
Refrigerator 80 65.2 3.6 8.9 93 87.0 80. | 
Roaster. . 6.1 0 7.4 6.3 21.5 | it) ’ 
Sewing Machine 13 1.1 28.9 3 15.2 ee: a 13.6 
Shaver 3.6 28.2 >| 3 | ice 
Toaster. . 78.1 10.8 $2.0 3 0 89.4 | ) 18.1 
Vacuum Cleaner 6. .0 r 77.8 25.0 $2.4 1 Of li 
Waflle Lron I7 .3 1.6 35 10.6 | ° 8 | 51.6 
Washing Machin 9] 32.9 941.7 17.6 95.8 6% ) 14.3 
Water Heater 23.2 10.6 25.4 16.3 ) | 41.9 
SATURATION of appliances and radio on 3029 farms in seven scattered areas are indicated in the compilatior 
the market analysis department ELECTRICAL MERCHANDISING. Chart is based on ta r ted the U 
Department of Agriculture 
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COLE-SEWELL ENGINEERING CO. 


2288 UNIVERSITY AVENUE . ST. PAUL 14, MINNESOTA 


FIVE BOOKLETS TO HELP $ 


YOUR SALESMEN SELL? 








Fill out the coupon below, attach $1.00 
and mail today for this set of handy book- 
lets on selling techniques. Only one set to 
a customer. 

A SHORT COURSE IN SALESMANSHIP by 


C. Aspiey. Packed with helpful suggestions on 
selling fundamentals. Over 300,000 copies sold. 


susan | SELL BY GIVING by James 7 


MANGAN. A remarkable philoso 
phy and approach to selling which 
simply cannot fail. Over 200,000 
copies sold 


THE KNACK OF SELLING 
YOURSELF by James T. MAN 
GAN. Every salesman must sell 
himself before he can sell any 
thing. This book blueprints the 
way. Over 300,000 copies sold 


HOW TO SELL QUALITY b 
J. ¢ Aspiny. Tested methods t 
overcome price objections and 
sell a quality product in a buyer 
market. Over 500,000 copies sold 
STEP OUT AND SELL by W. |! 
\ \ Hower, former sales manager for 
~ \ Chevrolet. An inspiring book that 
—— packs a real punch, Over 250,000 
ae copies sold 
Bach booklet averages 54 pages, Si + x € 
Practical, down to earth, and packing a weali 
of help, millions of these booklets now used | 
training by some of the largest companies in a 
lines of business 


DARTNELL 


MANAGEMENT TRAINING AIDS 
4654 Ravenswood Ave. Chicago 40, Ill. 
Name 
Firm 
Address 
City Sta 
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FLUCTUATING 
INVENTORY 


PROBLEMS ? 


D. H. OVERMYER WAREHOUSE CO. 


See 


STORAGE INTRANSIT 
MERCHANDISE STORAGE 
POOL CAR DISTRIBUTION 


Complete Warehouse Facilities in Toledo 
and Cleveland, Ohio and Tampa, Florida 
PLUS Contract Warehousing anywhere in 
the U. S. A 
plan to cover your immediate and future 


Contract Warehousing is oa 


needs. We will adjust our operations to 
meet your individual requirements by build 
ng and operating warehouses to your 


specifications—anywher« 


WRITE FOR COMPLETE DETAILS 
ON THIS UNIQUE PLAN 


D. H. OVERMYER WAREHOUSE CO. 


TOLEDO, OHIO 


221 CHERRY STREET 





Honored for “Foresight” 


4 





f ’ 
OFFICIALS of the Jordon Refrigerator Co. receive a citation from Gen. Hugh B 
Hester, center, executive vice-president of the Chamber of Commerce of Greater 
Philadelphia, during the televised dealer showing of the firm’s new lines. Jordon 
president Frank Fogel, left, and vice-president Harry Fogel, were honored for 
“merchandising foresight’’ and for being first manufacturers of nationally d 
tributed line to hold initial showing in Philadelphia. Public had an opportunity 
to look in on the dealer preview, which was televised over WCAU-TV 
Mark t St d ippliances and developments in subut 
e u y ban centers are also discussed. 

I'he tenth in a series of studies on Copies of the study may be ob 
appliance retailing conditions has been — tained from McCall’s, 230 Park Ai 
published by McCall's magazine un ue, N York 17, N. ¥ 
der the title “Appliance Retailing 
Number ‘Ten.” 

Written again by Albert McNamee, 
manager of home appliance market R d f hil 
ig for the ahaa the study 1 ecor or P co 
ised on interviews with dealers and Philco Corp. this month will play 
distributors in 300 cities. Dealers com host to 7500 dealers from every stat« 
plain of over-franchising and say that of the Union as well as Alaska and 
yrice-cutting, ex ive use of pre Hawaii at a sales convention in At 
miums and unsound trad In practices lantic City. 
have be forced on them as a lhe company, which already claim 
result of “extrem competition,” M to hold the record for the largest such 
Namee reports that many retail sal meeting (established in Atlantic Cit: 
men are deficient in produ t know in 1950), is confident of breaking that 
d ind criticizes the use of stunt record this month. In 1950 about 
nd gimmicks as artificial sales stimu 5000 dealers attended 

n ' p! I ind lling meth Busine sessions will be held in tl 
Ss Iper-market m thod t sellin Atlant Citv Con ition Hall 
! 7 





ROLLING SALESROOM is being used by Harder Freez division of Tyler Fixtur 
Corp. to 


show the new ‘’Golden Leisure’ freezer line to prospective dealers. Firm 


making trailer available, complete with salesman and sample freezers, to new 


wi Ww t t up franchised territorie« 
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Five Step Plan 


Five 
anxious to get their share of the room 
air conditioner market were proposed 
recently by Austin Rising, vice-presi- 
dent and general sales manager of the 
O. A. Sutton Corp. 


recommendations for dealers 


Addressing an air conditioning 
meeting sponsored by the Electrical 
League of Boston, Rising made these 
hve suggestions: 

(1) Recognize the profit potential 
in this business and “become enthu- 
siastic Over getting your share of it.” 

(2) Get in or get out of the busi- 
ness—don’t just put a unit on the sales 
floor and expect it to sell itself. 

(3) Profit from the experience of 
successful dealers—organize properly 
to handle manpower, sales programs, 
advertising and service and _installa- 
tion. 
that have trapped others 

(4) Handle the correct number of 
lines to suit your own situation and 
select the lines carefully. 

(5) In preparing advertising and 
promotion plans remember to tie in 


with a specific program. 


In elaborating on each of these 
points, Rising referred to findings in a 
survey conducted by his firm among 
successful air conditioning dealers in 
Houston, Memphis, St Louis, 
Wichita and Philadelphia. He main 
tained that sales in the Boston area 
last year should have hit the 10,000 
level but were actually somewhere be- 
tween 10 and 4,000 unit 
Freedom Fair Drive 

lor the second y a Kreedom 
Fair program has been used by the 
Westinghouse Electric Co. to stimu 
late ipplian e sales 

Ih A k dris \ opened by 
Betty urns April 20 on CBS-T'V, 
folle D' innouncements on the 
Westinghouse d ne T'V quiz show, 
| lom Rin \ full schedule of 

iti il mag ! ls backed the pro 
notion, plu tv 1 paper ad 

rt 

\ { | don lair 

R J Sa it 

mM ippilal VCTC 

t dealer ( ip] te 

I f Westinghouse ip 

pliances to the public, plus doing a 

ma ob | ding traffi 
icesnti 


Check Your Own 
Che Gib rate 


n Refriges Ci iF 
n i pl tion tor deal 
that t mn prospects m king thei 
wn m n bet in 
na the I nt mod 
K t t fl 1x-St align 
ima 1c] iclud hi klist 
la 1 t fl pros] t 
ympa thei present n sy th a 
me Gibson mod Checklist 
| p ts which t pre t che 
ff and then brings to the dealer t 
ra free plastic tablecloth 
Gregory V. Drumm, Gibson 
tising manager, sees the market 
replacement rang one of the deal 
er's best bet 
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Every Oil Space Heater Customer is a Prospect 
for one of these High-Profit 


ACCESSORIES 
FOR AUTOMATIC HEATING 














Fast-selling 
thermomatic comfort control 


It’s easy to sell automatic heating, once you've sold 
a space heater. The famous 240 MT-YS Thermo 
matic Comfort Control provides your custome: 
with the healthful comfort of even, automatically 
controlled heat. Easily installed by owner, no ele 
trical connections ... fits right on oil control valve 
Can be used with most space heaters equipped 
with an A-P manual control valve. 


Sales proved Comfort Control Kits 
with room-thermostat 


1. The extra comfort and convenience of electri 
thermostat heat regulation is a sales natural. Sell 
the K-240 ED A-P Comfort Control Kit... for of 


heaters with one or two burners. 


2. Cash-in on the customer with an oil heater using 
a circulating fan or draft blower. The K-240 ETS 
\-P Comfort Control Kit will give him electri 


thermostat heat and blower regulation. 


Exclusive ACTUATING PIN* on A-P 
Control Valves permits easy installation 
of automatic-heat accessories 


Only A-P Control Valves feature the quick col 
version ACTUATING PIN, It helps you to sell 
more Comfort Control Kits, when customers di 
cover the simplified attaching procedure, Cust 
mers. themselves, can convert manual oil control 
valve to automatic operation with no complicate 


installation . . . no dismantling of valve. 





A-D CONTROLS CORDORATION 
(pC 


} For Aur @ Oil © Gases @ Refrigerants 


MO) N. 39 St. M iukee 45, \ 


In Canada, A-P Controls Cor Ltd... Cook 
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MAKES DELICIOUS ICE CREAM 
AUTOMATICALLY! 





ENTERPRISE 
home aicl 
ICE CREAM FREEZER 


¢ NO SALT! 
° NO ICE! 
* NO MESS! 


Can be used in any 
electric refrigerator 


wttuep o> 

& “a 
n/* Guaranteed by ~ 
Good Housekeeping 
4 *07 aw y 





45 aoventisto 


. $19.95 RETAIL 


FEDERAL TAX INCLUDED 





Here's the hottest selling sensa muss, fuss and bother of making it! 
ENTERPRISE HOME. 


AID does the job automatically! 


tion on the electrical appliance The 
market today!...something house 


wives have always wanted No tiresome, time-consuming 


delicious, old-fashioned, home hand cranking . no ice needed 


made ice cream—without all the no salt to mess with! 


Contact your distributor or write direct im- 
mediately for literature and full particulars 


Made by The ENTERPRISE MFG. CO. of PA. 


JRO & DAUPHIN STREETS . A ee ee ee 


SLINGABOUTS 


—— ad 





fé nee 
P 
Deliver your appliances safely and efficiently. Use 
Webb Slingabouts durable, water-repellent can 
vas jackets, thickly padded to absorb shocks. Lined | 
with soft flannel to prevent scratching and damage Lim] ' 
to finishes. Sturdy handling eases moving and lift- ‘ i} ! Liss 


ing. You can slip them on in seconds and use them 
repeatedly to save time, money and build customer 


confidence. For all leading appliances. 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout prices for Model + 


Refrigerators 
Make Radio 

Name TV 

Range 

Check Washe 
Address Appliance fetioa j 
City. _State wine (please specify) 
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Three-Day Clinic 








ADVERTISING AND SALES promotion managers of General Electric major appli- 


ance distributors from all over the country met in April for a three-day clinic 


it G-E’s 


major appliance division headquarters in Louisville 


Topics covered 


were specific advertising and sales promotion plans and marketing objective 


for each of the division’s products 
John Wood, G-E Appliances Co., 
»f advertising; J. C 


Appliances Ce L Angele 


Blanket Program 


lrary & Clark is using a 
promotion called Slum 
berama to plug its three new Universal 
blankets 

The eight-month program, as in 
previous years, will feature year ‘round 
selling of blankets. The three phases 
cover the various features of the 
blankets, the four new “color har 
mony” shades approved by designer 
Beatrice West and the direct point 
of sale promotion. 

I'o stimulate consumer sales, Uni 
versal is packing a certificate with 
each blanket. ‘This certificate, with 
$7.75, will buy a sheet and pillow 


Landers, 
thre phase 


clectric 


case combination to harmonize with 


Gift for Polio Victim 





A THIRTEEN cubic foot Pak-A-Way 
f Park Ridge, IIl., by C. D. Snakard, sales manager for Electrical 
upply Corp., Chicago. A polio victim who i: 


C<itzmiller 


Shown talking over plans ar 
New York 
Smith of R. Cooper, Jr 


left to right 
John G. Porter, division manager 
Chicago; and W. R. Meszaros, G-t 


the blankets. A gift box for window 
or counter use is available. Universal 
is offering a bonus special to dealers 
vho purchase six blankets 


Training Bulletin 


4 monthly sales training brochure 
designed to present sales techniques 
ind methods employed at the retail 
level is being published by Hotpoint. 

Each issue develops one theme for 
the retailer to follow—either on a 
particular product or on an individual 
problem (such as handling competi- 
tion by explaining Hotpoimt feature 
rather than features 
found in 


condemning 
competing lines 


‘. 


home freezer is presented to Mrs. Mary 


confined t an iron lung, Mr 


<itzmiller was subject of city-wide campaign which raised thousand f r 
n contributions, a free home and the full time services of a trained nurse. Over 
f food was contained in the freezer as gift from Hofherr fF i Plan 


$300 worth 


Inc provided the freezer 
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Premiums: Bigger and Better 


Ten thousand items on display and record crowd 
at premium exposition indicates stepped-up interest in 
use of gifts to build traffic and sales 


len thousand premium items and 
ittendance were evidence of 

nterest at the recent National Pre 
ium Buyers Exposition in Chicago 


Basically, the present head of 
team stems from the fact that pre 
iums permit promotions without 
utting. As every merchant 
knows, once a price is cut, it is 
dificult to get back to the old basis 
On the other hand, 
premiums may be withdrawn without 
unsettling the market 

\ppliance manufacturers have been 
using 


price 


free goods Ol 


in most cases, the direct pre- 


mium—one that is given to the cus- 


tomer the moment he buvs a certain 
rticl 

It is something extra that induces 
the sale. Philco has given glass dinner 
ware sets with the purchase of a 


retrigerato1 Thor boosted its 195] 
sales 18 percent with the offer of a 


bushel of graceries and a_ peck of 
potatoes with each washer, and in 
1952 offered 1 week ender kit of cos 
metics through 6,400 Thor dealers. 
\dmiral is giving, in 1953, a $40 
kitchen cutlery set with a 9 cu. ft 
efrigerator 


Most common premiums employed 
"something 
into the 


bv dealers is a “give-away 


to induce people to 


CONIC 


tore Dealers themselves buv_ bal 
loon pen in openers. plastic 
ipron Bendix Home Appliances 
offered a clothes basket, clothes bags 


ind the like, knowing that they would 


ttract only women interested in 


undry work. Sales director Parker 
H¥. Frickson pointed out that most 


ffective demonstrations were mad 

to small crowds, and therefore Bendix 
lid not want to attract too man 
peovle. The premium. that. selects 
jnalified prospects is the highest typ 
f 71ve-awal 


Premiums can be used as commi 


old customers to send 


The Culligan Z.co 


ns te induce 


1 new prospect 


lite Company, water softener makers, 
' cigarette lighters, juicers, cut- 
bath scales and pressure cookers 
old customers who send in pros 

t 
Punch cards are familiar forms of 


remium deals used by retailers, espe 

illv grocers. A steak knife set or 
hurricane lamps, worth up to $5 retail. 
re often sold to customers at $2.95 if 
they buy $10 or $20 worth of merchan 
lise from the dealer 

Door-to-door 
mploved premiums to 
homes, the Fuller brush gift being th 
best known of thes Thos 
vho give parties in homes to demon 
trate their merchandise give premi 
larger, mass scale, 
from 4¢ to 

worth from 25¢ 


sal men have long 


“open un 


items. 


cost 


Nd 


um on l 
usualh 
Host Ss 


ty S 


At the 


running 


prize ire 


Chicago show trend wa 
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toward higher priced premiums, as 
exhibitors fecl that tougher selling is 
thead, and calls for better 
ments. 

Manufacturers familiar to the appli 
ance field who exhibited were Crosley, 
Dormeyer, Hamilton Mfg. Co., War- 
ing Products Corp., Club Aluminum, 
Landers, Frary & Clark, Westing 
house Electric Corp., Rival Mfg. Co., 
Proctor Electric Co., Oster Mfg, Co., 
Nesco, Inc., Freshn’d-Aire Co., Cory 
Corp. 


induce 


In the appliance industry, some of 
the premiums that were employed last 
vear were 

Admiral tree; Bendix 
15-piece towel set; Landers, Frary & 
Clark—ham; Maytag Co.—range, gro- 
ceries; Necchi Sewmg Machine Sales 
Co.—carving set; John Oster Mfg. Co. 

cook book; Thor—week-ender kit— 
permanent wave kit; Zenith Radio 
Corp.—name in gold on radio. 

Itemized below are samples of 
premium promotions currently under- 
way in the industry. 


Christmas 


Arvin: Early Birds 


Arvin Industries Inc. is once again 
offering premiums to dealers for “early 
bird” purchases of the 1953 heater 
line 

[he promotion, which opened June 
| and will run until September 1, 
gives the dealer the choice between 
two special offers during the “early 
bird” period. By ordering nine heat- 
ers totaling 100 Ibs. shipping weight, 
the dealer can receive free an Arvin 
multi-purpose utility chair. He may 
receive two such chairs with any as- 
sortment of 18 heaters provided they 
total 200 Ibs. shipping weight. 

Also offered is a special bonus in 
which the dealer receives one model 
5530 Arvin automatic heater on pur- 
chase of the Arvin Merchantman all- 
metal tripod display. Special display 
kits and ad material for local use are 
available 


Norge: Rotisserie 


I'he Norge division of Borg-Warner 
Corp. last month completed a two 
month freezer promotion which made 
use of rotisseries as a tie-in premium. 

he combination rotisserie, broiler 
ind grill, was produced for Norge by 
the Manday Mfg. Co., an affiliate of 
Marlun Mfg. Co. Cost of the prem- 
lum was split between manufacturer, 
distributor and dealer 

lour-page newsprint flyers, window 
streamers, local newspaper ads and 
IV spots on 27 stations were used to 
promote the freezer-rotisserie tie-in. 
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DISTRIBUTOR D. H. Capelli (of Graybar, Los Angeles) samples an ‘‘accordion’’ 
package of three Harriet Hubbard Ayer colognes being used by Gibson dealers 
this spring as a traffic builder. Perfume promotion was explained to distributors 
at a series of six meetings. 


Gibson: Perfume 


Details of a spring sales program 
were unfolded for Gibson distributors 
in April at a series of meetings in 
Chicago, Buffalo, New York, Atlanta, 
Oklahoma City and San Francisco. 

Top factory executives, including 
sales vice-president J. L. Johnson, 
manager of sales Frank Sacha, range 
sales manager W. J. Browne and air 
conditioner sales manager Jerry Klint- 
worth outlined Gibson expansion 
plans and described activities which 
are designed to increase sales for the 
firm. 

Outlined at the meetings was an 
April 15-July 31 sales promotion 
which centers around the gift of Har- 
riet Hubbard Ayer cologne to women 
who visit Gibson dealers. The three 


Admiral: Cutlery 

The Admiral Corp. is presenting a 
six-week sales promotion featuring a 
combination sale of nine cubic foot 
refrigerator regularly listed at $269.95 
and a $40 kitchen cutlery set for the 
combined price of $219.95. 

The special price was set to help 
Admiral dealers compete against 
firms selling last year’s models at re- 
duced prices, said Seymour Mintz, 
vice president, advertising. Mintz 
emphasized that the firm is not cut- 
ting refrigerator prices and that no 
other price changes have been made. 
When promotion ends June 4, price 


of the promotional model will again 
be $269.95. 


Thor: Flowers 


Flower gardeners this spring can get 
their gladiola bulbs from appliance 
stores as well as gardening outlets, 
thanks to a promotion being spon- 
sored by Thor Corp. 

Thor is featuring free bulbs of a 
variety new to the United States as 
part of a program to acquaint flower 


fragrances are packaged in an “‘accor- 
dion” package and preliminary market 
tests indicate the premium has excep- 
tional pulling power, ad manager 
Gregory V. Drumm said. Gibson ab 
sorbs part of the cost of the giveaway 
and dealers and distributors share the 
remainder. 

Trade, magazine and newspaper ads 
are being used by Gibson to publicize 
the promotion and an extensive sales 
incentive campaign has been set up, 
Over 2000 awards are available to 
dealers and their salesmen, with ex- 
pense paid trips to Europe, South 
America or Hawaii as the three top 
prizes. Over 250 trips to Havana or 
Bermuda are being offered distributor 
salesmen 


growers with these Dutch bulbs. The 
appliance firm will give, through its 
dealers, ten bulbs to every person who 
asks local appliance dealers for a free 
demonstration of any Thor appliance 
Thor has purchased some two million 
bulbs from Holland, and in turn has 
had a bulb named afte rthe firm. 
Timed with the promotion, garden- 
ers raising flowers from these bulbs 
may win a trip to Holland as part of 
a $75,000 photo contest being spon- 
sored by the Associated Bulb Growers 


of Holland. 


Norge: Laundry Cart 


Premiums are being combined with 
an unconditional guarantee in a two 
month promotion now underway on 
Norge “time-line” automatic washers. 

The promotion, a repeat of one 
staged last year, features the gift of a 
clothes carrier and 50 pounds of All 
detergent with purchase of the Norge 
automatic. Refund of the full pur- 
chase price of the washer is guaranteed 
if the buyer isn’t completely satisfied 
after 30 days home use of the washer. 
Fven if the unit is returned, the con- 
sumer keeps the detergent and cart 
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The 
TARZIAN 
TUNER 


i¢ known 
for ite 


“eT 





bas scanideidbiress are specifying the TARZIAN TUNER to be ised 


in the sets they make because they can be SURE of customer satisfaction. | 


For selectivity . . . stability . . . and reception (especially in fringe areas) 
the TARZIAN TUNER is recognized as an engineering triumph. 


And speaking of triumphs, there's the 


sensible — all-channel—Tarzian approach to UHF . . . the first 
with UHF adaptability engineered into a VHF tuner. 


(Ge) sarnes TARZIAN, Inc., Tuner Division, Bloomington, Indiana 


" coor 


Feather Way’s Superiority 





Exclusive manufacturers of automatic dry 
and steam irons, Feather Way offers out- 
standing sales features like these: 


Use tap water, no dis 
tilled water to buy. No 
small valves to clog 
up. Large 10 o:. water 
capacity 





Super heated steam 
penetrates ahead of 
woning surface to re- 
move dry wrinkles re- 
sulting from automatic 
dryers, Every iron plant- 
tested 








Also available, Feather 
Way Electric tron, quar- 
anteed finest on market 
for uniform heat, su 
perior construction! 


- Bonus Extras! 
Because Feather Way produces only irons, we 
can offer: A superior iron at competitive 
prices, better profit margin, increased turn- 
over, smaller inventory, less service problems, 
bigger profits Already, more than 500,000 
satisfied Feather Way customers. 


AMERICAN THERMO APPLIANCE CO 
Grafton, Wisconsin. 


1 want to join the fast growing family of suc- 


; cessful Feather Way dealers and distributors, ! 
i Please send catalogs and prices ; 
4 Name - 1 
§ Store =e ' 
a City State. one ' 
Distributor ‘ as ' 
4 A-10 ' 
ee a a a a eee ee eet 


PAGE 260 





a | 


The Design is NEW 

the PRICE 

SAME ? 
Only ~ ji. 


is the 





Slim, only 6” deep, 
for tight corners, plus ex- 

tra height for easy breakover and 
load control. Sled type, box-braced 
tubular steel frame. Round sliding 
edges for easier movement up and 
down stairs, in and out of trucks. 
Two wide belts and 5” x 23” nose 
plate. Solid rubber wheels. Load ca- 
pacity 750 Ibs. All this, only $34.95 
f.o.b. Milwaukee. Ask your supplier. 


ILWAUKEE 
Truck and Caster Corp. 


6518 W. RIVER PARKWAY, MILWAUKEE 13, WIS. 


‘Show Coronation Line 


A summer promotion line of Ma- 
jestic television and radio products 
was shown company distributors at a 
private showing in Chicago in April. 
Announced at the meeting was a new 
“Coronation” series of TV sets with 
prices starting at $169.95. Also an- 
nounced was a merchandising cam- 
paign for the new line which will al- 
low dealers to grant $30 to $100 
trade-in allowances and still make “his 
normal profit” 

Majestic used the sales meeting as 
1 part of its campaign to expand its 
distributor organization. ‘Trade paper 
ids were used to invite new wholesale 
outlets and district managers for new 
distribution area were announced. 

Majestic officials say they hope to 
step up volume by 50 percent in 1953 
with their 


new distribution set-up. 
[he company’s 1952 annual report 
indicates that 1952 volume was up 
tO percent over 195] 
Packaged Service 
\ time and worry saving service i 
ing offered to retailers of air con 
ditioning units by the Gibson Refrig 
itor Co. Under the ervice, a re 
tailer can buy a complete sales promo 
tion campaign and pay the cost in onc 
check. Gibson arranges for printing, 
imprinting, addressing and mailing. 
he dealer fills out an order blank, 
ncluding names and addresses of his 


on in, the Gib 
service takes 

rhe air conditioning unit campaign 
opens with a ind other 
material for distributors to use in sell- 


prospect From here 


on mailing over. 


series of id 


ing dealers. Major piece is a fact 
packed tabloid. Five direct mail 
picces are offered to dealers. Each 
tells Gibson’s air conditioning story in 


a personal, down-to-earth styl 





Fair Trade Ruling 


The California State Supreme 
Court has unanimously upheld the 
state’s Fair Trade law and ruled that 
the Federal McGuire Act “nullifies 
the Schwegmann case,” thus making 
the non-signer clause binding in inter 
state commence. 


The California State Supreme 
Court is the first high state court to 
rule on the validity of the McGuire 
Act in restoring the state Fair Trade 
laws to full effectiveness 
Promotion Briefs 
@ RCA Victor dealers from couast-to 


coast are participating in a $10,000 


window display contest running from 


Selling Through Demonstration 


as ie f best 


May 15 to June 15. Contest will fea i 4 
ture RCA portable radios with som 
5,000 dealers expected to enter 
Awards will be made on regional basi ' ; 
@ CBS-Hytron is the new name for 
Hvytron Radio & Electronics Co., a 
division of Columbia Broadcasting 
System In CBS-Hytron, the radio 
ind television tube division of CBS 
ilso manufacture) rmamium diod 
ind transistors 
@ The Hoover Co. supplement t 
iles promotion through April and 
Mav with segments of the Dave Gar 
roway and Garry Moore ‘TV sh 
his was the first television spor 
hip for the Hoover firm 
e Amana | ood | reeZzcl ! spon Orig 
\rt Linkletter’s “People Are bunny 
radio show over CBS, a half-hour pro 
gram. Firm claims that Amana is first 
to sponsor (started May 19) a top 
ranking nighttime national radio show 
promoting freezers exclusiveh 
{> ‘ 


greater 








A DEALER SALES TRAINING program built around the theme of ‘’Selling Through 


Demonstration” 
built around a special 


has been launched by International Harvester. The selling course, 
sales training kit designed by the firm’s general sales 


department, takes less than four hours and involves audience participation. Course 


avoid “‘gimmicks and puffery’’ 


stration is most effective 


Derr, Sumner Mead, Paul Thompson, 


ind Mae Houston 


JUNE, 


and is built around theory that 
means of selling customers.” 
held in Chicago for field personnel top IH officials 
tion from sales promotion manager J. H. Coats. 


‘factual demon- 
During prototype meeting 
get a home freezer demonstra- 
From left to right are E. B. 
H. Burnside, Don Jones, L. C. Blunt 
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JOHN OSTER, JR 


\nnouncement has been made of 
the election of John Oster, Jr. to the 
dency of the company. He suc- 

ls his father John Oster, Sr., in 
the post. Also elected at the annual 
ting of the board of directors were 
Robert Oster, as 


executive vice presi 
dent and treasurer, and Gilbert F 
| h secretary 


Waring Products Corp. 





CLARENCE K. BAGG 


\nnouncement has been made of 
the appointment of Clarence K. Bagg, 
as merchandise director of the corpo- 
ration. ‘The newly created position 

nbines the direction and coordina- 
tion of all advertising, promotion and 
merchandising of the Waring line of 
| e appliances 


Norge Div., 
Borg Warner Corp. 


in executive appointment, Wal 
Shields has been named to the post 
sistant to the president of the 
Norge division of Borg-Warner Cor 
tion. Shields comes to his new 
post after service as director of cost 


udgets over th past three year 


Ot appointments announced ar¢ 
th of two new district representa 
tis Chey are Carl S. Fowler, whose 


ritory will include Atlanta, Miami, 
Birmingham and_ Jacksonville, and 
William E. Wolcott, with a territory 
comprised of Detroit, Grand Rapids, 
Cleveland and Toledo. 
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New Positions 





General Electric Co. 


CHARLES K. RIEGER 


The company has announced a 
number of top echelon appointments. 
In the first of these Harry A. Winne, 
vice president in charge of engineer 
ing has been named to a new post 
performing special assignments for 
G-E president, Ralph J. Cordiner. 
Winne’s move is in anticipation of 
his retirement from the company in 
the latter part of the year. In related 
promotions and changes, Clarence H 
Linder has been named to succeed 
Winne as vice president of engineer 
ing with headquarters in the New 
York offices of the company. Charles 
K. Rieger succeeds Linder as vice 
president and general manager of the 
major appliance division in Louisville 
\n additional appointment is that of 
Willard H. Sahloff to the post vacated 
by Rieger, that of general manager of 
the small appliance division. 


HERBERT RIEGELMAN 





WILLARD H. SAHLOFF 


Sidney G. Stevens becomes man- 
ager of marketing for the specially 
refrigeration department, and Frank 
B. Gray, manager of sales for room 
air conditioners, replacing R. Dail 
Moore, recently transferred to Sche 
nectady. Other appointments recently 
imnonuced in Louisville are of J. Wat 
son Dunbar and Carl L. Bixby, Jr. 
Dunbar becomes merchandising man- 
iger and Bixby, sales training man 
ager for the sales education programs 
and materials sections of the major ap- 
pliance division 

[he company’s electronics division 
meantime has made known the pro 
motion of Herbert Riegelman as gen- 
eral manager of the radio and televi 
sion department, Riegelman succeeds 
W. H. Sahloff, and comes to his new 
post after service as manager of mar 
keting in the same department. 





SIDNEY G. STEVENS 


Hamilton Manufacturing Co. 


The company has announced that 
Mary Grace Clark has joined the 
company’s home service department. 
Miss Clark will be associated with 
Helen Tangen, director of the depart 
ment in the role of home economist. 
A recent regional appointment is that 


of Howard L. Burns, as company rep- 
resentative in the metropolitan New 


York and New Jersey area. 


' a) 
“JUIN, 1953 


J. WATSON DUNBAR 


FRANK B. GRAY 


Sessions Clock Co. 


l’our new sales representatives have 
been added to Sessions Clock Com- 
pany’s sales force according to a recent 
imnouncement. James E.. Westrichm 
Jr., will represent the company in its 
outhwestern territory; James E. Ra- 
venel, the southeastern territory; John 
W. Vochko, Jr., the Cleveland-Pitts- 
burgh territory; and Fred John Ritzer 
in the New York metropolitan area. 





Hoover Company 





es + Nae 


HERBERT W. HOOVER, JR. 


Herbert W. Hoover, Jr., has been 
named executive vice president of the 
Hoover Company. In January of last 
year, Hoover became a vice president 
of the company and was responsible 
for sales personnel and marketing, as 
well as promotional and service activ 
ities 


Mullins Manufacturing Corp. 





Cc. D. ALDERMAN 


C. D. Alderman is the new vice 
president in charge of merchandising 
for the corporation. Well known to 
the trade, Alderman has been selling 
the company’s Youngstown Kitchens 
since 1938, and most recently had 
been general manager of merchandis- 
ing in the Warren, Ohio home office. 


Arvin Industries, Inc. 


A number of organizational changes 
designed to assist dealers and dis- 
tributors in their contacts with the 
factory have been announced by the 
company’s radio and television divi- 
sion. Weldon L. Payne has been ap- 
pointed assistant general sales man- 
ager working with Paul W. ‘Tanner, 
recently named to the general sales 
manager’s post. Three regional sales 
managers have also been appointed. 
Raymond P. Spellman will be in 
charge of the company’s west coast re- 
gion; William FE. Skinner to a like 
position in the southern territory; and 
Ben Jones will be in charge of the 
eastern territory 
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Yours FREE! 





A completely illustrated and fully described catalogue . . 


New Haven Quilt 
and Pad Co., Inc. 


1953 
CATALOGUE 


of Padded Appliance, 
Furniture and TV Cov- 
ers and Pads—Movers 
and Warehouse 
Accessories 


. yours FREE 


for the asking! All famous DREADNAUGHT products that will help you 
to protect your deliveries from costly damages and reduce delivery costs. 
Everything you may need is featured in this 1953 New Haven Quilt & 


Pad Co. Catalogue. 


Write for your copy now! 


NEW HAVEN QUILT & PAD CO., INC. 
80-86 FRANKLIN STREET, NEW HAVEN, CONN. 


America’s Largest Pad Manufacturers Since 1911 





Quick 
easy way 


to make gas connections 


FOR LAUNDRIES, DRYERS, 
REFRIGERATORS, 
AND OTHERS 









Model ST-——- 


Model CT with flared 
joint for copper tubing 


SKINNER-SEAL SADDLE TEE—for mak- 
ing gos and water connections. No pipe 
cutting of threading. Quick. Easy. Cuts 
costs. For gas refrigerators, home laun- 


dries, heaters, etc. Write for circular. 


Approved by Underwriters’ Laboratories, Inc. 


M.B. SKINNER CO. 


SOUTH BEND, 21, IND., U.S.A. 
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for pipe connections. 
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~ DRY-R-X 


Clothes Dryer Exhaust 


VENTS 


Help Satisfy Dryer Customers 





Freeze Proot 


DRY-R-X 


@ Your clothes dryer prospects have 
heard about moisture, heat and lint. As- 
sure them they'll have no problem .. . 
install Dry-R-X. 


@ A Dry-R-X exhaust unit is the simple, 
economical way to vent most makes of 
clothes dryers. All aluminum, it's rust, 
weather and insect proof. New self- 
thawing feature eliminates any dangers 
arising from a frozen damper. 


@ Dry-R-X kit 
contains (A) 
Hood welded 
to 6" square 
mounting 
plate (B) Au- 
tomatic damp- 
er (C) 12 in- 
ches of 3” 
starting ipe 
(D) Finishing plate. 
Kit, with sufficient 
pipe for average 
installation, lists at 
about $10.00. 





See your supplier or write us 


DRY-R-X COMPANY 


5521 Code Ave., Minneapolis 10, Minn. 








NEW POSITIONS 





Emerson Radio and 
Phonograph Corp. 





MICHAEL KORY 


Michael Kory, manager of Emer 
son distributing subsidiaries has been 
appointed to the post of administra 
tive director of the sales and advertis 
ing departments of the corporation. 
Kory, in addition to his post as man 
wer of distributing subsidiaries of 
F'merson had also served as president 
of Emerson-New Jersey, Inc., and be 
fore that in the government contract 
division of the firm 


M. M. Hedges Mfg. Co., Inc. 






FRED C. HOLBROOK 


\ppointment of Fred C. Holbrook 
as Sales manager for the company has 
been announced. Holbrook’s previous 
duties with the 
the sales staff 


company wer with 


Westinghouse Electric Corp. 


recently made 
known several appointments at the 
executive level. In the first of these 
A. George Rogers takes over as man 
ager of operations for the television 
radio division of the company. 
Rogers succeeds Fergus M. Sloan who 
has been named to new responsibil- 
ities as manager of the company’s 
lamp division. Both men have served 
with the company for a period of 
Rogers most recently as as- 
sistant manager of the television-radio 
division, and Sloan as lamp division 
manager. 

Other recent appointees within the 
corportaion include L. S$. Houk who 
takes over as manager of manufac- 
turing for consumer products and 
Robert R. Wine, as laundry equip 


ment sales training supervisot 


Westinghouse has 


year’s, 


JUNE, 


\ 
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WIRE 
HARNESSES 


to meet the most 
rigid specifications! 


We invite inquiries on government 
and civilian work on harnesses, cord 
sets, cables and other wire and wire 
products 


Our plant-facility brochure is 
Available upon request 





“TR, 


Se 73 . p ° « {He e™ 
eH LLIDT STORY eis? 


WIRE & SUPPLY CO. 


2850 Irving Pork Rood + Chicago 18, II! 














A copy of this quick-read- 


ing, 8-page booklet is yours 
for the asking. It contains 
many facts on the benefits 
derived from your business 
paper and tips on how to 
read more profitably. Write 
for the ‘“‘WHY and HOW 
booklet.”’ 


McGraw-Hill Publishing Com- 
pany, Room 2710, 330 West 
42nd St., New York 36, N. Y. 
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Fedders-Quigan Corp. 





WILLIAM H. CHASE 


William H. Chase has been named 
is advertising and sales promotion 
manager for the corporation succeed 
ing Robert E. Cassatt, recently pro- 
moted to sales manager of the refriger 
ition-appliances division. Chase wa 
with the Bendix 
division of Avco, 
tant to the di 


formerly associated 
Home Appliance 
where he erved IS ASS] 


r 1, y : ’ 
rector f advertising 


Ben Hur Mfg. Co. 


Several and 
egional approntments have been an 
nounced. Malcolm T. Olsen is named 
is contract sales manager, while he is 
ucceeded in his 
director of purchase by 
Maxwell. In a_ third 
ippointment Robert | 
been | 


management changes 


rormer post as 
Ralph A. 


management 
Gierhahn has 


named purchasing agent. Re 
ional appointments are that of 


Thomas FE. Mitchell, as 
the southern sale 


H. Miller a 


manager of 
district, and George 


manager ot the east 


James Mfg. Co. 





LOU COGDELL 


| Cogdell 


sional ile 


West Coast 
for the firm, 


formerly 


manage! 


has been made general sales manager 
f the James Mfg. Co., Inc. He suc- 
eeds Stanley Siber who last month 
‘signed as vice-president in charge of 
ilk Cogdell has been with James 
ince 1950 and for 17 years prior to 
that had served as a manufacturer’s 
representative on the Pacific Coast. 


ELECTRICAL 


MERCHANDISING—JUNE, 


New Positions 





lronrite, Inc. 





W. RICHARD DABNEY 


I:xecutive appointments recently 


made known by the company include 
that of H. A. Sperlich as chairman of 
the board of directors. In addition the 


Richard 


named W. 


Dabnev as president of the company 


directors have 


Locke Stove Co. 





HAL BIDDLE 


Others named were Charles I. Moll 
hagen as executive vice president, and 


Hal Biddle, vice president in charge 


of sales. John H. Uhlig was named as 
secretary, while L. W. Knistet 
tinues as treasure! 


con- 


A. O. Smith Corp. 





E M. DOUTHAT, JR 


Locke Stove has announced the ap 
poitment of EK. M. Douthat, Jr., a 
iles manager. Douthat has been as 
ociated with Locke« 1940 dur 
ng the past two years of which he has 
held the position of production man 


since 


Whirlpool Corporation 


Realignment of duties among cer 
tain key personnel of the company’s 
iles department 
nounced, as 


been an 
well as the creation of a 
new position, C. E. Morgenstern ha: 
been appointed director of new prod 
uct development | W Howard, 
director of sales promotion and adver 
tising, J. M. Crouse, manager, 
John A. Hurley, vice president, and 
Morgenstern will comprise a four man 


have 


sales 


ales committee to apply executive di 
rection to the increased activity within 
their specific departments. 

An additional appointment is that 
of Louis M. Snvder tor of sale 
training 


is dire 


1953 


F. S. CORNELL 


lhe appointment of I. S. Cornell 
is executive assistant to the president 
has been announced. Cornell who will 
take over his new assignment imme 
diately will also continue his responsi 
bility as manager of the Permaglas 
Heating Division of the company 


Magnavox Company 


Che appointment of Karl H, Car- 
tens as manager of dealer cooperative 
advertising has been made known by 
the company. Carstens will devote his 
efforts towards assisting dealers in the 
achievement of more effective adver 
tising and promotion 


Stromberg-Carlson Co. 


Stanley Graham has been named as 
1 district merchandiser for the com- 
pany’s radio television division in the 
outheastern area of the country. Gra 
ham’s responsibilities will be to main 
tain contact between the company 
ind its distributors in the territory. 





Crosley Division, 
Avco Manufacturing Corp. 





JAMES D. SHOUSE 


imnounced sev 
eral major changes in top manag 
ment responsibility. The first of these 
changes involves, James D. Shouse 
who has been named as chief execu 
tive officer of all Crosley division op 
erations. Shouse, a senior presi 
dent and director of the company will 
supervise the division’s plants in five 
states. In addition he will continue 
as chairman of the Crosley Broadcast 
ing Corporation, In the same an 
nouncement John W. Craig, vice 
president and general manager of the 
Crosley division is revealed as having 
resigned his position and elected as 
president of Aluminum Industries 
Inc 


The company has 


vice 


Amana Refrigeration, Inc. 


Ihe company has announced the 
appointment of W. Joe McCorkle to 
the post of sales training specialist in 
the southeastern United States. In 
this capacity McCorkle will conduct 
sectional group training meetings for 
Amana dealers 


Sylvania Electric, Inc. 





H. WARD ZIMMER 


The elections of Don G. Mitchell 
as Chairman of the board of directors 
and H. Ward Zimmer as president of 
Sylvania have been announced by the 
board of directors. Mitchell succeeds 
Max F. Balcom who has been associ 
ated with the company and its prede 
cessor for a period of 35 years. Balcom 
will continue to serve the company as 
i director and consultant 
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Arithmetic Lesson 


LASS will now come to order, please, for a 
little lesson in business arithmetic. I am 
personally lousy at this subject and would 

much prefer to tap out a sizzling piece on the 
common cold, the man-eating shark, Joe McCar 
thy or the dimensions of Dagmar. But duty, 
‘stern daughter of the voice of God,” impelled 
me to analyze the latest findings of NARDA’s 
Cost of Doing Business Survey for 1952. The 
resulting headache it produced and the specula 
tion it engendered is, therefore, the subject of 
this lecture. 

lirst, let’s look at the bare bones of the figures 

very $100 worth of goods sold cost $68. Our 
gross margin, therefore, was $32 (including serv 
ice: $30.20 without service). Our operating ex- 
penses, or cost of doing business, was $28.80 out 
of every $100, leaving us a net profit of $3.20 
per $100. Parenthetically, we may note that the 
NARDA dealers keep pretty accurate records 

they are the cream of the crop, dealer-wise—as 
evidenced by the fact that they enjoyed a com 


posite net sales gain of 8.8 percent in °52 over 


‘51, whereas the average for all U.S. appliance 
radio-TV dealers was up only 1.4 percent. It 
would be natural to assume that a majority of the 
“average” dealers in the country found it pretty 
rugged going, profit-wise. 

Second, let's examine what our reporting 
dealers declared to be their main operating prob 
lems in 1952: (1) reckless price-cutting, (2) ex 
cessive trade-in allowances—which, in essence, is 
merely another form of price-cutting, (3) insuffi 
cient discounts allowed by manufacturers, (4 
“back-door’, or “wholesale” selling by both man 
ufacturers and distributors. These complaints 
are familiar. They have cropped up in most of 
the previous studies and are listed as the main 
obstacles dealers face this year 





| UT now we come face to face with the chief 

headache in our arithmetic lesson: with mar 
gins at 32 percent and operating expenses at 28.8 
percent, where is there any room for price-cutting? 
Are we to assume that the NARDA group of 
dealers are 100 percent pure insofar as price 
cutting, excessive trade-in allowances and the 
granting of preferential discounts are concerned? 
Well, I believe they are far better than so-called 
“average” dealers, but I find it difficult to assume 
that some selling below list is not indulged in 


Which brings us to the next question: Are 
operating expense figures inflated? Are many 
dealers actually able to operate at less than the 


28.8 percent figure their composite report indi 
cates? ‘The answer must be that many of them 
can—provided their volume and turnover are 
relatively high. But it is difficult to see how they 
could shave more than a couple of percentage 
points off the average. 

lhe fact of the matter is that price-cutting, in 
one form or another, has become so wide spread 
that it has acted as a continual depressant to the 
dealers’ normal operating margins. Hence the 
squeeze on profits and the demand for bigger 
margins. ‘The point that seems to be overlooked 
is that the higher margins which obtained pre 
war were intended to support a genuine, creative 
specialty selling operation—advertising, promo 
tion, sales training, demonstrations, canvassing 
and the like. With some notable exceptions, 
our specialty selling operation of today is largely 
based upon a single sales clincher—price. This is 
not entirely the fault of independent dealers; 
they have been pressured by chains, discount 
houses and a host of other competitive mediums 
able to undercut list. The price virus has affected 
not only the entire retail and wholesale trade; it 
has contaminated the buying public itself. In 
effect, we have been educating the consumer to 
look upon our list price structure as merely a 
starting point in the bargaining process. 


HE only solutions to our little problem in 
business arithmetic, therefore, would seem 
to be (1) increase volume and turnover, (2) cut 
operating expenses to the bone. Manufacturers 
will be little inclined to increase margins if the 
idded dollars merely provide a wider scope fot 
price-cutting antics. After all, the more prices 
are cut, the less manufacturers will be inclined to 
believe present margins are insufficient. On the 
other hand, they would welcome a return to sound 
specialty selling—creating demand, rather than just 
meeting existing demand. And because creating 
demand is the true answer to increased volume 
and turnover, the trade would be in a better bar 
gaining position to ask for those extra dollars 
of margin. 
Remember, the respect a retailer commands is 
in direct ratio to the volume of merchandise 
he moves 


EpIror 
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TO TEST THE WEARING QUALITY of wringer rolls, 
Lovell uses the vicious test shown above. A chain of 
¥% inch-thick hardwood links chews its way between 
the rolls as they turn under pressure. Tests like 
this prove that Lovell Power Electric Rolls outlast 
all other rolls by as much as 235% — more than 
triple the life of ordinary rolls. 



















FOUNDATION LAYER holds 
the roll so firmly to the bonder- 
ized steel shaft that it cannot 
come loose 


DOUBLE CUSHION of soft rubber has a scientifically 
predetermined degree of resiliency. It is firm enough 
to effectively pressure cleanse the wash, yet soft 
enough to allow safe passage of buttons and zippers. 


EXTRA TOUGH TREAD is specially compounded to resist abrasion and 
the effects of caustics, alkalies, and bleaching compounds. It protects 
the soft cushion, insuring long weor 


malineT int 


> aalidtes 
Pretty tea 


WRINGER-WASHERS ARE YOUR BREAD AND BUTTER...THE BEST ARE LOVELL-EQUIPPED$ 





TEST AFTER TEST proves 
Lovell Rolls best! 











IN ANOTHER LOVELL BREAKDOWN TEST (above), a %” board, 
tapered at the ends, is passed through the rolls time after time. 
Both Lovell rolls and competitive rolls are subjected to this rough 
treatment to test the strength of the bonding of the rubber to 
the steel shaft. Over and over, this test proves conclusively that 
only Lovell rolls will not come loose from the shaft. And Lovell’s 
guarantee backs up this proof. 


| bttene ROLLS are the only rolls made of three 
laminations of natural rubber, vulcanized into an 
inseparable unit. They pressure cleanse with amazing 
effectiveness, outwear other rolls, do not harm buttons, 
zippers, delicate fabrics. 


Lovell rolls keep replacement roll customers satis- 
fied. Use them for every replacement job. And tell 
new wringer-washer customers the advantages of 
Lovell rolls... another important feature that helps 
sell the washer. 


Or 
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J] PRESSURE CLEANSING 
WRINGERS 


LOVELL MANUFACTURING CO. «+ ERIE, PA, 
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KELVINATOR : 
« HOMEMAKER’S HOLIDAY 
ONTEST 
MOVING MERCHANDISE, 
DEALERS REPORT 


“ t 
i + the country repor 
im: rretz lers all overt ry Pet 
08 pong ‘promotion 1s beet inatot 
. i i e « 

or and pushing sales of a 
products. If you ha os 
your Kelvinator distri 


vent tied-in yet, contact 
yutor right away: 


New Kelvinator Freezers—with Features that Make Sales— 
Lead the Parade to Better Business! 


§ ors more than ever, home freezers represent sales opportunity for 


Kelvinator retailers . . . because the 1953 Kelvinator Freezer line now 
includes both upright and chest-type models, And these new freezers not only 
have selling features that make sense to the buyer cee they are backed by 
promotion and planning specifically designed to move merchandise in a highly 
competitive market! 

Take the new 18 cu. ft. Kelvinator Upright, for example. This freezer 
provides 31.4% more fast-freezing surface than other upright types. All five 
interior walls are lined with freezing coils—top, bottom, sides and back. 
Foods freeze properly and stay frozen safely when placed anywhere in the 
freezer. This new Kelvinator is divided into four separate compartments 
each with its own individual inner door 


and holds 630 pounds of food in a 
cabinet only 36" wide! 


Look at the Kelvinator chest-type models, The cabinet of the new 7 cu. ft. 
Kelvinator is no larger than old-style 6’s. To achieve this added storage space 
without increasing outside dimensions, Kelvinator uses the “wrap-around” 
condenser—a great spacemaking development pioneered by Kelvinator in 
1946, Besides the new 7 cu. ft. model there are Kelvinator Chest-ty pe Freezers 
in 9, 13 and 20 cu. ft. capacities. 

The many superior selling features of these new Kelvinator Freezers—their 
inherent quality, value and proved dependability —are typical of every prod- 
uct in Kelvinator’s new, expanded line. All of Kelvinator’s home appliances 
and products mean bigger and better business for retailers now and in the 
future. Why not find out more about the opportunities Kelvinator offers. Call 
or write for the complete Kelvinator story. 


bs ae 
JOIN THE Kaeclnuaseatov PARADE TO BETTER BUSINESS! 


vision of Nash-Kelvinotor Corporation, Detroit 32, Michigan 
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REFRIGERATORS + RANGES + FREEZERS + WASHERS AND IRONERS - WATER HEATERS - DEHUMIDIFIERS + KITCHEN CABINETS - SINKS - 
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‘ELECTRO-DRAIN” GARBAGE DISPOSERS + ROOM AIR CONDITIONERS 





